





wereiaie 


year 


a ASE Ih GSO 











eb sh» Sil 





MODEL 630 








Full-size cylinder cleaner packed with Apex quality features 


Again Apex makes news that means more sales 
for you! Here’s a cleaner that more than meets 
today’s demand for quality merchandise at a 
moderate price. And that price is really right, too! 
You can offer terms that suit your customers needs. 
And look at the features you’ll be demonstrating: 


Durable all-metal con- © Super-power sealed 
struction. suction. 
Smart-lookingmaroon- @ 
webite baked enamel 
finish. 

Permanently lubri- 
cated motor ...two- ® Efficient, easy-to-use 
stage fan. cleaning tools. 


No other cleaner can touch this for value! 
Stock now and get set for spring selling! 


8-foot hose, reinforced 
rubber, fabric covered. 


® Tip-toe switch. 


Most Efficient Rug Nozzle in the Industy 
FOR MORE THAN THIRTY-FIVE YEARS = Apex comb-and-brush action combines with powel 


sealed suction to out-clean, out-perform any competit 
cleaner. Built-in swivel keeps nozzle in perfect con 
. with rug at any angle .. . permits easier access to haf 

reach areas. Demonstrate this and you'll make the # 
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. Depicts signs of the times. 
With the post-war boom in appliance 
selling over, we see dealers every- 
where digging in and returning to the 
old-fashioned methods that produced 
signatures on the dotted line. Old 
methods such as store demonstrations; 
home follow-ups; door bell ringing 
and cold turkey canvassing; free trial 
offers; tightening of prospect files; 
using the users and trade-in deals are 
all coming back into favor. 
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COLDER COLD and Hold-Cold Control 
will make Selling History! 


Every stunning new model in the Westinghouse liae has And Westinghouse backs you up with the biggest 
this exclusive, automatic, all-weather system—and that refrigeration advertising and promotion program in its 
means MORE SALES in any language! history. 


The great, new Aristocrat 10, the DeLuxe 9 and 11, the Every advertisement, every display, every promotion 
Super 7 and 9, with new styling, new features, new per- piece tells and sells the smashing story of COLDER COLD 
formance—deliver a powerful, new selling punch. and the HOLD-COLD CONTROL. 


WESTINGHOUSE ELECTRIC CORPORATION ~- Appliance Division, Mansfield, Ohio 
TUNE IN: TED MALONE .;;: every day, Monday through Friday . . . ABC Network 


you CAN BE SURE... iF is Westinghouse 
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Eye-level Comfort 
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No-glare Reception 


> 


Concealed Magnifier® 


«i 


Distinctive Styling 





THE PICTURE'S UP HERE... 
WHERE EVERYONE CAN SEE IT! 





Pictured at top: 

NEW YORKER (AVC-1) Modern style 
in hand-rubbed African mahogany 
that fits every room. No-Drift FM 
sound. Instant eye-ear tuning. 
Over 58 sq. in. picture; with op- 
tional* magnifier, over 73 sq. in. 












At left: 

WAKEFIELD (AVC-2) is the same set 
in every feature, in a beautiful 18th 
Century style cabinet of rich 
grained dark mahogany. 










Not illustrated: 

WASHINGTON (AVT-1), direct-view 
TV, an Adam Consolette in dark 
Honduras mahogany. Over 58 sq. 


*At slight extra cost. in. picture. 
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with the GREAT 
PHOTO-MIRROR SCREEN 


The bright, easy-on-the-eyes picture in the 
Wonder Window is placed where the most 
people can enjoy it in the most comfort. And 
when you're not looking, this set is a beau- 
tiful commode with no working parts ex- 
posed! No wonder Stewart-Warner dealers 
are saying: “Compare before you buy. Ask 
for a demonstration!” 





Stewart-Warner 





TELEVISION e AM RADIO FM e RADIO-PHONOGRAPHS 
STEWART-WARNER ELECTRIC ¢ Division of the 
Stewart-Warner Corporation, Chicago 14 
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THE NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 
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OME southern New England 

dealers are still in a state of shock 
resulting from the resurgence of a 
buyers’ market. On a recent trip 
through Connecticut and Massachu- 
setts this writer found many small 
town and city retailers figuratively 
holding their heads in their hands and 
terrifying themselves with such words 
as “slump” and “doldrums.” One 
dealer even declared that business has 
been in a coma since election time in 
November. 

This pessimism receives some justi- 
fication from the fact that sales have 
generally declined somewhat and that 
factory layoffs in some towns are tem- 
porarily reducing the number of ready 
purchasers. But, as more resilient 
dealers readily admit, the new condi- 
tions only mean that merchants will 
now have to scratch for sales. It doesn’t 
necessarily follow that a decline in 
floor traffic must mean a decline in 
business. 

Those suburban and rural dealers 
who are aggressively working for sales 
betrayed no such pessimism; they ex- 
pressed the opinion that while 1949 
won't equal 1948’s records it can still 
be a good and profitable year. The 
metropolitan areas, like New Haven, 
Hartford, Springfield, and Boston, be- 
cause they are located where they have 
been forced to compete right along, 
have not been so depressed by the 
change in marketing conditions. Many 
of them, also, are riding along on a 
high tide of television sales, which has 
not reached the rural backwaters. One 
dealer in Palmer, Mass., erected a 
huge television antenna mast in an ef- 
fort to bring tele programs in to his 
fringe area from New Haven and 
Boston. He reported that he got more 
snow than pictures on his screen and, 
being denied the gravy of television 
sales, was turning gloomily to the 
tougher bone of slow-moving white 
goods, 

Sales and markdowns are prominent 
throughout the area. Radios, of course, 
washers, kitchen cabinets, small appli- 
ances, and even refrigerators were be- 
ing offered at reduced prices during 
late January and February under the 
“demonstrator”, “floor model” or “dis- 
continued line” tag. 


For “W", a Low Growl 


The repressive effects of Regulation 
W are at last being felt—and resented 
—by the smaller independent dealers. 
Money, they claim, is now high on the 
scarcity list and prospective customers 
can’t afford to make the down pay- 
ments. One big Massachusetts dis- 
tributor, commenting on the sales de- 
cline, said, “There’s nothing wrong 
with the appliance business that lower 
Prices and easier credit terms wouldn’t 
cure.” He particularly singled out the 
automatic washer as a prime example 
of over pricing and pointed to one 
large manufacturer who is attempting 
to do a merchandising split by con- 
tinuing to sell last year’s models at a 








considerable reduction in price while 
producing and marketing newer ma- 
chines at the current high price level. 
A dealer reported that “W” is par- 
ticularly injurious to refrigerator sales. 
“This down payment required (20 
percent) should be reduced at least to 
10 percent and then we might see some 
real money coaxed out of hibernation,” 
he declared. 

One facet of the buyers’ market is 
actually making dealers rub their hands 
in anticipation. Now, they chortle, we'll 
make these high-riding distributors do 
the job they are supposed to do. 
There'll be no more tie-in sales, no 
more dealer warehousing for whole- 
salers, no more take-it-or-else deals. 
While few confirmable dealer failures 
have been reported, one distributor has 
gone out of the appliance business in 
Providence, R. I., and a big outfit in 
Boston is reported to be in the process 
of folding. Many wholesalers, how- 
ever, have read the handwriting on the 
wall and in Providence, for one, most 
of them are returning to the old prac- 
tice of Saturday morning sales meet- 
ings. Attempts to strengthen sales or- 
ganizations have been hindered by a 
shortage of experienced men, and 
plenty of salesmen are busy shifting 
from one wholesaler to another as the 
proper inducements are offered. At this 
writing no charges of salesman pirat- 
ing had been leveled, but it’s something 
to look for. 


Return to the Pre-War Pattern 


The situation in upper New York 
has closely paralleled that in New 
England. January store traffic was at 
a low ebb. One Buffalo dealer reports 
that washer prospects first ask, “How 
much trade-in will you give me?” An- 
other merchant from the same area 
finds refrigerators very slow and says 
that consumers are shopping for price 
cuts on television. Another upper New 
York dealer feels that refrigerators 
have definitely returned to the pre-war 
sales pattern—best sales in the warm 
months. 

In some ways, today’s selling picture 
is paradoxical. Some dealers actually 
reported January sales ahead of the 
same month last year, although these 
were exceptional. One man even said, 
“We managed to beat last January due 
to a good radio business. We were 
way over a year ago on radios but ap- 
pliances lagged. Ranges are moving 
better now and washers are improv- 
ing.” Another expreses the paradox 
this way: “Customers are very price 
conscious. You need price promotions 
to get them in the store, but frequently 
you can trade them up once you get 
them interested.” 

That, of course, is just plain, old- 
fashioned selling. 


THE SOUTH 


By Amasa B. Windham 





ETAIL appliance dealers in al- 
most every section of the South 
reported—with a little surprise in their 
voices—that January was a good 
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month. True, it didn’t break any 
records and it did not exceed the high 
volume of sales rung up in the same 
month of last year, but far from the 
traditional after-Christmas slump, 
business was brisk and equipment 
moved at a good clip. 

Wholesaler and distributor reports 
were about the same tenor. One large 
distributor in Tampa, Fla., said he had 
“a better than expected business” in 
everything but radio. A Richmond, 
Va., distributor said: “January was 
good. We don’t look for a bad year 
in 1949, at all.” A Birmingham, Ala., 
contact who reported an optimistic 
outlook all during the past year, 
hedged a bit when queried about 1949. 
“We had a little slump during the 
month of January but it was just about 
what we anticipated. This year may 
not be as good as last; sales during the 
first quarter ought to tell the story.” 


Weather Is Buying Factor 


Freakish weather, featuring the ap- 
pearance of June in the early part of 
January and blizzards in the latter 
part, was a factor in customer buying. 
In the upper Texas areas, for example, 
customers were simply postponing 
their purchases until spring while in 
lower Texas, business went on at a 
merry clip. Other states failed to show 
a uniformity of demand. Florida was 
a good example. At Fort Pierce, a 
thriving community on the East Coast, 
one dealer pointed to the maid dusting 
off stock. “She goes Saturday,” he 
said gloomily, then pointing to the 
girl behind the record counter, he 
added, “She probably will go, too.” 
Nevertheless, at Fort Lauderdale and 
at Miami, down the coast a few score 
miles, dealers were doing a fine busi- 
ness-and looked for better. 

Refrigerators, the only short item in 
the list of wanted appliances, seemed 
to be catching up as manufacturers 
stepped up delivery throughout the 
South. Almost every dealer inter- 
viewed, with the exception of some in 
certain areas of Tennessee and the 
Carolinas, reported continued good 
sales but little or no waiting. Ranges 
and water heaters held an even course, 
while washers, both automatic and con- 
ventional, continued on the best seller 
list. The sale of small appliances was 
good as was such minor items as elec- 
tric light bulbs, cords, wiring, etc. 

A long look at the television picture 
(no pun intended) was revealing. The 
medium was an established fact in 
Richmond, Atlanta, Louisville and 
New Orleans, but other southern cities 
were doing a little foot dragging. 
Miami’s plans along the tele line fell 
flat on its face. Several hundred sets 
were sold in that area, dealers had 
service men trained and other prepara- 
tions were made but governmental 
okay was withdrawn after a time and 
Florida still has no video. Stations in 
Alabama, Tennessee and Texas expect 
to be in operation within the next few 
months. Mississippi and Arkansas are 
not very optimistic. 


Set Sale Leveling Off 


Sale of television sets in Atlanta, 
Louisville and Richmend has leveled 
off to a steady pace. New Orleans is 
still in the new stage and dealers there 


are going after the busines with every 
aid at their command, including yeo- 
man help from the utility companies 
there. Completion of the co-axial cable 
between Charlotte and Atlanta and 
extension to the West will set off an 
unprecedented boom in buying. The 
consumer’s cry all over the South is, 
“What’s holding ’em up?” 

Radio selling is still in the slow 
stage. Even the campaigns launched in 
some areas for “a radio in every room” 
have bogged down or have been aban- 
doned altogether. Most areas reported 
respectable sales only in the low price 
sets with larger console models con- 
tinuing to decorate the dealers’ shelves. 
In Alabama, a big name brand distrib- 
utor of radios predicted a drop of 30 
percent in radio sales under last year 
in the next six months. 

“People have learned they just 
haven’t got as much extra spending 
money as they thought they had,” he 
declares. “Radio is still a luxury item. 
And despite all the advertising we can 
do, many of them still figure they'll 
hold off buying until television comes.” 

This wholesaler is an old timer who 
should know whereof he speaks, but 
other dealers do not agree with him. 
They foresee a drop in sales but do not 
feel it will run over 10 or 15 percent. 
At any rate, radio is a slow seller and 
still awaits some minor miracle which 
will put it on its feet again. 


THE MIDWEST 


By Tom F. Blackburn 





DRUGGIST in Sedalia, Mo., 870 

air line miles from Washington, 
saw President Truman turn down 
sugar for his coffee and watched 
daughter Margaret staring with her 
mouth open, by television, thanks to 
the new coaxial cable in operation for 
the first tifféin A big way. 

That hookup is just the touch needed 
to sell television sets through the 
Middle West. The inauguration pro- 
vided the kickoff spectacle, just as the 
Dempsey-Firpo fight many years ago 
provided the necessary “wow” to get 
radio started. The interest was in the 
slickness of the stuff that came over 
the coaxial cable. Was it quality? The 
Chicago Herald-American took candid 
camera shots of the reception on a 
Zenith unit, and carried it as news, 
merely revealing that Truman had 
just had a new haircut. 

About Chicago the schools made a 
tie-up with the inauguration ceremony, 
the Nichols school in Evanston having 
four sets for the occasion and numer- 
ous classes turned to spots where tele- 
vision might be witnessed. Even dig- 
nified University of Chicago and 
Northwestern unbent and watched the 
marvel. 

The war is on between the radio 
record players of different speeds, and 
in Chicago the Sampson Co., Columbia 
distributor, has been plugging an LP 
record attachment at $19.85 (regularly 
$29.95) with a couple of LP records 


(Continued on next page) 


PAGE 5 


















Including full set 
ot attachments 


Including 5 
Attachments 








that's | 


-SPEE ? 
. STMT Lowe, y 8906 Stoning 
e | . Pies 


What gives Cadillac dealers ( 
a sales edge in today’s com- 
petitive market? Cadillac's 
dirt getting efficiency, gentle- 
men. The kind that out- 
demonstrates competition. 
The kind that puts punch in 
your sales talk, 
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Cadillac cleaners are VALUE 
PACKED with all the features 
that add up to fast, thorough 
cleaning ... BUILT with more 
than 37 years of “know how” 
in vacuum cleaner produc- 
tion ... BACKED by national 
advertising that reaches your 
customers, and brings busi- 
ness to your door. 
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*Resale price. Slightly 


more west of Rockies 




















Built for long, satisfactory service, 
Cadillac cleaners are the result 
of more than 38 years of special- 
ization in vacuum cleaning equip- 
ment. 








CLEMENTS MFG. CO. 
DEPT. A 6666 S. NARRAGANSETT AVE. 
CHICAGO 38, ILL. 














Since 1911, sold only by reliable 


dealers and distributors 
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thrown in. Other manufacturers are 
showing automatic record changers 
which shift to fit the several types, 
although none of them have anything 
that can handle a mixed stack. 

The Illinois dealer who wailed that 
he had only had two customers in his 
store all morning lent credence the 
other day to Roy Bradt’s statement 
that only 40 percent of today’s dealers 
have sold under competitive conditions. 

Back in the old days the veterans 
discovered that while possibly you 
could make eight calls a day in per- 
son, you could dictate 35 personal 
letters at the same time, get out a 
couple of thousand direct mail pieces 
or reach 50,000 people by space adver- 
tising in the same period. All of which 
illustrates an answer to Professor 
Malcolm P. McNair, head of the 
marketing department of the Harvard 
School of Business, who said that 
while U. S. goods are generally manu- 
factured by machine, they are still 
distributed by hand. 


Reward for Enterprise 


The technique of mechanical distri- 
bution is well illustrated by a Madi- 
son, Wis., retailer who cooked up a 
deal offering a washer, ironing board, 
clothes basket, automatic iron, and four, 
boxes of soap flakes, four packages 
of Magic Cleaner and 60 hardwood 
clothespins. Then he used ads to tell 
his Madison people to watch the news- 
papers for an important announcement 
on Sunday. Window displays, car 
cards, radio spots as well window 
and floor displays pounded the theme. 
The whole deal cost the customer only 
$10 more than the list price of the 
washer advertised. This promotion 
sold more than 115 washers in a week 
for the firm, and succeeded because it 
had an idea, plus employment of all 
the mechanical aids in selling. And 
this happened recently, since the mar- 
ket is supposed to have gone to hell. 

At Beatrice, Nebr., the school board 
wanted a modern kitchen installation 
in the high school. And the only one 
who would put it in was an enterpris- 
ing GI, the newest appliance dealer in 
town. He picked up the deal on the 
consideration that he could bring 
housewife prospects in any time he 
pleased. It isn’t hard to get mothers 
up to a school where their kids go, 
and he is said to be grabbing the bulk 
of the kitchen cabinet installations in 
the town. 


How to Impress Legislators 


Regulation W continues to be a 
bone of contention. One washer presi- 
dent has been working with the Fed- 
eral Reserve Board and the brass hats 
have asked him if a ten-day free trial 
in the home would be an improvement. 
He went at the thing shrewdly by 
pointing out to congressmen and sena- 
tors that the regulation was causing 
unemployment in the appliance indus- 
try, and it was no time at all until 
these representatives, hats in hands, 
went hustling over to the Federal Re- 
serve where they got a hearing. It 
apparently is not understood by the 
Federal Reserve that there is no 
chance of appliances causing inflation, 
that the peak is over, rather than be- 
ginning, and the action is merely 
dampering and darkening sales possi- 
bilities still further. 

Now for a word on repairs. In In- 
dianapolis the Power and Light Co. 
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catches most of the range and water 
heater service of the town. 

E. D. Ludwig, supervisor, appliance 
service department, has made the dis- 
covery that the automatic features on 
the new ranges and water heaters 
are causing a lot more service trouble 
than in the past. 

The Ludwig figures would estimate 
that there is plenty of sales potential 
in the stripped models. 





OOKING forward to 1949, most 
dealers on this Coast are planning 
to tighten their belts a little, cutting 
overhead where possible at the same 
time that they spend a little more for 
promotion and advertising. Christmas 
business was not too bad and 1948 as 
a whole was better than 1947, although 
general impressions seem to indicate 
that the increase was rather less here 
than in the East. Customers are very 
price conscious, asking for discounts 
and trade-ins, but not particularly for 
longer terms. Here are some typical 
comments from dealer letters. 


Price Cutting 


San Francisco, Calif—There is con- 
siderable post-Christmas price cutting, 
even on better brands, with several 
dealers joining in the movement to 
“clear out the record department.” 
But it is generally felt the market 
outlook for household appliances in 
northern California is at least as good 
as it was a year ago. Population is 
still going up. Rural areas may have 
to face lower farm prices, but it is felt 
good salesmanship can surmount this 
handicap. Television in the bay area 
and home freezers elsewhere in the 
state are expected to build volume. 
Automatic washers in San Francisco 
are outselling other types four to one. 
This is variously credited to labor’s 
reluctance to buy, plus wide use of 
“launderettes”, all of which feature 
automatic washers. 

Fresno, Calif—Christmas volume 
good. Sales for the year about the 
same as year previous; inventories 
rather too heavy. Some dealers are 
cutting prices and in general heading 
for the discard. 1949 expected to be 
difficult—and expenses are being 
watched. Dealers complain that dis- 
counts from manufacturers are too low 
and that labor allowances should be 
made on defective new equipment. 
Also that guarantees are too long. 

Los Angeles, Calif—Plenty of price 
cutting going on, even in the television 
field where good demand and limited 
deliveries should make this unneces- 
sary. Wholesalers are blamed to 
some extent for having allotted tele- 
vision sets to dealers who cannot 
handle them. Christmas business was 
slow up to last two weeks (November 
very bad), but. picked up sufficiently 
to make a good showing. 1948 up a 
little in volume over 1947. Inventories 
not too high. Refrigerators slow for 
first time since 1940, ranges and radios 
pretty good. Some price cutting and 
trade-in offers abetted by manufac- 
turers who are making special offers 

(Continued on page 10) 
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ROASTER 





To open, the housewife ivst pushes the 
button! Cover opens Smoothly and quiet. 
ly. To close, she merely pushes down on 
the new, wider finger plate. Quick, con- 
venient, safel No other roaster has it} 
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IT’S PORTABLE 





for Superflame and other 
oil heaters. 





ro 


BY THE MAKERS © 
F 
Superflome - QUEEN STOVE WORKS 
, INC 
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IT'S FORCED AIR 








T'S STILL 


\.. Mth These Tro 











Superfan 


Blows Air at the Speed of 
Over 1/3 Mile Per Minute! 
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NGEROUS 
BLADES 


it's SAFE...It's PORTABLE... it sells FASTEK 


@ SILENT AND EFFICIENT. No disturbing 
whine or sudden blasts, yet air is kept in 
motion at all levels; floor, ceiling and living 
level. Sales features no fan can match! 


@ BEA SUPERFAN DEALER. Superfan has 
proven itself, through sales tests, to be the 
most unusual, most wanted new develop- 
ment in the counter appliance field. 
Investigate! Write, wire or phone today! 


@ THE ONLY sales maker of its kind! It’s 
more than a fan. Gives all the comfort of 
a fan PLUS year-around utility. Sells in 
every season. Eliminates dead inventories. 


e COMPLETELY SAFE. There are no danger- 
ous fan blades to nip fingers or tear clothing 
whether used in home, store, hospital or 
office. Wanted by parents and business 
executives alike. 


























-* ALBERT LEA, MINNESOTA 
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“SELLERS” MARKET 


Superflame Pe 


COMPANION RANGE , 


in high modern style 


Keeps COLD Kitchens WARM! - | 




































Onin «RECESSED BASE 


permits plenty of toe room 


IT HEATS! 
_N | On. 


—| 


COOKING TOP — 
equivalent of 2 extra burners 


F 
IT COOKS! 1°. 





a a . : —_ 
‘ ° 
== = | FRONT DIAL. 


HEAT CONTROL 


IT HEATS WATER! 
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Vitra Modern Design... Beautifully Styled 
MATCHES MODERN GAS & ELECTRIC RANGES 








@ THE NEW oil burning Superflame @ SMARTLY STYLED to fit into mod- == op oe oe - all 7 
Companion Range replaces the ern kitchens and add to kitchen r aso nd full particulars about: 
old untidy cook stove. Heats up appearance. Gleaming white por- x ‘ai New SUPERFAN seats ¥ 
to three rooms. Keeps cold kit- celain and enamel finish,chromium 4 WRITE TOD AY ( The New SUPERFLAME Companion i 
chens warm! trim. Meets a demand that we F EOR COMPLETE § 

@ WANTED BY 58% of American ne mngeenanes Aeeeaiasies lea INFORMATION ler) or Distributor j 
homes (homes without central @ NOW IS THE TIME to add Super- i 1" —— ea 
heating plants). PLUS apart- flame to your line. Investigate i QUEEN STOVE WORKS INC. Street Address ‘ 8 
ments, trailers, cottages, cabins. the profit-potential today! Department E3 City —$_ Zone——= 4 

§ ALBERT LEA, MINNESOTA 
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~ Corrugated 
— Stainless — 


oy i-\-) or 
=. 
Tub\ \’ 


PROVIDING ... 


@ LIFETIME BEAUTY 

@ DURABILITY 

@ SANITATION 

@ EASE OF CLEANING 

@ STAINLESSNESS 

@ FREEDOM FROM RUST 


@ ASSURANCE AGAINST 
CHIPPING 





The Voss Floating Agitator . . . The Voss Electro-Safe 
Pressure Extractor . . 


. and now the new Voss Corrugated 
Stainless Steel tub . . . VOSS A PIONEER 
OF THE WASHER INDUSTRY HAS SCORED 
ANOTHER “FIRST”. 





VOSS BROS. MFG. CO. 


Davenport, lowa 


“The finest appliance protection!” 
says MR. C. E. GERHARD 














“I use Slingabouts because they are the ideal way of delivering 
appliances safely to customers,” says this leading appliance dealer with 
stores in Glenside and Ambler, Pa. 


Let Webb Slingabouts protect your appliances—build customer confidence! 
Heavily padded jacket of rugged canvas cushions appliances from shocks 
and jars. Thick layers of cotton padding with soft flannel lining safeguards 
mirror finishes from mars, dents and scratches. Sturdy sling facilitates move- 
ment on and off trucks, protects customers’ property and safeguards handlers 
from injury. For all leading makes of the appliances listed below. 























1 
WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. | 










































































THE NATIONAL APPLIANCE AND RADIO PICTURE 


















| 
Send Slingabout prices for model # 
| make Refrigerators | 
| Name Radio 
SEND Address _ agen wo 
TODAY ! 4 7 lane ape) | 
_I| 


for “slow months”. There are enough 
salesmen, but the problem is to get 
them to take the initiative. Many 
complaints of the high cost of servicing 
defective appliances and furnishing 
labor to repair faults in manufacturer’s 
design. Even when new parts are 
furnished, dealer must pay postage on 
new part and old one returned, plus 
labor of installing—often totalling 
from $2.50 to $10, which comes out of 
his profit margin. 

Portland, Ore—Christmas business 
very good; 1948 yearly volume 25 
percent better than 1947. Inventory 
about right. Refrigerators, water 
heaters, radio and irons are relatively 
slow; ranges, dishwashers and good 
table appliances move well. Some 
dealers are cutting prices and taking 
excessive trade-ins ; some are dropping 
out. Major problem is the prospect of 
high taxes next year. A slight price 
decline would be welcome. 

Boise, Ida.—Business has been rela- 
tively slow and sales for the year were 
only slightly better than in 1947. There 
is considerable shifting of franchises 
and the weaker dealers in the back 
country are dropping out. Better 
dealers are complaining about price 
cutting and trade-in competition. 


Spokane Trade-in Problem 


Spokane, Wash—tTrade-in compe- 
tition is the problem feared by most 
dealers, according to a recent poll 


_taken by the Inland Empire Electrical 


Dealers’ Association. High operating 
costs, extensive price cutting and high 
selling costs are also expected. About 
a fourth of the retailers dread a lessen- 
ing of consumer demand, and find in- 
sufficient margins and competition 
from cooperatives a serious hindrance. 
High installation cost, high repair 
cost, over-franchising and direct sel- 
ling by distributors were also trouble- 
some to about 10 percent. Few expect 
merchandise shortages. Most dealers 
expect to increase their advertising and 
promotion expenditures in 1949 and 
to increase their sales staffs. About 
60 percent expect their 1949 sales 
volume to equal or better that of 1948. 
They want promotional effort to fur- 
ther selling of freezers, clothesdryers, 
dishwashers and garbage disposal 
units, ironers and adequate wiring in 
that order. Washers received a 25 
percent vote; radios and water heaters 
15 percent. Most felt that ranges, farm 
equipment and traffic appliances needed 
least promotion. 

Salt Lake City, Utah—“Christmas 
business was fine”, says one dealer, 
“and the year’s total up about 10 per- 
cent. Inventories about right. Radio 
is rather slow—electric blankets par- 
ticularly good. Customers are asking 
for discounts, but dealers as a whole 
are maintaining ranks. A few are 
dropping out. There is a general need 
for qualified salesmen. For 1949 we 
plan to watch inventories and collec- 
tions closely.” 

El Paso, Tex.—Ranges off two per- 
cent and home freezers sales were 20 
percent less during 1948 than in 1947, 
but refrigerator sales were up 25 per- 
cent and water heaters up 15 percent. 
Dishwashers are beginning to be an 
important item in selling. 

Tucson, Ariz—One dealer says: 
“Christmas business was good and the 
year’s total was up about 8 percent 
above 1947, but our net profits were 
lower. This was due to more discount 
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and trade-in selling, to expensive 
service (which was caused by more 
critical demands of customers, failure 
of manufacturers to do an adequate 
job and our own lack of experience 
in handling such a heavy service load), 
to weakening of our cash position re- 
sulting in more discounting of con- 
tracts and borrowing from bank, and 
to higher rental costs (rent went up 
$3,000). No appliances are now “push- 
overs”, but conventional washers and 
refrigerators are probably selling best, 
January sales are expected to be about 
20 percent below the similar period of 
last year and overhead is being scru- 
tinized.” He adds: “We are definitely 
demanding more of our help this year. 
We have combined several jobs since 
Christmas and removed five employees, 
with but one replacement. But we are 
fortunate in still having all our good 
salesmen. Our problem is one of man- 
agement—of training and instilling a 
comprehension of what it takes to keep 
going.” Several dealers in the Arizona 
area are dropping out, or trying to. 


Dealers Asking Help 


In general it may be said that dealers 
throughout the West are beginning to 
worry about price cutting and similar 
irregular competition and have turned 
everywhere to manufacturers and dis- 
tributors, asking “Can’t you do some- 
thing about keeping your franchised 
dealers in line?” The manufacturers 
and distributors reply that beyond a 
certain point it is illegal for them to 
take steps and urge dealers to survive 
by making themselves the “best outlet” 
for the particular appliance in their 
area. 

The one night a week “night open- 
ing” which was started in Los Angeles 
on Mondays and in the San Francisco 
area on Thursdays last fall has proved 
a popular shopping period for house- 
wives employed during the day and 
most large department stores and many 
small shops are keeping up the prac- 
tice. Appliance dealers find it a par- 
ticularly convenient time to demon- 
strate television sets and to reach 
husband as well as wife in selling large 
appliances. 

All are beginning to realize that the 
pattern of selling is once more based 
on the natural seasonal demand and no 
longer is dependent arbitrarily upon 
deliveries. End 








“1 ASK HIM FOR A LIST OF PROSPECTS AND 
HE HANDS ME THE PHONE BOOK!” 
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 dis- national advertising in full color 
features beautiful Youngstown 
—_- Kitchens like this, as Youngs- 
hised town continues to lead the field 
urers in vigorous support of dealers. GF, Cs OW Cr. 
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m to + * o e 
&rvive 
itlet” 
their ELECTRIC GARBAGE DISPOSER READ ON 
: @ecece 
)pen- 
geles : : . 
cisco Among Youngstown dealers who have put selling effort behind the new 
‘oved Mullinaider electric garbage disposer, the enthusiasm is unanimous. 
puse- ' 
and They say Mullinaider sales are spiraling. They say once a customer knows 
av what it is to be free from messy, disease-spreading garbage, the sale of 
prac- ae : nto Pe ‘ 
par- a Mullinaider with his Youngstown Kitchen is easy. 
mon- ; - 
‘each Prospects just can’t say “No” THIS SELLING STORY WORKS 
large to the Mullinaider. Often, it’s . . 
enough when you tell them: Success stories are written every day. Here are a few: 
t the . ’ : ; ; 
ased 1 a San Jose, California—Leading builder, who has been using Youngstown Kitchens 
d no =e exclusively, will include Mullinaider, also, in all future units. 
upon WG eSedtinatd : Columbus, Ohio—Dealer writes, “Do you know this Mullinaider is so far superior 
” n ie . . , ” 
End ] is co ae ie to the other units I’ve sold, that I just can’t sell the others: 
First, you turn on is 
the cold water. Boston, Mass.—Dealer, calling on accounts who had purchased Kitchenaiders, reports 
a wy Ce 7 out of 13 say “Yes” to Mullinaider. 
Hla ‘ , . 
SS Dealers, the same consumer enthusiasm you're finding for Youngstown 
Th flip th se ; : a ahr 
iclindioe anteakn Kitchens of white-enameled steel is growing in favor of the Mullinaider. Are 
It’ laced e - : ® ° ° ° y ° 
cé Somat. eador Howe you taking advantage? Mullins Manufacturing Corporation, Warren, Ohio. 
sink.) 
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a ee BY MULLINS 
WORLD’S LARGEST MAKERS OF STEEL KITCHENS 
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Help Build 
STORE POPULARITY 





with appliances powered by 


Lamb Electric 


MOTORS 


et 


Small series universal motor parts 
specially designed for food-mixers 
and sewing machines. 





@ The smooth, dependable 
performance of Lamb 
Electric Motor powered 
appliances assures cus- 





tomer satisfaction ...wins 
good will...helps build 
store popularity. 


This fan motor has rubber grom- 
meted supporting legs to assure 
quiet, vibrationless operation. 


This is one of the reasons 
why many leading dealers 
prefer to carry appliances 
equipped with Lamb 
Electric Motors. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 








Compactly designed turbine .. . 

riven by a high-speed series mo- 
tor... particularly adaptable to the 
cannister type vacuum cleaner. 






















































WASHINGTON CURRENTS 


By the Washington News Bureau, McGraw-Hill Publishing Co. 





REGULATION W STAYS 


The government’s restriction on installment selling through 
Regulation W is here to stay, at least for a while yet. 

The Federal Reserve Board, which sets the minimum down pay- 
ments and the maximum time allowed for installments, isn’t going 
to loosen up the regulation—and thus give a spur to consumer 
buying of durable goods—until it believes that the general infla- 
tionary situation has declined enough. The slackening of demand 
in particular hard good lines, for instance, isn’t considered by 
the FRB to be sufficient reason to let out the credit reins a notch 
or two. 

When the Board is satisfied that the economy has eased off 
enough generally, it will still loosen up the credit rules only on 
particular items. It doesn’t plan on across-the-board dropping 
of the high down-payment and quick-payoff requirements. 

Its reasoning: easing the credit curbs to give a jolt to business 
in one line might contribute enough to the overall pressure to 
defeat the purpose of the anti-inflation measure. 

Most economists both in and out of government think the 
Federal Reserve Board is too cautious, but will eventually come 
around to loosening up credit restrictions—and thus helping sales. 
First gainers, if and when this happens: automobiles, which have 
been complaining loudest, and the whole appliance industry. 


ELECTRIC SERVICE ADVISERS 


The government has opened up a new kind of job for certain 
kinds of college graduates. The job: “electrification adviser’. 
The duties: show rural families how to use more electric power 
more efficiently. Already about 200 of the 1000 government- 
financed rural electric cooperatives have hired such trained men 
and women, mostly home economies or electrical engineering 
graduates. 


POST-WAR PRICES WILL STAY HIGH 


Washington’s top team of business forecasters and analysts 
predict that prices aren’t going to drop back down to where they 
were “in the good old days” before the war. 

Post-war inflation has put prices up to a new higher level, 
says the Council of Economie Advisers, and—if we don’t have 
a depression—prieces generally are going to stay high. 

These official advisers to the President agree, however, that 
prices won’t necessarily stay right at the level where they are 
now. But with price tags on consumer items now averaging 
about 75% over what they were in 1939, such price “adjust- 
ments” as the softening in food prices aren’t likely to bring the 
general price level down more than a notch or two. As the 
Economie Advisers point out, price increases on other-than-food 
items have so far about offset the easing in food costs. 

The Council doesn’t think we’re in for a depression. Instead, 
they see a constant expansion of a balanced economy, helped 
along, of course, by government programs of all kinds. They 
point out that the gross national product—the total pot of 
goods and services from which we all take a cut—has been 
expanding steadily ever since the country was founded. 

This constant growth has had one big setback—the depression 
of the ’30s. But the Council sees no reason why rate of increased 
production during past decades can’t be continued in the years 
ahead. The expansion in gross national product between 1919 
and 1929, for instance, was 33%, between 1939 and now, 50%. 


FISHING FOR FUN MEANS BUSINESS 


If you bought a fishing license last year, you’re one of a 
growing army of licensed fresh water fishermen that totals 
14,582,739. That’s how many licenses were sold by the states 
in the year ending June 30, 1948, according to the Department 
of Interior. That’s up about 2 million from the year before. 
Thése anglers paid out some $28 million for licenses alone, 
which in a small fraction of what they’re spending for rods, 
reels, flies, boots, boats, and the many kinds of equipment and 
paraphernalia every true follower of Izaak Walton has to have. 
(Continued on page 24) 
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It starts on the floor of your store. soap-saving story ever told. 

A sales plan based on proof. Solid And here’s the follow-through. The 
proof. Eye-witness proof. And calculated whole deal’s carefully integrated. News- 
to give you a great, big bite of the auto- paper ads. Radio spots. Sparkling store 
matic washer market! and window displays. New demonstra- 

With a pair of greasy overalls—youcan _ tion angles. Lots of noise. 
prove beyond doubt to the customer that All leading up to lots of sales! Lots of profits! 
no job is too tough for a Bendix. With a Want more information? Get in touch 
silk slip, you show her no washer is gen- = with your Bendix distributor. 


tler. With a bucket and a box of soap, you BENDIX HOME APPLIANCES, INC. 
dramatize the greatest water-saving and South Bend, Indiana 








BENDIX 


eI Washer 
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YOU CAN PROVE IT WITH OR A AS 


















AND in youR 


IF YOU CAN QUALIFY AS A FRANCHISED 
DEALER ON ONE OR MORE 





There’s a twofold profit story for franchised dealers of York equipment—a 
full margin of profit for the dealer, and greater profit for the purchaser. 

That’s because each piece of York equipment is designed and built to 
bring in more business, or cut costs for the purchaser. 

York dealers are backed by a line of mechanical cooling equipment un- 
equalled in the field: air conditioners of all types . . . FlakIce Machines . . 
Automatic lee Makers... Frozen Food Cabinets . . . cooling and condensing 
units. Nearly every business is a prospect for one or more York products, 
and every York product offers a saving to the user. 

In good times or bad, YORK Refrigeration and Air Conditioning SELLS 
... because it makes a profit for the user as well as the dealer who takes the 
order. It’s time for you to step into the picture. Investigate the opportunity 
a York dealer franchise offers you, whether it’s on Room Air Conditioners, 
lee Makers, Frozen Food Cabinets, or on the full profit making York line. 


or 


refrigeration 
air conditioning 
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Yorkaire Conditioners — For retail stores, 
restaurants and offices—are_ self-con- 
tained, quickly installed, occupy only 
21x 36 inches of floor space. Easily moved 
whenever owner changes location. 


[3] 


York Automatic Ice Cube Maker — Re- 
quiring very little floor space, it produces 
an ever ready supply of sanitary crystal- 
clear ice cubes for hotels, clubs and 
restaurants at rate of 8,000 per day. 





Yorkaire Room Conditioners Perform 
all the functions of true air conditioning. 
For home or office—York quality at a 
new low price that all your prospects 
can afford. Easily installed. 
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PRODUCTS 








YORK PRESENTS AN OUTSTANDING NEW ROOM AIR CONDITIONER 
PLUS A SENSATIONAL ICE CUBE MAKER TO ROUND-OUT THE 




















York Flakice Machine — Provides a busi- 
ness with its own supply of Frosty Rib- 
bons of fresh, clear ice. For hotels, res- 
taurants, hospitals, dairies and wherever 
a supply of crushed ice is required. 
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AT A STARTLINGLY NEW PRICE 
LINE THAT MEETS EVERY NEED 
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York Frozen Food Cabinets —that hold up to 1,350 York Condensing Units and Polar Flow Unit Coolers 
lbs. of food with a separate compartment for - A complete line ranging from 4 h.p. to 3 h.p. 
freezing. Ideal for discriminating buyers in better for all types of retail and industrial establishments 
homes and all types of commercial establishments requiring dependable refrigeration equipment. 


where larger food storage space is required. 
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WHY DEALERS 





SUCCEED! 


York's 2-fold profit-making equipment is only part of the 
answer... 


PROSPECTS. York carries out a continuous direct mail pro- 
gram that creates new prospects daily. 


SALES PROMOTION. A year-'round barrage of aggressive 
sales helps to back up your own sales efforts. 


ADVERTISING. National magazine advertising that's read 
by millions, and professional and business publication adver- 
tising that’s read by hundreds of thousands, assures instant 
recognition of York products. 


LEADERSHIP. You represent York, headquarters for mechan- 
ical cooling since 1885, whose pioneering leadership has con- 
tributed many major advances in the industry. 


FULL COOPERATION. A capable friendly York Distributor 
conveniently located to give you 100% cooperation. He is 
interested in helping you make more profit. 


SALES TRAINING. York factory developed and field tested 
programs give you the latest and best in selling techniques. 
The famed York Institute of Air Conditioning and Refrigeration 
is also open to York dealers. 


AHEAD OF THE MARKET. York engineering know-how and 
research assures you continually of products incorporating 
advanced refinements that are years ahead of the market. 


A LINE OF PRODUCTS THAT MEETS EVERY NEED 


The York dealer franchise may be available in your neighbor- 
hood on one or all of these York products. Check those in 
which you are interested. 


f BEST 
ee s sell YORK 


York Corporation 
York, Penna. 


Gentlemen: 


Please send me at once further information on the products 


checked. 
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Present line 





Name 





Firm Name 





Address 
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“The green fields of the cash-buying market have 
been pretty well grazed over ... cropped to the roots. Com- 
petition now gets keener and tougher. 





But there’s a lush field all around you that has scarcely 
been touched. There are scores, hundreds maybe thousands 
of families who would like to buy appliances from you, but 
who cannot pay cash. 


Why not make this business your 1949 target? 


Your local Commercial Credit representative can help you 
with valuable information on selling and handling the 
time-payment buyers. Give him a chance. Call him in, now. 


COMMERCIAL CREDIT CORPORATION 


A Subsidiary of 
Commercial Credit Company, Baltimore + Capital and Surplus $95,000,000 


MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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BIGGEST Troy 
SHOW ON EARTH | 


FEATURING IN THE CENTER RING 
3 SENSATIONAL IRONRITE opeartrgemerapen 


The finest, most efficient automatic ironers on the market . . . the o only 
ironers with two completely usable open foo’ .- the ironers that iron 
everything you can wash—quickly, easily, beauti folly . . . the popular 


favorites with women everywhere. 























MODEL 85 
















Ta = -top ty MODEL 88 
white cal MODEL 80 Cabin _ -hardwo - 
kitchen Open eas on me > me 3 mahogany 
pe ite cas "blo nde fin ish. 
white cname x Hs ~ any room. 






@Y WHAT A SENSATION! 
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RIGHT THIS WAY ‘saz 
























IT’S COLOSSAL! 


THE GREATEST fx 
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; N Spectacular, breath-taking, 2-page spreads in McCall’s and Good House- 
1. MAGAZINES... 


Nits y) hand-ironing drudgery, helps safeguard health and appearance. 


— 


keeping national magazines to spellbind an audience of over 6,700,000 
women! Featuring satisfied owners who have found that Ironrite ends 




















2. TELEVISION... 


New, exciting, action-packed mass demonstrations of Ironrite ironers to 
thousands of women via the nation’s leading television stations. A star 
performance guaranteed to keep spectators on the edges of their seats. 











3. MOTION PICTURE... 






Phenomenal, full-color, Hollywood-produced motion picture for 
training salesmen and demonstrating Ironrite’s versatility to women’s 
groups. Starring the three famous Ironrite models and a beautiful 
Hollywood homemaker. 











S| EXTRAVAGANZA OF PROMOTION EVER ASSEMBLED 


1s AUTOMATIC IRONER / 





4. LOCAL ADVERTISING... 


Dynamic, eye-catching mat ads for dealer-cooperative advertising in 
local newspapers. Designed to make women rush right down to dealer 


outlets to get all the facts on how Ironrite will iron everything in 
the wash basket. 










5. SALES PROMOTION... 


Sensational line-up of dealer helps including glamorous, new window 
and store displays, signs, mailing campaigns, and literature, plus spar- 
kling movie theater trailers, to help you cinch more Ironrite sales. 
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6. DEMONSTRATION... 


Colossal program of FREE home and store demonstration, | 
featuring the inimitable troupe of Ironrite Home Service 2 
Advisors with their great demonstrations of how Ironrite 
irons anything that can be washed—quickly, beautifully. 





ALL IN THE BIG IRONRITE TENT... 


It’s the biggest automatic troner performance on record. It makes the 
Ironrite «tent’’ the center of attraction for dealers everywhere. It’s a 
show that will go on all year, wowing the crowds. 





| HERE'S HOW YOU CAN.. a? 





GET INTO 


Ay THE ACT. 


AND GET YOUR 
SHARE OF THE TAKE 








Hurry—hurry! Step right in... take advantage of this colossal advertising and merchandising 
program .. . get extra sales and profits with Ironrite in 1949. 


Be in your seat when the big show starts at your Ironrite Regional Meeting. Your distributor 
will give you the date, time and place: And put on your own big act in the center ring . .. 


Tie in through local advertising 
Demonstrate at every opportunity 
Train salesmen to sell Ironrite 
Build a good prospect list 


Use window and store displays and 
other sales helps 


lronrile 


The Ironrite Ironer Company, Mt. Clemens, Michigan — In Canada; The Coffield Washer Company, Ltd., Hamilton, Ontario 











DON’T MISS YOUR CUE! 










MODEL 12D1 
$62.95 





























A BAND WAGON LEADER 
IN EVERY PRICE RANGE OF THE 
AIR CIRCULATOR MARKET . . . with 


“Yornade- 4 point superiority 


IN PERFORMANCE . . . VORNADO outperforms 
old-fashioned fans by 300%, due to its unique, revo- 
lutionary, patented “Twin Cone” design 


IN GOOD LOOKS... . VORNADO continues 
to set the pace for modern streamlined beauty 
IN VALUE ... VORNADO stands far ahead 
in performance per dollar of cost — and 
there’s'a model in every price class 
IN SALES APPEAL. ..VORNADO 
outsells all ordinary fans in 
side-by-side sales tests 


MODEL 28C1 
$49.95 


MODEL 16P2 
$147.00 


NATIONAL ADVERTISING 


in LIFE . . . SATURDAY EVENING 
POST .. . BETTER HOMES & 
GARDENS and other dominant 
magazines creates MILLIONS OF 
PROSPECTS for Vornado .. . for 
YOU. 


STRONG DEALER HELPS 


Brilliant displays . . . local coop- 
erative advertising . . . help 
boost your sales and profits 

with the complete 

VORNADO line. 








A product of the O. A. Sutton Corporation * Wichita, Kansas 
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aaa Sure, it's a real 

traffic builder 

helps you sell 
{ bulbs to enter. .. more merchandise Ac 
\ that’s where of all kinds k 
\, you come in 




















754 PRIZES 
Ae sehen scp Remember, light bulbs are 
New Customers highest profit items in your store 
Old Customers _ sie 
Everybody's In 





one of the 


You'll increase 


Easiest contest to enter you ever saw. the unit : 5 
All the contestant does is complete 

the following statement in 25 addi- of sale - 

tional words or less, “I like the West- sell six 
ingWouse (name of product)......... 

because...” bulbs ata 









Easy, simple, fun. That's why you time 
can expect a whopping lot of cus- 
tomers to enter. And that means busi- 
ness, high-profit business. For you! 
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F ‘Biggest Opportunity 
‘Dealers Have Ever Had to 
Sell More Light Bulbs 


ea: / Ree i Plenty of display material . . . streamers, 
a f ‘ oF e | es ‘ 
Le fas” bag in? j cards, banners — yours for the asking 


Seven weeks of 
big light bulb 

*~ sales... contest 
runs from 
March 15 to 
May 1 





‘\\ like the tact they 


Cystomers wi any yariely , 4S THERE A LIGHT BULB 
can bUY any. size, DEALER IN THE AUDIENCE 
WHO DOESN'T HANDLE THE 

WESTINGHOUSE LINE? 


THEN, READ THIS: 


Lamp Division, Westinghouse Electric Corp. 
Bloomfield, N. J. 

Gentlemen: | am not now handling Westirghouse light 
bulbs, but | want to know how I can cash in on this con- 
test. Please have your representative call. 


COPS H MR EEHEEEEEE ESET EOE 
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We’ve been calling on her for years 


- + + « to build a sales story FOR YOU! 


Since 1929, we’ve been calling on your customers, in their favorite magazines, 
to build an effective sales point for you to use. 


Over and over we've stated this fact: It will look better longer 
because it’s Bonderized! 


Your customers know that the finish protection of Bonderizing is the mark 
of a quality product, a product protected against corrosion and paint failure. 


The familiar Bonderite seal on the appliance, or the salesman’s assurance, 
ac ’ 4 ’* *. . 
It's Bonderized,” may easily be the influence that turns a hesitating 
prospect into a satisfied customer for you! 


HELPFUL BOOKLET! “Bonderizing Helps 
You Make Sales.” Brief, practical information 
on this effective sales aid. Send for free copy. 





Bonderite, Parco, Parco Lubrite—Reg. U.S. Pat. Of. 


; — 53 
sei PARKER RUST PROOF COMPANY ~~~ 





East Milwaukee Ave. 
Wh, Detroit 11, Michigan —_eeenens™ 


ert 
NS ty oS Fae se : fs 
ae 7 Se tee ps se 


Be Hr ope | 


BONDERIZING Holds Paint to Metal... PARKERIZING Inhibits Rust... PARCO LUBRIZING Retards Wear on Friction Surfaces 
PAGE 24 











WASHINGTON CURRENTS 


ems CONTINUED FROM PAGE 12 sommes 


LABOR WANTS MORE BENEFITS 


The labor unions this year are plug. 
ging hard to get (1) more Social 
Security benefits from Congress and 
(2) more health, welfare, and pension 
plans in their contracts with employers, 

Union leaders figure their chanceg 
‘of getting substantial pay increases 

this year aren’t so good. The rising 
consumers’ price index which for the 
last 3 years backed union demands for 
_ cost-of-living inereases has now eased 
|downward. So they hope to make 
|up for the smaller wage-inecreases by 
| fatter welfare benefits. 

They think their chances are good 
now when (1) employment is still very 
high and (2) industry’s 1948 financial 
reports, loaded with many record- 
breaking figures, are still a powerful 
lever to use during negotiations. 

For old age and survivors insur- 
ance, the unions would like Congress 
to raise the minimum monthly retire- 
ment benefit to $37.50 per month, and 
the maximum to $150. They'd like to 
broaden the plan to take in wages 
earned up to $4800 per year instead 
of the present $3000. 





SAVINGS IN BUILDING 
SMALL HOMES 


You can save up to 20% of the 
cost of a small home, according to 
results of a scientific side-by-side re- 
search project paid for by the govern- 
ment. 

This conclusion comes out of a 
study made by the Small Homes Coun- 
ceil at the University of Illinois, f- 
nanced by funds from the Office of 
Technical Services of the Department 
of Commerce. 

The report is useful to people who’re 
doing business with contractors, home 
builders, or just customers who'd like 
to build their own homes. 

While the research turned up no 
magie formula to slash the cost of 


percentage savings are possible to the 
builder who builds efficiently—or to 
the home buyer who buys from a 
builder who uses efficient methods. 

Here are some of the ideas, all of 
which contribute to the shaving of 
building costs: (1) use lumber pre- 
cut to sizes specified in the plans 
so that a lot of hand work is elim- 
inated; (2) put walls together flat 
on the floor, and then tip them up into 
position; (3) erect the outer walls and 
roof first before beginning inside work. 

Study was made by contracting with 
a small town builder to erect identical 
houses, changing only the construction 
metho?-, For one pair of houses, the 
builder used his usual methods. For 
the second pair, he used only practices 
recommended by the Small Homes 
Council. On the third pair, he used 
improved techniques learned in build- 
ing the first four houses. Close check 
was kept on all the labor and ma- 
terials costs involved. 

The report, complete with drawings, 
diagrams, and figures, is being sold 
by the Department of Commerce. 

(Continued on page 26) 
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Weighs 
Only 


MODEL 8J10 


RECORDETTE— Recording radio-phonograph, ideal for 
business or pleasure. Records from microphone or 
radio. Plays all records up to 12 inches. Complete 
with airplane luggage type carrying case. 


e@eeeneoeveeveeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeee eee 






Magnetic 
Tape 
Recorder ! 


MODEL 8U12 


MAGNETIC TAPE RECORDIO—A compact, precision- 
built instrument that can be carried anywhere. 
Makes full half-hour of continuous recording on one 
tape. Records from microphone or radio connection. 
Weighs only 25 pounds. Auxiliary speaker, for group 
listening, available as an accessory. 
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yours in stock—to make sure of getting your share of the 


profits. Call or write your Wilcox-Gay distributor today ! 


18 Pounds! 


Here are four sensational Wilcox-Gay models—all 





profit-makers—and all available for immediate delivery. 


There is a demand right now for every one of these units. Get 


AM-FM 
Dual-Speed 
Portable! 





i is MODEL 9G10 


DUAL-SPEED DISC RECORDER—Newest addition to the famous 
Wilcox-Gay line! Makes recordings from microphone or 
radio at either 78 or 33% RPM. Incorporates quiet FM in 
addition to standard AM reception. A compact and effi- 
cient instrument featuring ease of operation. 


Plays 45-Minute 
Records! 








MODEL 8F30 


WIRELESS RECORD PLAYER—Plays new long-playing records through 
any radio. CAN BE CONVERTED TO PLAY EITHER THE 78 OR 45 
RPM. RECORDS. No connections of any kind are required. 
Featherweight pickup saves record wear, gives amazing high- 
fidelity response. Weighs less than six pounds! 
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by the makers of 


Recordlio 


T. M, Reg. U.S. Pat. Off. 


WILCOX-GAY CORPORATION @ CHARLOTTE, MICH. 


In Canada: Canadian Marconi Company 
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eee CONTINUED FROM PAGE 24 =e, 


FTC TALKS DELIVERED 
PRICING AGAIN 


Are delivered prices legal? 

Ever since the Supreme Court 
handed down a decision in the Cement 
Institute ease last year, manufac 
wholesalers, and retailers have been 
getting all kinds of advice as to 
whether or not they are practicing 
illegal price discrimination or price 
fixing by using them. 

Aside from the cement and steel ip- 
dustries, though, very few companies 
have taken the drastic step of chang. 
ing to f.o.b. selling because of the 
Court’s decision. 

But the fog of confusion hasn’t been 
dispelled, and it now seems doubtfal 
that Congress is going to help do it. 

Now, the Federal Trade Commission, 
which has been behind the drive 
against delivered prices, has tried to 
spell out again just where it stands, 

It answered a half dozen specific 
questions put by the New York State 
Chamber of Commerce. The answers 
were still long, legal, and involved, 
But boiled down, here they are: 

Q. Does the Commission regard 
single or multiple basing point sys- 
tems as illegal if practiced by one 
concern? 

A. Use amy pricing practice you 
want. Use basing points, or any other 
delivered pricing method. But if you 
do use delivered pricing, watch out 
for price discrimination under the 
Clayton Act. We ean’t tell vou for 
sure about that problem. It all de- 
pends. 

Q. If a single or multiple basing 
point system is used also by competi- 
tors, what evidence does the Commis- 
sion regard as sufficient to establish 
that there is a conspiracy in restraint 
of trade? 

A. FTC ean’t tell you ahead of 
time anymore than a policeman can 
tell you ahead of time all the combi- 
nations of circumstances that will 
put you in jail for reckless driving. 

Q. What does the Commission re- 
gard as conspiratorial in price fixing 
with respect to the inclusion or ex- 
clusion of freight rates? 

A. It is possible for businessmen to 
| conspire about freight rates or any 
| other facet of business operation. 

When basing points are used in a 
conspiracy, they bring about identity 
| of delivered pricing at all delivery 
| points. 

Q. To what extent does FTC re 
gard f.o.b. mill pricing as evidence 

| of collusive price fixing? 

A. FTC has never seen an industry 
where the members conspired to fix 
prices through an f.o.b. mill formula. 

| It could be, though, if all producers 
| were located in same town, for in- 
stance. 

Q. Does the FTC favor imposition 
of f.o.b. mill pricing? 

A. FTC advocates no particular 
form of pricing. FTC likes the pres 
ent anti-trust laws for just this rea- 
son: they give the businessman com- 
plete freedom of choice, forbidding 
only specific practices which have 

| been found destructive of competi- 
| tion. 
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OF QUALITY TV RECEIVERS 


Famous Fapa Rapio, one of Amer- 
ica’s leading makers of topflight TV 
receivers, has selected the NorELco 
PROTELGRAM projection system to 
provide the best quality, definition 
and high contrast ratio demanded by 
discriminating viewers. 

The 16” x 12” image is completely 
distortion-free with a total absence of 
discoloration. NORELCO PROTELGRAM 


NORTH AMERICAN 


PHILIPS 


produces tones of true black, gray 
and white without glare or eyestrain, 
permitting normal viewing from less 
than 5 feet and upwards. 

Thus, superior picture quality with 
wide-angle visibility and adequate 
brightness for daytime televiewing 
by small or large groups is assured in 
this latest of the Fapa line of TV 
receivers. 


COMPANY, INC. 


DEPT. TM-3, 100 EAST 42ND STREET, NEW YORK 17, N. Y. 











NORTH AMERICAN 


PHILIPS 


COMPANY, INC. 





PERFECTION 





The Fada Model 880 uses the PROTELGRAM 
projection system with 16” x 12” viewing screen 4 
in a hand-rubbed mahogany or blonde mahogany ye 
veneer console cabinet measuring 31” x 22” x 45”. 


FIRST CHOICE OF MANUFACTURERS 


* staat Ft 


of. 


vee" ie 
Se Pe ‘yh sabe 
EUS a ge 








The PROTELGRAM projection system consists 
of a specially developed 2%” projection tube, 
an optical box with focus and deflection 
coils, and a 25 kv regulated power supply 
unit. Compactness and flexibility make pos- 
sible large-picture television in average size 
radio-phonograph consoles, consolettes and 
table model television receivers. 


TV PROJECTION 


IN CANADA: PHILIPS INDUSTRIES LTD., 1203 PHILIPS SQUARE, MONTREAL * EXPORT REPRESENTATIVE: PHILIPS EXPORT CORPORATION, 100 EAST 42ND ST., NEW YORK 17,N. Y. 
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GET READY fOR FAST SALES ! 


Here is the Sensational New 





) PORTABLE! + 
* Total weight with | a ® 
antenna only 33 Ibs. ma fa AVISION 
Demonstrate it wherever AC cur- 
rent is sedis and wherever ad v P | 


mere i ttewmoo prone" INSTALL IT YOURSELF . . . NO LANDLORD'S PERMISSION REQUIRED 





Here is the celebrated Motorola television receiver now known 
) and enjoyed in thousands of homes coast to coast... the same 





star bright picture automatically synchronized with rich, Golden 
Voice sound ... all beautifully redesigned for complete PORTA- 
YOU INSTALL IT! BILITY. It’\ the new and excitingly handsome Motorola Model, 


it's as simple as pressing a light VT73 in a rith sun-tan leatherette cabinet. J 
switch button. Antenna snaps 


into place and rotates as neces- 
sary for peak performance. antenna into position and you're ready to demonstrate sélevision 


Take it to yQur customer’s home, snap the amazingly efficient 
4 


at its best. Point Oyt how it can be easily moved frgm room to 
room...out on the parch...or to your customer’s4ummer home. 
Anywhere within range of a television statg6n, the Motorola 














Model VT73 will get a \ery satisfactory rgéeption. 





A mere demonstration i\ a sale. Reap/quick, new profits now! 


COMPLETE! 


There's nothing extra for your 
customers to buy. The case is 
handsomely covered in fine, 
long-wearing leatherette. The 
hardware is rugged and hand- 
some. It's wonderful looking and 
it performs as well as it looks. 





PHONE OR WRITE YOUR MOTOROLA DISTRIBUTOR TODAY 


Motowta Gne. 


4545 AUGUSTA BLVD., CHICAGO 51, ILLINOIS 
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means 


Leal Coal Cyport 


in the Cleveland 2-in-1 Market 
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You't put your sales quota ‘‘on ice” in shorter “y 7) 
time when you advertise refrigerators, washers, / | 
television sets or any home appliances in the y, 
Cleveland Plain Dealer. For the Plain Dealer is 4A | 


) 
i 


the only morning newspaper in the famous 
Cleveland 2-in-1 market... Greater Cleveland 


plus 26 adjacent counties...two buying markets 





of virtually equal sales volume. This unique 





coverage gives local newspaper support to 





your dealers in 141* thriving cities and towns. 





A big reason why the Cleveland Plain Dealer 





can help you do your most effective selling 


i 


job in Northeastern Ohio. 


*Akron, Canton, Youngstown fiot included. 








Here’s Your Comprehensive Study of Sales Volume 
of Major Home Appliances 


This extensive study presents facts and figures on the home appliance story in the 
famous Cleveland 2-in-1 market. Address the Plain Dealer Market Survey 
Department, Cleveland 14, Ohio. 


CLEVELAND 


m™ PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 
A. S. Grant, Atlanta 
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Don’t give away your shirt! 


Sure today’s market needs the push 

of promotional merchandise... but 

don’t leave yourself in a “barrel” bb \ 

with too-generous trade-ins, or ~ Ay 
G fancy premiums. This great new Easy 4K) i» 4 

Spindrier has all the extra values “ 

you need for quick Easy sales and top @ 


profits—if you get behind it with v 
real pre-war salesmanship! 7 
° 


(4 
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3 terrific new features give cautious 
customers the extra values they want- 
and hold your profit line in ’49 


You say your customers show price-resistance? We 
say it’s VALUE-resistance! And that’s why we 
brought out this sensational new EXTRA-value Easy 
Spindrier—to keep your profits up and satisfy your 
customers with more money’s worth of washer! 


Look at the three new EXTRA-value features of this 
new 30SS Spindrier. What other washer gives you 
as much to talk about—as much to demonstrate 
—as much action for dramatic store promotions? 


Your customers want a whiter, cleaner wash? Show 
‘em how the new Easy “Cleanflow” Filter removes 
rust and other staining impurities in the water before 
it washes and rinses clothes. Do they want to save 


1949 





money? Show ‘em how the new Automatic Spin- 
Rinse and Swing Faucets save hot water and soap! 
Are they sick of washday? Tell’em how Easy gets 
it over with in less than an hour! 


We're full of red-hot promotional ideas to help 
you sell this new Easy. New and better store dis- 
plays and literature. New newspaper advertising 
with action-packed retail flavor ...backed by a con- 
tinued program of “best-read” ads in the Saturday 
Evening Post and leading women’s magazines to 
keep Easy America’s First Washer Value! 


Are you with us? Let’s go! Easy Washing Machine 
Corporation, Syracuse 1, New York. 
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THE MAJOR APPLIANCE WITH 
THE EXPANDING MAJOR MARKET 









ES, it’s a terrific line! Line up with Coroaire— your 1949 connection 
for positive profits— increased volume—prestige—good will—at no 
increased overhead. 





You owe it to your business future — feature COROAIRE— no other 
heating appliance has all these exclusive features: 


¢ Venturi Tube, patented, exclusive ¢ Postwar development —new —different + Top 
efficiency — heat for the cost of an electric light bill — for all gases including LP. 
e Size of a console radio— priced less than family refrigerator ¢ Unlimited market — 
homes new and old, apartments, shops, offices, churches, business places of every kind 
¢ Sold same as other heavy home appliance — year ‘round e Tens of thousands sold by 
major appliance distributors and dealers since the war e No repossessions—no trade-ins 
¢ Installation simple— trouble-free service e Packaged —complete home heating appliance. 


WRITE NOW for complete merchandising plan— Large profits for alert merchandisers. 


The Coroaire Heater Corporation a 
1422 Euclid Ave. ° Cleveland 15, Ohio 


| 
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4% 


ROAIRE “£4 
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Acer: appliance dealers are awakening ‘© the and practices by whic 
fact that “elephonitis” is fatal. try became strong: And fortunately for us all, there 
Despite the “mouse-tfap” theory, eve® superior are prospects aplenty for all the effort and ingenuity 
merchandise has seldom sold itself. It did not on care to exert in personal contact! 
in times past—and it will not do so in the period American Kitchens makes 2 practice of being 
_ The reasons for its superiority must be ready, willing and able to help its dealers. Find out 
how by asking your distributor about 
pee ain 4 


just ahead 


told, shown, and demonstrated! 
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NOW READY... 


THE NEW L&H AUTOMATIC ELECTRIC RANGE 


/ 


? 


VARI-SPEED SWITCH 


The most wanted feature 
in an electric range! 


“Teleheat” indicator for 
surface unit switches 


Six-burner, 2-oven model 
Automatic controls 
Deepwell “lift up” cooker 
Extra-large oven and broiler 





Here is the range to warm your 

heart . . . with the biggest, most 

4 / profitable range business you ever had! 

V Here’s the range that offers your 

~~ customers every convenience feature obtainable 
in modern range design PLUS .. . the revolutionary, distinctive L&H Vari-S 

Switch, the sales-makin’est feature of them all! With the Vari-Speed Switch and a 

host of other appealing, convincing, selling advantages the new L&H brings 

you your greatest profit and prestige opportunity in the 74 years of 

L&H history. For full information write 


A. J. Lindemann & Hoverson Co., Milwaukee 1, Wis. 
Also manufacturers of LGH Electric Water Heaters 
and Midland Water Heaters 


ELECTRIC RANGE 


“The range that makes good cooks better!” 
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A revolutionary new product 
with a terrific 


promotional program for YOU 


Yes, now you may offer Theraplate to your patrons... the same 
remarkable infra-red heat lamp many leading hospitals are using 
to bring fast, satisfying relief in the form of soft, gentle heat te 
patients who suffer from Arthritis, Sinusitis, Hay Fever, Rheu- 
matic and other pains. Theraplate’s outstanding success is due to 
its longer, more penetrating infra-red rays... the longest, most 
penetrating yet produced. The aluminum element is fused into 
tempered glass which can be subjected to the roughest handling 
without breaking. Truly a magnificent item destined to serve 
millions who must endure chronic muscular aches and pains. : 

For full information on Theraplate dealerships plus a complete ‘ “ Ent SE OPN Sa ares 


being used by many leading hospitals 
summary of available promotion tie-ins, send the coupon below. 


peo 


INFRA-APPLIANCES CORPORATION, 154 Nassau Street, New York 7, N. Y. 


For additional information on this new heat lamp, Theraplate, 
and without any obligation on your part, fill out and mail 
this coupon today. 


* Convenient portable for table or bed use 
@ No maintenance or replacement parts required 


@ Aluminum element cannot burn out or short 














@ A.C. or D.C. current —110 or 120 volts circuit : — —— 
COMPANY 
Complete with clamp attachments. Retails .at oe ' — 
INFRA-APPLIANCES CORPORATION, 154 nassau street, NEW YORK 7, N. Y. aiw — mas : 


. 4 
ease ee mow ee eee wee eee eae 
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popular star of the RKO-Radio 
picture, *‘Interference,’’ recom- 
mends the ~-&M~ Quad Waffle 
Baker to your customers in April 
++. names it “~KEM. Star of the 
Month.” 


Selling MORE 
‘KEM Appliances 
for You! 


— 


SS 


SS & Sa =. 


“KM. Speed tron / ° x ‘KM. Gad-A-Bout tron 


KM. Liquidizer 


“~KM- Double Table Range 
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FROM COAST TO COAST— 
“KM. dealers are making bigger 
profits from the great ~#M~ “Star 
of the Month” campaign! Every 
month, a famous Hollywood Star 
pre-sells ~*KM-— appliances for you 
in top-ranking national magazines 
—tells why ~KM~ appliances are 
the choice of the stars! 


Join the great -%M~ Star Parade 
of Profits—cash in on this out- 
standing national campaign! 
You’ll see bigger profits every 
month—all year long! 


Free tie-in material—newspaper 
mats, counter and window dis- 
plays—will make your profits 
grow faster! Write or wire your 
“KM~ distributor today! 


KNAPP-MONARCH CO. 


St. Louis 16, Missouri 
~KeM~ Appliances also manufactured in Canada. 


World-wide Distributors 
Philco International Corp. 
50 Broadway, New York 


‘KM~ Vaporizer 


“KEM. Jack Frost Fans 
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Exclusive Distributors in Canada 
Crown Electrical 
Brantford, Ontario 


“KM. Speed Mix 


1949 





The KM. Quad Waffle Baker-unequalled 
for Beauty, Dependability, Value! 





There’s no finer Waffle Baker made! Makes 4 big waffles—con- 
verts easily to sandwich toaster (sandwich grids sold separately). 
Completely automatic—with famous Tel-A-Lite feature, shade 
control, burnproof lift and handles. 





Display the -&M~ Waffle Baker and other famous ~%M~ Appliances 
every month—for bigger profits! 


KNAPP-MONARCH 














- * 





é 4 
ava*® 


ADVERTISEMENTS 
FEATURING 


LUCILLE BALL 
Appear in 
NATIONAL MAGAZINES 
REACHING 40 MILLION 
READERS IN APRIL! 





“KM. Therm-A-Jug 





KM~ Hair Dryer 


“KM~ Steem-R-Dri 
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Electrical refrigerators are owned by 68.3% of Country Gentleman families 
(more than the percentage for all U. S. families) . . . 


I and no other kind of magazine reaches them effectively 


In a recent national farm survey, Crossley, Inc., found that: 


Nearly two-thirds of Country Gentleman’s women readers 
read none of the four leading monthly women’s magazines 
—and over three-fourths of them read none of the three 


leading weekly magazines. ... 





More than four-fifths of Country Gentleman’s men readers 





M 
ylern kitchen of 
me 


read none of the three leading weekly magazines. 


sho 
electricit oot 
families are 








2,300,000 circulation concentrated among the 
“top-half” farm families who receive 90% of 
the nation’s entire farm income 











gers 
more 


nv in @ 
Gentleman thae 


with adverti 


: i 
Advertisers 
Country 


qine- 


YOUR BEST RURAL CUSTOMERS 
READ COUNTRY GENTLEMAN 








— 
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Maybe it’s time to re-check your elec- 


tric water heater line, see what you've really got 








to sell. . . see if it will sell under present conditions—sell, 








and make you a fair profit too. 
Look at the Mertland features outlined below. Check every one 
carefully. Then add to this outline of good construction features, 


the knowledge and skill of the men who build them—water heater é ne 
ee : - , , CHECK THESE FEATURES for quality, 
specialists with long experience in the field —the modern plants that durability, convenience and \ eee : 


translate their spécialized knowledge into quality results. Note the 





completeness of the Mertland line . . . there is a model for the cus- 
ge galvanized in 


tomer’s exact need, just right for any size family. Consider the galvanizing plont.. 


Mertland finish—it's exceptionally good. Mertland models have 


ADA Balik n9 


snap, clean beautiful designs, the eye appeal you want, You can 
set your teeth into your sales story on Mertlands because the : 
ee Thick Saphet tips Pinonplcl elie: sald ook. 


a} Eight coats of white enamel baked on heavy steel jacket. 
__ ¢ Inlet baffie evenly distributes incoming water, . 


quality is there .. . and finally . .. Mertlands are priced for successful 


competitive selling and always allow you a fair profit. If 





ON ALL you don't know the whole Mertland story, drop ce earl ele Cone i, 

MERTLAND S&S - os “+ Internal heat trop prevents hot water circulation through 
us a letter . . . no obligation to you. house system except when drawn, Saves fuel, 

DELUXE - « Wattages and voltages to your specifications, Can be 

MODELS : wired for limited demand, 


; ¢ Black base conceals mop marks; flush to floor. - 
© There is a wholesaler near you who will be glad to give 


i EDGES you the facts obout Mertland. On request, we will be glad 
PROTECTED FROM a to give you his name and address. 

connesion ae ‘ 

STTAELIIE THE LINE ae é 


MAGNESIUM ' 
ANODIC i M. M. HEDGES MANUEACTURING COMPANY, INC. 
ROD MEMBER OF NATIONAL ELECTRICAL MANUFACTURERS ASSOCIATION @ WATER HEATER SPECIALISTS 


CHATYT AM @O@ ewA, TENNESSEE 


e 
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THE TEMPO-FLEX 
TABLE RANGE 


PLACE a Samson Tempo-Flex next to any 
other electric Table Range that’s made. 
Compare it for beauty, features, perform- 
ance and value. Then... and only then 

. will you really appreciate why it’s 
the “best seller’ of them all—and a 
volume profit-maker for you! 


Whether you sell a Samson Tempo-Flex 


for year ‘round use in apartments .. . for 
auxiliary use in homes . . . for cottages, 
camps and trailers ... for cooking schools 
and home economics demonstrations ... 
or for standby restaurant use, you know 
it will do a job. A simple turn of its dial 
gives hairline graduations of burner heat 

- held steadily at the temperature 
selected by an automatic thermostat. 
Nothing like it for use with pressure 
cookers! And its one-piece steel body with 
flowing lines and gleaming finish leaves 
no room for dirt. Approved cord and plug. 
110-120 Volts, A. C. Underwriters’ Listed. 


SAMSON UNITED CORPORATION 
ROCHESTER, N.Y. 


Samson Un'tea of Canada, t m'ted, Toronto 








No. 3146-N with 1000-Watt High 
Speed Burner and 650-Watt Me- 
dium Speed Burner embedded in 
Steel Rock. White enamel finish. 





No. 3346-N with 1000-Watt High 
Speed Burner embedded in Stee! 
Rock. White enamel finish. World's 
finest single burner range. 


. 


No. 3046-N with all the features 
of the 3146-N, plus a stainless steel 
body that makes if particularly suit 
able for restaurant or hotel service. 


CMR 
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INTERNATIONAL HARVESTER, , a4 





_., MORE SPAce 






















er 
freezer-locker 


roomel 


HUGE NATIONAL ADVERTISING 
CAMPAIGN 
STARTS IN MARCH! 


First of the exciting, full-page 4-color ads to run in America’s 
leading national magazines this Spring, dramatizing the many 
features of International Harvester Refrigerators and Freezers! 
Selling the complete, well-balanced line! Winning new cus- 
tomers for the products of International Harvester, one of the 
great names in American industry, with more than a century 
of quality manufacturing background! 


| No wonder Harvester Refrigeration dealers are cheering this 
great new advertising campaign...and the powerful tie-in 
promotional material they are receiving this Spring. Because it 
will make IH Freezers and Refrigerators sell faster than ever. 
And that means bigger profits for IH dealers. 


INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue Chicago 1, Illinois 


Tune in James Melton and “Harvest of Stars,"” now on NBC, Sunday afternoons 


IN THESE GREAT MAGAZINES.. 


wy 
entleman iam 


SOUTHIRN : 
ACRICULIURISL 


INTERNATIONAL HARVESTER 
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Water Heater Lines 





























THE SMARTLY STYLED 


new Olandard ime 


WATCH YOUR CUSTOMERS take to the sparkling, 
baked-enamel beauty of the new “Toastmaster” Stand- 
ard. Here’s a water heater line that’s not only easy 
on the eyes, but easy on the purse as well. And what 
a line! .. . seven models to suit every family need! 





EVERYTHING ABOUT the new “Toastmaster” Stand- 
ard line is designed to give your customers the most 
for every water heater dollar they spend. 


TANK LIFE IS DOUBLED by internal tank protec- 


tion that prevents rust, stops corrosion. Destructive 
lime can’t form inside the tank because the element 
operates at “black heat.” A new sombrero-type 
cold-water baffle increases efficiency. 





© TO TOP IT ALL OFF, this heater carries a ten-year: 

guarantee that’s unmatched by anything offered to- 
day. Both the tank and the ELEMENT are covered 
by the exclusive “Toastmaster” protection plan. 





WATCH FOR THE colorful national advertising on the new 
“Toastmaster” Standard line appearing soon. Meanwhile, 








50-GALLON write for all the facts on this great new heater line as well as 
MODEL full details on the profitable “Toastmaster’* Water Heater 
franchise. 







| IN SEVEN SIZES... Built by the makers of the famous “Toastmaster” Toaster 
Fa] ed, toh TOASTMASTER 
a) 82-, 100, 125., 
Te ee Yhitomatec 
8 capacities. Elect Wer teeide 


* Toastmaster,” “Life-Belt,” and “Ionodic" are trademarks of McGraw Electric Co. 
Copr. 1949, McGraw Electric Co., Clark Division, Chicago, Ill. 
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TOASTMASTER 




























THE REVOLUTIONARY 


new De Juxe unt 


LOOK AT THIS BEAUTY. Ever see such strikingly 
elegant design in a water heater? Hardly, for this is 
a first! It’s the brand new “Toastmaster” De Luxe 
line—the most startling development in the history 
of the water heater business. 








THESE WATER HEATERS are the kind your 
customers can “live with.” They blend per- 
fectly with other modern appliances in the 
kitchen, rumpus, or utility room—a far cry 
from the “basement” type of heater. 





YES, THE COMPACT BEAUTY of these new 
‘Toastmaster’ De Luxe Heaters is an out- 
standing exclusive. But wait, there are more. 









EXCLUSIVE “LIFE-BELT’’* ELEMENT operates at gen- 
"« tle “black heat,” is practically burn-out proof. Reduces 
WW, service expense for you—saves your customers money. 


oe 
Rai | 


EXCLUSIVE “IONODIC’’* SYSTEM prevents rust, ’ 
stops corrosion, doubles tank life. Protects you against 
loss of customer good will. 





EXCLUSIVE TEN-YEAR GUARANTEE—the only pro- 


tection plan covering BOTH tank and ELEMENT. 82-GALLON 

No other guarantee is nearly so liberal! MODEL 
STILL OTHER “Toastmaster” De Luxe features include: new som- +) 
brero-type cold-water baffle for high efficiency, new one-piece, FIVE CONVENIENT SIZES... “acm || 





more efficient heat trap, and heavier insulation. 






40-gal. table top, = # || 
ADD IT ALL UP. See if you don’t agree that the new ““Toastmaster”’ 40-, 50-, 67-, and ae 
De Luxe line is the finest automatic electric water heater line on the 82-gal. capacities. [|| 
market today. Your customers will think so, too, after they see the , 4 


colorful full-page national advertising breaking soon. 
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DELCO 
MOTORS 


| 
, 


| 


| 


L 
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. 





machinery 


Here at Delco Products we recognize the 
The 
completeness of our up-to-date mechanical 
facilities attests to that. Physically, we’re 
more than equal to the swift production 
pace manufacturers are setting today. 


importance of modern machinery. 





But Delco Products also believes there is an 
ingredient far more integral to service than 
even the finest machines. It’s a human ele- I 
ment—the faculty of regarding each cus- 
tomer as an individual. It’s an awareness of fe 





his particular requirements, and the disposi- 
tion of all our resources to help meet them. 


That’s why Delco Products is organized 
primarily to accommodate our customers. 
That’s why our scheduling procedures are 
flexible enough to handle 
changes in design or quantity. 


last - minute 


And that’s why appliance manufacturers 
who require quality motors produced in 
quantity trust Delco to deliver. 





\petco PRODUCTS DIVISION, GENERAL MOTORS CORPORATION, DAYTON, O. 


\ SEE YOUR LOCAL 
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SALES MAKING DISPLAY STAND 
FOR HUNTER DEALERS 





ATTIC FAN NEWS 





ELECTRICAL MERCHANDISING—MARCH, 


Easily installed Hunter Package Fan 
opens a wide market for you 


ee 


<i 
% 


A s* oti. - 


~ SOLD AS A UNIT 
INSTALLED AS A UNIT 


Low-Cost Installation: No expensive suc- 
tion-box or ceiling grille needed. No time 
or labor required for mounting wall-switch 
or ceiling shutter...they’re built-in! Sales go 
up when installation costs go down. Hunter 


dealers sell fans, not carpentry-work. 


HUNTER FAN & VENTILATING CO., INC. 


Yew 
HUNTER 


Krecklage 
ATTIC FAN 





1949 








JUST LOOK AT THESE SALES FEATURES! 


Compact Design: Fits low attics and 
standard hallways. Fan size only 38’x40”. 
Hunter Quality: Quiet, trouble-free op- 
eration assured. Certified air delivery— 
9500 CFM, with shutter operating. Fan 
guaranteed for 5 years, motor for 1 year. 
,398 SOUTH FRONT ST., MEMPHIS, TENN. 


Exclusive Fan Makers 


- \ 
° me 
Since 1886 -= \ 
= wg Story \ 
+ 
-” ynter prot ” \ 
y 
«ag 0+» Pac 
write f N pilao™, yen" = yiuntet \ 
Fan aph'> on \ 
Fiunler ont {ot mi ee 
998 5 omy! - ee 
Ser oe Fan ag —— _ — . \ 
ag- . 
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A TREND BUIL 


Advertisers step up the Chicago Tribune’s total 
advertising linage to the largest 
volume ever printed by any publication 


in the world 


1938 
1933 19,206,873 LINES 


15,801,051 LINES 











Advertisers in 1948 placed in the Chicago Tribune 42,681,608 lines of advertising. This was 
the largest volume of advertising ever placed in a year in any newspaper—or any other publi- 
cation—in the world. 


It was 7,608,190 lines more—21.7% more—than any other newspaper in the United States 
printed in 1948. 





It represented a gain of 5,135,971 lines, or 13.7%, over the Tribune’s total in 1947 and a 
gain of 9,829,626, or 29.9% , over the Tribune’s volume in 1946, in both of which years the 
Tribune also led all other newspapers in the world in advertising volume. 





How advertisers have appraised the Tribune’s increasing ability to help them get their full 
share of the sales growing out of Chicago’s wider distribution of spendable income is shown 
below. 


TRIBUNE LEAD OVER TRIBUNE % 
NEXT CHICAGO PAPER OF LEAD 


Total advertising 23,236,738 lines lead 119.5% more 
Retail advertising 11,164,160 lines lead 103.5% more 
General advertising 3,310,598 lines lead 87.77% more 


Classified advertising 8,228,629 lines lead 200.0% more 











BY RESULTS= 


PF a 
42,681,608 LINES 
24,263,295 LINES 


| = a 


For the third year the Chicago Tribune carried more advertising linage than any other 
publication in the country—and received in 1948 more advertising income than any other 
advertising medium with the exception of 2 National Magazines and 2 Radio Networks. 


1943 











The reason for the trend shown here is not hard to 
find. It grows out of the effectiveness and economy 
with which the Chicago Tribune enables advertisers 
to develop an important segment of America’s buy- 
ing power. 


Every day of the week, the Tribune delivers an 
assured constant audience of readers who account 
for the bulk of the buying in the multi-billion dollar 
Chicago and suburban market. 


In addition, the Tribune has unique regional in- 
fluence which builds consumer favor and dealer sup- 
port thruout the greater Chicago territory which 


contributes a sizeable share of the total national 
sales volume. 


Consider the dollar volume, the millions of trans- 


actions, represented by the millions of dollars which 


advertisers spent for the 42,681,608 lines of adver- 
tising they placed last year in the Chicago Tribune. 


Then consider: Is your Chicago Tribune schedule 
an adequate one? Are you taking full advantage of 
your opportunities in Chicago?—the market which 
during each of the past three years has attracted to 
the Chicago Tribune the largest volume of advertis- 
ing printed by any publication in the world. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
Average net paid total circulation for the year 1948: Daily, Over 975,000 — Sunday, Over 1,625,000 








MIRRO-MATIC 


Deep-Well 


PRESSURE COOKER 


















The MIRRO-MATIC Deep-Well Pressure Cooker 
is now featured in 
ADMIRAL, COOLERATOR, ESTATE, 
FRIGIDAIRE, GIBSON, MARION, 
NORGE, and WESTINGHOUSE RANGES 


Whthodt 


you can HEAR it! 
The MIRRO-MATIC Pressure Con- 


automatically 
sure from going higher than recipe 
requires... 5, 
Trouble-free! 


Coting 








@ When you buy a ¢ar, you want name-brand ac- 





cessories, proved brands that you know are good. 
No Feeble-Foot tires or Garbletone radio for you. 


It’s the same with your range prospect. She wants 
familiar, advertised accessories, too. And that’s 
how the MIRRO-MATIC Deep-Well Pressure 
Cooker makes it easier for you. 


Your prospect knows the name ‘““MIRRO-MATIC” 
and likes it. She reads advertising about it in all 
of her favorite magazines. She has friends who 
own and love to praise these pressure pans. So, 
she'll find the MIRRO-MATIC brand an extra 


good reason for buying.your range. 


To clinch it, make sure she knows that, aside 
from special shape and handles, the MIRRO- 
MATIC Deep-Well is identical with the top-of- 
range MIRRO-MATIC she knows so well. Tell her 
it has the same exclusive “‘control that you can 
hear,”’ the same high-domed, easy-closing cover, 
the same features, top to bottom, and, best of all, 
the same name...the name that helps you 
sell... MIRRO-MATIC, 


ALUMINUM GOODS MANUFACTURING COMPANY, MANITOWOC, WIS. 
Fifth Avenue Bldg., New York 10 Merchandise Mart, Chicago 54 
World’s Largest Manufacturer of Aluminum Cooking Utensils 





























MIRRO 





THE FINEST ALUMINUM 
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New look...at a new market! 


Thirty-one years ago, the Herb Schneckloths started 
farming on rented land and borrowed money—bottom of 
the ladder... by hand and horse, without running water, 
highline power, current conveniences... met bad years 
of drought, flood, pests, 12-cent corn, 3-cent hogs... 
But they knew what they wanted, planned for a better _ 


Fare’ 


farm home, and better life for their children. - 





Three years ago, with sons and daughters si 
married and settled on farms, Herb decided to 
retire. Neither he nor his wife wanted to live 
in the city, so they called in architect and 
contractor, put up the house they wanted on 
their own farm outside Davenport, Ia... with 
help from a Davenport store furnished a home that 
will open advertising eyes to today’s farm market 
... See SUCCESSFUL FARMING, February, page 37, 
—‘‘We Think Our Farm Is the Best Place on Earth!” 


Most missed market... by national advertisers 
are the farm families in the 15 Heart States. With the best 
soils, highest yields, largest investment in property and 
equipment, most advanced methods and techniques, these 
modern farmers are smart business men, live better than 


their urban income equivalents. Oats without overcoats . . . new hull-less 


s , varieties, exceptionally hearty... 
Of SuccessFUL FARMING’s 1,200,000 subscribers... 
Straightening creek courses adds tillable 
the million plus in the Heart States, average around $10,000 acreage, cuts washout waste... 
: . = i food and wat ts costs 
gross income ($4,000 above the national farm average), are ee eee Oe 
raising 300 hogs... 


one of the best electric goods markets in the world today! Winter rye followed by Sudan and soy beans 


And a market largely missed by general gives green pastures twelve months a year... 









magazines ... adequately covered only by .« nein elagite: pe iri Si 09 
Feeding 8,000 broilers in thirty minutes... are 
some of the proven, practicable and usable case 
history accounts in the February issue—typical SF 
material that saves labor, cuts cest and makes 
money for the country’s best farmers... makes 
SuccEssFUL FARMING the indispensable manual 
and medium for the best farmers in the country! 

And farm living and the farm home, treated 
just as comprehensively and sensibly, give 
SuccEssFUL FARMING major status as a major 
medium to the farm family. 


SuccEssFUL FarminG! Market and medium 
merit preferred position on national lists. . . 
to make national advertising really national, 
and fully productive! ... 

SuccessFUL FarmincG, Des Moines, 
New York, Chicago, Detroit, Cleveland, 
Atlanta, San Francisco, Los Angeles. 
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A MESSAGE TO AMERICAN INDUSTRY ° 72nd OF A SERIES 


"Give us the tools...”’ 


McGraw-Hill Surveys 
BUSINESS NEEDS 


If it can get the money American industry in 1949 
will go full steam ahead with a vitally-needed program 
of improving its facilities. This program since V-J 
Day has kept business expanding and has made be- 
lated headway in modernizing industry. 


Furthermore, if it can get the money American in- 
dustry will carry on for the next five years with its 
unprecedented program of expenditure for new plant 
and equipment. Plans already made call for spending 
about $55 billion. 


These are findings of the McGraw-Hill national sur- 
vey of “Business’ Needs for New Plants and Equipment.” 
Major results of the survey, which have been rechecked 
since election day, are summarized on the following 
page. They report what American industry is now plan- 
ning to spend for new plant and equipment. They do not 
and cannot show what will be done if the plans are ham- 
strung by political action. 

In 1949, the survey shows, American industry, plans 
to spend $14.1 billion for new plants and equipment. That 
is only about 5% less than was actually spent in 1948. 

If these plans are carried out, actual capital expendi- 
tures this year may be somewhat larger than they were 
in 1948. That is because expenditures usually prove to 
be larger than planned. 

Fulfillment of American industry’s plans for invest- 
ment in new plant and equipment this year would no 
doubt mean a continuation of general prosperity. The 
record shows that when capital expenditures are high 
general business thrives. 

Even more remarkable than the 1949 prospect is the 
fact that: 


Industry already plans to spend $41 billion in the 
years 1950-53 to improve its plants and equipment. 


Plans tend to taper off, of course, as they are pushed 
further into the uncertain future, five years from now. 
But the striking fact is that plans for expenditures so far 
ahead are as great as they are. They show American in- 


dustry’s need for tremendous improvements in its plants 
and equipment. 

Again, let there be no mistake. These survey findings 
are not a five-year forecast. They report what leading 
corporations now are planning to do — if they can get 
the money. 

But — won't industry be top-heavy with plants and 
equipment if it carries through any such program? 

The answer is clearly — “No”. 

Here are some of the reasons why not that were dis- 
closed by the McGraw-Hill survey: 

First, manufacturing industries are shifting emphasis 
from expansion to improving efficiency. 

They have increased their total capacity 56% since 
1939. Their expenditures in 1948 went almost 50-50 for 
expansion and improvement. But in the next five years 
they plan to spend three-quarters of their funds to replace 
and modernize facilities, only one-quarter for expansion. 

Second, the prospective rate of expenditure for new 
plant and equipment is relatively low. 

Planned expenditures for new plant and equipment in 
1949 represent about 7.5% of the present value of all 
plant and equipment. That rate of capital expenditure is 
no higher than the rate during previous periods of pros- 
perity. And industry must overcome years of starvation 
for new equipment, caused first by the depression of the 
30’s, then by diversion to war production. 

Third, industry is following an extremely cautious 
policy in buying new equipment. 

Three out of four companies report that they will not 
buy equipment unless it will pay for itself within five 
years. And a third of the companies report that they 
expect new equipment to pay for itself within three years. 
The reason most frequently given for such expectations 
was that all the money available can be spent on equip- 
ment which does pay for itself quickly. 


The program of capital expenditure planned by Amer- 
ican industry is one of the greatest bargains ever 
offered to the American people. 


To pay for itself in a few years, as equipment must if 
most companies are to consider buying it, that equipment 
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1. Industry now plans to spend $14.1 billion in 1949 — and 
almost $41 billion in the feur years beyond, 1950-53. 


2. Manufacturing industries alone plan to spend $7.2 bil- 
lion in 1949. This is 7.5% of the estimated value — $96 
billion—of all manufacturing facilities. 


3. Manufacturers estimate conservatively that it would cost 
$136 billion to completely replace their facilities with the 
most modern plants and equipment available. 


4. Postwar expansion is virtually complete in most manu- 
facturing lines. Major exceptions: steel and petroleum 
refining. 


5. Expansion pane of railroads, utilities, and oil com- 
panies still have two to five years to run. 


6. Manufacturing industries have increased their capacity 
56% since 1939. But expansion is slowing down. Increase 
planned in the next five years is only 13%. 





WHAT THE SURVEY SHOWS 


@ HERE ARE THE MAJOR FINDINGS of McGraw-Hill’s survey of “Business’ Needs for New Plants and Equip- 
ment”. Rechecked since Election Day, results show what industry is now planning to spend for new plants 
and equipment. They do not forecast what will actually be spent. The survey shows: 


@ A copy of a complete report on “Business’ Needs for New Plants and Equipment” may be obtained by 
writing me at McGraw-Hill Publishing Co., 330 West 42nd St., New York 18, N. Y. 


7. Efficiency is emphasized more and more in planning new 
facilities. Manufacturers plan to devote almost three- 
quarters of their funds to replace and modernize. In 1948, 
58% went to increase efficiency this way. 


8. Equipment should pay for itself in five years or less, say 
three out of four manufacturing companies. New build- 
ings, say 77% of them, should pay out in 15 years or less. 


9. Profits and reserves are counted on to pay for new build- 
ings and equipment by three out of four manufacturing 
companies. Some 15% expect to borrow, only 9% plan 
to sell stock. However, 20% would like to sell stock, only 
4% want to borrow. 


10. More liberal depreciation allowances for income tax pur- 
poses would prompt almost two-thirds of the companies 
to speed their purchase of new plants and equipment. 





must promise to produce much better products or make 
great savings in labor and material. The savings go first 
to the companies buying the equipment but, as they al- 
ways have, they soon spread to everyone in the form of 
better products at lower costs. 

Where does industry expect to get the money to buy 
this bargain for the American people? 

Most of the companies covered by the McGraw-Hill 
survey (76% of the total) count on their own resources 
— largely profits — to pay for new plant and equipment. 
About 15% of them expect to borrow money, although 
only 4% like the idea of getting saddled with fixed debt. 
Only 9% of the companies expect to sell stock to in- 
vestors, although twice that many report they wish they 
could. 

What are the chances that business can get the money? 

The survey provides no answer to that question. No 
survey can. 

The answer will come from Washington — in what 
Congress does about taxes on profits and taxes on the 
millions of Americans who might invest a part of their 
income in industry’s new plants and equipment. 

The answer will be found also in the energy and skill 
shown by investment bankers, particularly in mobilizing 
the resources of the millions of Americans whose incomes 
have increased enough since 1940 to make them potential 
direct investors in industry. 

Still another important part of the answer will be given 
by labor leaders. About half the companies surveyed by 
McGraw-Hill are holding back on new construction — 
primarily because of high costs. What organized labor 
does about wages and productivity can swell or shrink 
that percentage. 


The McGraw-Hill survey leaves no doubt that Ameri- 





can industry is fulfilling its responsibility. It is plan- 
ning the capital improvements needed to make the 
nation secure, prosperous, and progressive. 


But business today lacks confidence and badly needs 
added incentives. Proper taxation and increased deprecia- 
tion allowances are vital if we are to open the capital 
markets to finance industry. 

What will happen now depends in large part on what 
is done in Washington. In his State of the Union message, 
the President said that “business should plan for steady, 
vigorous expansion.” But in his budget message he pro- 
posed new taxes which would divert a substantial share 
of the money industry is using for expansion and im- 
provement. Moreover, he said nothing about the vital 
issues now freezing the capital markets. 

It is not possible to have it both ways. Fulfillment of 
the President’s tax program means cutting industry’s pro- 
gram for new and better equipment. It means slowing 
down industrial progress. It means delaying the advance 
toward much higher standards of living tomorrow in 
order to have a little more government spending today. 


I urge you to see that your Representative and your 
Senator have all the facts on industry’s needs for new 
plant and equipment. What they do to this program 
will have a decisive bearing on the nation’s security 
and welfare. 





President, McGraw-Hill Publishing Company, Inc. 


This is the fourth editorial of a special series on industry's needs for 
new plants and equipment —and what these needs mean to all Americans. 
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HOME APPLIANCES 











Choose the Leader... For VALUE! 


CHEVROLET ADVANCE-DESIGN TRUCKS 


FenevRoLrr From one end of the nation to the 


— other, more truck users buy Chev- 
rolet trucks than any other make. Chevrolet 
trucks offer more of what truck users want— 
more power combined with economy . . . more 
comfort and convenience 


handling . . 


. . . greater ease of 
. more value from start to finish! 
And to all these advantages you can add the 
biggest premium of all—3-WAY THRIFT! 
Here’s the one truck that combines low cost 
operation, low cost upkeep and the lowest list 
prices in the entire truck field! 


CHEVROLET MOTOR DIVISION, General Motors Corporation, 
DETROIT 2, MICHIGAN 


Chevrolet Trucks alone have 


all these 


Chevrolet's 4-SPEED SYNCHRO-MESH 
TRANSMISSION offers quicker, quieter 
and easier operation in Series 3800 and 
heavier duty trucks. Faster shifting main- 
tains speed and momentum on grades. 


Chevrolet trucks have the famous CAB 
THAT “BREATHES”*! Outside air is drawn 
in and used air forced out! Heated in 
cold weather. 


Chevrolet's power-packed LOAD-MAS- 
TER ENGINE provides improved dura- 
bility and efficiency in Series 5000 and 
6000 models as well as the world’s 
greatest economy for its size! 


Chevrolet Advance-Design brings you 
the FLEXI-MOUNTED CAB, cushioned on 


features 


rubber against road shocks, torsion and 
vibration. 


Chevrolet's exclusive SPLINED REAR AXLE 
HUB CONNECTION adds greater strength 
and durability to heavy-duty models. 


Uniweld, All-Steel Cab Construction ¢ 
Large, Durable, Fully-Adjustable Seat 
@ All-Round Visibility with Rear-Corner 
Windows* e@ Heavier Springs @ Super- 
Strength Frames @ Full-Floating Hypoid 
Rear Axles in the 3600 Series and 
Heavier Duty Models @ Specially De- 
signed Brakes @ Hydrovac Power Brakes 
in Series 5000 and 6000 Models @ 
Standard Cab-To-Axle Length Dimen- 
sions @ Multiple Color Options. 


*Heating and ventilating system and rear-corner windows 
with de luxe equipment optional at extra cost. 


CHOOSE CHEVROLET TRUCKS FOR TRANSPORTATION UNLIMITED! 
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WHITE WAY 
THE WASHER 
THAT SELLS 


AND STAYS 5 eee eee aenee 2. Poti AGITATION 3. TROUBLE-FREE TRANS- 4. “aDJUSTO” WRINGER 


.p. ushi 3 Up-down-around action MISSION Only four moving 8 working positions. 
S O L D he hg Fs ne for quicker, cleaner results. parts. Sealed in oil. Double safety release, 
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3415 INDOOR SET 

Favorite for tree trimming 

15 lights .. . each burns 
independently. 


509 BUBBLE-LITE; 
a 
again! Bubbling, spar- 
SU a 


FTRADE MARK 





b Exciting New Ideas by 


* ae P 


iz el 
¢ se 
of 


SEE THEM 
AT THE a J 


“SOY FAIR’ | 


HOTEL McALPIN 


MARCH 7-18 
EAST ROOM » Ist MEZZANINE 


A > 
Backed by the greatest national advertising \ \ \ i\ 
and promotion program in NOMA history 2 LL / ~ wh. 
*REG. U.S. PAT. OFF ELECTRIC CORPORATION 


55 West 13th Street, New York 11, N. Y 




















ITS A 
GRINDER 





* 
Ready-to-grind in a matter of seconds! Grinder slips quickly Ready instantly for jiffy juicing! Gets all the delicious, rich “C” 
into Dormeyer's exclusive built-in Power Drive. Grinds raw or vitamins close to the heart of grapefruit, oranges, lemons. Gets 
cooked meats, vegetables. MORE juice—saves money! 
7 





© DORMEYER tos it agin 


New! Now THE COMPLETE food - fixer 


It’s Got Everything You Want 
It’s Dynamite for 
Added Sales and Profits 


Yes sir! It will pay you in greater proht opportunities, increased 





turnover, and customer satisfaction to feature DORMEYER 
Power-Chef! Millions of customers will know through extensive 
national advertising in the Saturday Evening Post, Life, Better 
Homes and Gardens, and over forty newspapers that DORMEYER 
features the on/y complete food-fxer! Combines all advanced 
features of the famous Power-Chef with juicing and grinding 
attachments included at no extra cost! 10 recipe-tested speeds all 
automatically controlled. Tell your customers, “You dial it 
Dormeyer does it!’ Women will love its rich kitchen-color-harmony 

. truly, the most beautiful mixer ever designed. Now FOR THE 
FIRST TIME .. . grinding, juicing and mixing attachments . . . all 
in one complete Low PRICE UNIT! $39.95. Denver and West... 
add $1.00. 






MORE FEATURES! . 
1. Full power goes directly to juicer, grinder. Needs no adaptors. 
2. Automatic Power Regulator. Steady power at all mixing speeds. 
3. New Automatic Beater Release gives easy finger-tip control 





4. 10 recipe-tested speeds for every food-fixing task. 


Sn. Youdial it DOFMAUEM dogs it 


potatoes to high-speed beating—just: tell Your customers, “You THE FIRST NAME IN MIXERS 


: De rmeyer due 





Does all kitchen mixing easier, faster, better. Dial operated with 








Dormeyer Corporation, 4300 N. Kilpatrick Ave., Chicago 41, Ill. 
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Sell all types 


of difficult 


prospects . 






It identifies America’s . 
leading home appliance finish! 













BETTER THINGS FOR BETTER LIVING D U L U » 4 
on el °F 


THROUGH CHEMISTRY 
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Here’s a real “‘toughie’’! That’s why 
it’s a good idea to call on a valuable ally 
—the Du Pont “‘Dulux” seal— and let it 
speak for itself. 

Quality-wise customers everywhere rec- 
ognize the name “Du Pont”’ . . . as assur- 
ance of a finish that gives years of wash- 
able, mar-resistant service and sparkling 
good looks. All you need add is that 
“Dulux” is rigidly pre-tested. 

If your manufacturer supplies you 
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s— THE DU PONT SEAt 


TO CLOSE THE DEAL 


‘“‘Dulux’’-finished appliances without the 
seal, ask him to include it in the future. 
It’s the quick, easy way to establish 
quality . . . helps make customers out of 
difficult prospects. 


Here’s selling made easier! FREE 
new informative booklet gives you prof- 
itable “‘selling points” for appliances fin- 
ished with DULUX. Send coupon today 
for your copy. 


lp. I. du Pont de Nemours & Co. (Inc.) 
Finishes Division, Dept. E.M.-93 


| Wilmington 98, Delaware 


Name____ 


| Please send, free of charge, your new illustrated booklet, ‘‘Inside 
| Information on the Outside.” 


— Title. 
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44 My new refrigerator has to have a 
full-width Freezer-Locker that’s cold 
enough to keep ice cream frozen firm—and 


411 need a big 8 cu. ft. refrigerator that 
will fit in my small kitchen—and it must 
have a \eft hand door./? 














b I need lots of moist cold storage, too.4# 
3 : 
) 
SES! ae ees 
ceenatsianeal 
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ives your prospects = | 
what they want ! a. 


Yes, refrigerator buyers are going to be more discriminating — é 
this spring. They'll know what they want—and insist on Bi : a 
getting it. This swing back to a normal marketing condition 
is a break for dealers who feature Coolerator’s Little Giant 
—the refrigerator that’s designed, featured and priced for 
the times because it offers all these self-apparent advantages. 





COOLERATOR 


fF 


A BIG “8"’ THAT'S LOWER—NARROWER—AND ACTUALLY ee ” 
REQUIRES NO MORE SPACE THAN A CONVENTIONAL “6” 





. ee ee 


CHOICE OF RIGHT OR LEFT HAND DOORS AT NO EXTRA COST 


A FULL-WIDTH FREEZER-LOCKER WITH TEMPERATURE 18° } 
BELOW FREEZING 


ADJUSTABLE CHILL-R-ATOR SHELF FOR QUICK CHILLING OF 
SALADS AND BEVERAGES 





DELUXE EQUIPPED FROM TOP TO TOE—YET VALUE-PRICED 
FOR THE MASS MARKET 








~ * ASS 


Best of all, these features are instantly seen—and the kind 
that prospects understand and immediately want in their 
new refrigerators. That means easier, quicker closing and 
more sales in the new home and replacement markets. 





THE FREEZER-LOCKER LINE OF REFRIGERATORS 


Featuring full-width Freezer-Lockers which freeze and store 40 Ibs. or 
more—with extra shelves for lots of ice cubes. Coolerators also offer 
such deluxe features as right or left hand doors at no extra cost—and a 
score of other self-apparent features. Make a date today with your 
Coolerator Distributor to see the Freezer-Locker Line—they’re the 
hottest models in the industry. 


America’s Newest and Most 
Beautiful Electric Range 


With the amazing new Well-E- 
Vator—the King size automatic 
oven and a score of other new 
features that will command 
attention and get sales action 
on dealers’ floors. The Cooler- 
ator Line of Electric Ranges is 
complete with a model for 
every budget. 











THE COOLERATOR COMPANY e DULUTH 1, MINNESOTA 


(1 1-] 
































GROW FASTER WITH THE LINE THATS: GROWING miacidl : 
Copyright 1949, The Coolerator Co. LH |_| 
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BOARD OF GOVERNORS FEDERAL RESERVE SYSTEM. This is a new portrait. L. to R. (seated) Marriner S. Eccles, Thomas 
B. McCabe, chairman; M. S. Szymezak; (standing) R. M. Evans, Ernest G. Draper, James K. Vardaman, Jr.; Lawrence Clayton. 





, |BOTTLENECK...Regulation W 


N 





Boarp oF GovERNoRS, 
FeperaL RESERVE BOARD, 
Wasuincton, D. C. 


Gentlemen: 


ELectr1cAL MERCHANDISING, which 
has long been recognized as the most 
authoritative publication serving the 
electrical appliance industry, respect- 
uly requests your earnest considera- 
tion of immediate steps looking to a 
telaxation of the present rigid credit 
controls imposed on our business 
through the present Regulation W. 

Evidence from manufacturers, dis- 
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tributors and retailers of major elec- 
trical appliances points to the fact that 
the industry has suffered a severe 
setback in the past three months—a 
setback so severe, as a matter of fact, 
that even immediate relaxation of the 
controls will require months to regain 
normal momentum and repair the dam- 
age already done. 

In many instances, factories are shut- 
ting down or cutting back production 
sharply; workers are being laid off 
and products already off the lines are 
being warehoused. Carloads of mer- 
chandise are being returned by dis- 
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tributors and dealers, who find them- 
selves confronted with the fact that 
consumers are not financing and can 
not finance the purchase of goods they 
need and want. 

Many of these things have been 
brought to your attention by individual 
manufacturers, distributors or associ- 
ations within the industry. We are 
attempting here merely to bring to- 
gether the evidence in coherent form. 
We believe that the situation warrants 
action. 

First, we would like to review 
briefly the progress of major appliance 


An Open Letter to the Federal Reserve Board 


sales since the war ended. As you 
well know, when Regulation W was 
first authorized as a war measure, 
major appliance production had vir- 
tually come to a standstill. During the 
four war years, enormous backlogs of 
demand for washers, refrigerators, 
ranges, water heaters and other de- 
vices was built up. When the war 
ended, new manufacturers entered the 
field, old manufacturers expanded their 
lines and a host of new distributors 
and dealers came into the business, 
The increase in dealers alone was close 
(Continued on next page) 
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BOTTLENECK . . . REGULATION W (Continued) 


to 70 percent, according to our own 
surveys. 

The problem during those first years 
was to produce a sufficient quantity of 
goods to satisfy the demand. Priority 
lists and allocations were the order 
of the day. Steel and other raw ma- 
terials were at a premium, shipping 
facilities were inadequate and _ sales 
problems were reduced to the formula 
of ordertaking. Likewise, dealers had 
no inventory losses, no trade-in losses, 
little in the way of expense for pro- 
motion, advertising and salesmen’s 
commissions and, certainly, no credit 
With both consumer incomes 
and savings at all time highs, sales 
were made largely for cash. 


losses. 


No Restrictions Were Needed 


During this period, Regulation W 
had been were many 
other war measures, but the easy state 
of the market for our goods made 
restrictions on credit terms unnec- 
People had the money and 
paid cash. This was a true inflation- 
ary period, because the desire for 
durable goods such as appliances and 
automobiles, together with the rela- 
tively meagre production, resulted in 
a bidding up for those products on 
the part of the public that reached 
its culmination in some of the excesses 
of the automotive industry. On the 
other hand, the appliance industry 
suffered from its black and gray mar. 
kets, too. 

But, also during this period, the 
major electrical appliance industry suc- 
ceeded in producing a volume of 
goods which exceeded anything known 
in the pre-war era. In the three-year 
period from 1946 through 1948, the 
industry accounted for the sale of 
nearly 3,500,000 electric ranges, over 
2,500,000 electric water heaters, over 
11,000,000 washing machines, some 
10,000,000 refrigerators, close to 10,- 
000,000 vacuum cleaners, about 
1,500,000 home freezers, and the as- 
tonishing total of nearly 50,000,000 
radio sets of all kinds. 

These figures only assume their cor- 
rect proportion when it is understood 
that the rate of annual sale pre-war 


abandoned, as 


essary. 


was far below these totals. Vacuum 
cleaners, for instance, sold about 
1,500,000 units annually pre-war; 
washing machines about 1,750,000 


units; refrigerators about 3,000,000; 
water heaters only 160,000 units and 
electric ranges about 500,000. Even 
radio sets were standardized at about 
12,000,000 units annually. 

The point we would like to make 
here, gentlemen, is that the enormous 
backlog of demand for our products 
which was built up during the war 
years has largely been sold and satis- 
fied through comparably enormous 
post-war production and sales. That 
does not mean, however, that sales 
potentials in our industry have been 
exhausted. There are still hundreds of 
thousands—nay, millions—of home- 
awners who need our goods. It does 
mean, though, that the “ready” sales, 
the folks with cash on the barrel head, 
the people who had to have one or 
more of our products, even at the 
expense of some other desired pur- 
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chase, have largely satisfied their de- 
mands. What is left is the great mass 
of people whose incomes will not 
permit them to buy appliances unless 
they can buy out of current income. 
Their savings have been depleted, their 
taxes are high and the amount they 
have to set aside for fixed, or “com- 
mitted” expenditures—mortgages, in- 
surance, personal loans, etc.—cuts 
heavily into their capacity for buying 
durable goods they need. Add to these 
factors the inescapable one that price 
levels in most appliance lines, as well 
as other consumer durables, are rela- 
tively high compared to any pre-war 
standard, and the conclusion is ob- 
vious: sales levels cannot be main- 
tained without relief to the purchaser 
in the form of relaxed credit restric- 
tions. 

In addition to this great market of 
new customers for our products, deal- 
ers are going to have to rely heavily 
in the years ahead on millions of 
customers who have bought appli- 
ances in the past—appliances which, 
by today’s standards, are obsolete, 
wornout and need replacing. Literally 
millions of major electrical appliances 
in use are ten to fifteen years old 
and more. We know that they will be 
replaced, because prior to the war this 
replacement business accounted for a 
healthy percentage of the total busi- 
ness. In 1941, for instance, electric 
range replacement business amounted 
to 26 percent of the total; washer re- 
placement business was as high as 
42 percent of the total, and in the case 
of refrigerators it was 33 percent. 


Replacement Means Selling 


But this replacement business re- 
quires a far higher degree of selling 
effort than is true in the case of new 
customers. If a family has no electric 
refrigerator, they come in and take 
one away from you. If, on the other 
hand, they have an old refrigerator that 
is still wheezing along, a lot of sales 
persuasion is needed to nudge them into 
trading the jalopy for an up-to-date 
model. Sales in this replacement cate- 
gory come harder and cost more to 
make. That is why dealers today need 
all the help they can get. And one 
of the biggest helps lies in moderately 
easy installment terms for the family 
to meet. 

In this connection, we would like to 
point out that the people who bought 
these millions of appliances pre-war, 
were able to acquire them on just such 
easy installment terms. Back in 1938, 
which was a typical pre-war year, the 
Department of Commerce reported 
that 68.5 percent of appliance sales 
were made on an installment basis. A 
further 21 percent were made on open 
credit. Certainly, therefore, better than 
three-fourths of the business was due 
to the availability and liberality of in- 
stallment credit terms. Those people 
who bought—and who today comprise 
our biggest potential market—are ac- 
customed to making investments in 
home equipment out of current income. 
They can be induced to buy again if 
the terms are sufficiently liberal so 
that their current income is not put 
under undue strain. Right now the 


terms are not liberal and the evidence 
of the past three months shows that 
they abruptly stopped buying. 


The New Home Market 


There is still another class of po- 
tential customers for electrical appli- 
ances who need all the help they can 
get to make it simpler for them to 
acquire these necessary devices. Those 
are the people who have bought or 
built new homes, together with the 
army of potential home-owners who 
are today living doubled up with their 
families, or in temporary housing 
quarters. New homes are being built 
at the rate of about 850,000 units annu- 
ally. In addition, an estimated 2,000,- 
000 families are living doubled up. The 
new home itself, of course, represents 
no inconsiderable investment at today’s 
prices. But when you add to that the 
cost of needed equipment for the 
home—washing machines, refrigera- 
tors, ranges, water heaters, vacuum 
cleaners, radio sets and the like—the 
burden of investment in this equipment 
falls at just the time when the down 
payment on the house and the early 
heavier mortgage payments are ex- 
hausting the cash reserves of the fam- 
ily. It was this very reason that has 
given rise to a number of “package 
mortgage” plans, whereby the electri- 
cal equipment was sold and installed in 
the new home and included in the 
realty mortgage as part and parcel of 
the transaction. Here, in effect, the 
home-buyer is getting the needed 
equipment with no down payment and 
20 year installment terms. Yet a num- 
ber of insurance companies and banks 
have seen fit to underwrite such 
“package mortgages” and hold them to 
be a sounder investment than in the 
case of a mortgagor who is compelled 
to enter into half-a-dozen separate in- 
stallment credit contracts after having 
bought the house. 


The Discrimination Question 


There is still another aspect of Reg- 
ulation W as it is at present drawn and 
administered that calls forth numerous 
protests from elements of the appliance 
industry. That is the fact that it is 
discriminatory both from the angle 
of the types of consumer durable goods 
covered and the income groups af- 
fected. I quote from a letter from a 
large radio manufacturer : 

“Regulation W is discriminatory in 
that it favors the cash purchaser with 
large bank and security deposits over 
the -wage earner, who does not have 
such deposits. It also restricts the 
purchasing power of veterans and, in 
a sense, creates an inconsistent situa- 
tion, for while the Federal government 
expands credit facilities and terms for 
the purchase of a home or business, it 
makes it difficult for the veteran to 
acquire the appliances and furnishings 
necessary to make his home livable.” 

A major appliance manufacturer 
comments : 

“Tt seems a bit strange that every 
facility possible is being extended to 
the purchaser of a house with all the 
equipment that automatically goes with 
a house, like the plumbing and the 
furnace, for which payment can be 
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made over 20 or 30 years, but a y 
limiting regulation is placed upon the 
purchase of the very equipment thy 
places this house in operating cong. 
tion.” 

From a washer manufacturer: 

“In-‘my opinion Regulation W is one 
of the most discriminatory pieces of 
legislation recently passed. Why such 
legislation should be enacted towards 
washing machines when luxuries, such 
as diamonds and the like, go unfettered, 
should not be left uncriticized.” 

From a home freezer manufacturer: 

“Regulation W is class legislation 
directed against the working man. The 
upper middle class and the rich dont 
need time payments and long terms, 
but the man working for wages today 
cannot afford the large down payments 
required to take possession of the 
necessities and desirable appliances 
that have become the American way 
of living.” P 

Another major appliance manufac. 
turer: ; 

“Historically, the major electrical 
appliance business, from a retail stand. 
point, has been developed over the 
years largely due to liberal consumer 
credit procedures. These sales methods 
have enabled millions of consumers 
to conveniently enjoy the comforts and 
labor-saving elements provided by 
these appliances. Restrictions such as 
Regulation W impose a severe curbing 
of volume sales, which will automatic. 
ally result in higher costs and, henee, 
higher prices.” 

From a washer manufacturer: 

“T think Regulation W is both m- 
fair and unnecessary. It is unfair be 
cause it does not treat all products 
alike.» For example, musical instr 
ments are not covered by the Regul- 
tion and, therefore, a piano player is 
given better treatment than a_ house. 
wife. It has been my experience that 
the lower the down payment, the better 
the sale. In my opinion, Regulation W 
discriminates against the low-income 
family.” 

From a refrigerator manufacturer: 

“Since Regulation W was re-it- 
posed in September, it has definitely 
hurt the major appliance business and 
is continuing to hurt it. We feel that 
a much wiser course would have been 
to continue Regulation W for a longer 
period of time after the war and then 
start relaxing down payments and 
ferm extension as various products 
came back into normal supply. By 
handling it in this manner, they w 
have had an instrument which could 
have progressively been used to prt 
vent unemployment from occurring by 
progressively making terms more a 
tractive as selling conditions wat 
ranted. Since it was not handled i 
this manner and since its re-imposition 
this fall has unquestionably producti 
a shock in the major appliance field 
we feel now that the only thing they 
can do is repeal the order.” 

From a_ radio-refrigerator mat 
facturer : 

“Regulation W has definitely hut 
the appliance business. When it wett 
into effect, appliances were at a pit 
mium and were being sold in black 

(Continued on page 184) 
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USED CAR LOT TECHNIQUE helps Robertson move a lot of trade-in merchandise from space near his original store, established in 1932, when the depression was in 
Service excellence helped the business stay operating. 


Every [rick in the Book 











CALL-BACKS really make a difference and Robertson proves it. Ralph Chadwick, 
sales training director for the company, closes another sale in a home where the 
company had previously sold a kitchen radio, then a refrigerator, then a range. 


After 12 years of concentra- 
tion on radio repairs, Al 
Robertson of Oklahoma City 
shifted the emphasis to sales 
and went all-out on all 
known kinds of advertising 
and promotion—plus some 


interesting twists of his own 


By GRIER LOWRY 
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HE new deal at the Al Rob- 
ertson Appliance Stores, in 
Oklahoma City, Oklahoma, in 
which sales have supplanted service 
as the number one activity, contains 
practically every ingredient in the 
book. House-to-house canvassing, 
telephone book, newspaper, direct mail 
and radio promotions, giveaways, a 
school for salesmen, a corps of keen- 
eyed bird dogs—they are all in the 
new sales-wise blue prints at Al’s. 
Soft-pedaling service has brought 
a leveling off of radio repair, the 
erstwhile house specialty, (EM, Mar. 
46, p. 48) from a post-war high of 
1,000 sets per month to the present- 
day 500 a month pace. But the new 
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COMPLETELY SOLD on advertising and promotion, Al Robertson (right) goes over 
a “’Plenty-Plus Club’’ promotion with Dick Herbst, customer relations director. 
One and two-inch newspaper ads are inserted every day, often offer free prizes. 


sales accent has more than made up 
this income loss—the five-man Robert- 
son outside staff is clicking at the 
rate of $24,000 per man—almost twice 
the national average for appliance 
dealers. 

Pudgy Al Robertson launched his 
business in an 8 x 10 building, in 1932, 
just as the depression was rearing its 
ugly head. Al’s total assets were two 
weeks paid-up rent ($15.00 per 
month), a boxful of tools, $13.40 in 
cash, a wife and two youngsters. 

Today, the enterprise still operates 
in the original quarters at 2328 S. 
Robinson, but has headquarters in a 
second impressive building at 1800 
Classen which stacks up in both eye- 


appeal and utilitarian features with the 
best in the Southwest. There is a 
passing traffic of 20,000 motor cars 
every 24 hours. 


Sure, It Pays to Advertise 


Al has a region-wide reputation for 
being a shrewd man with an advertis- 
ing dollar. 

“We've spent the past ten years 
studying advertising, selling and sales 
training,” he says. “We know more 
about advertising and selling than any 
other aspects of the business. We peg 
our advertising policy on the theory 
that the experts have the right dope 
when they say consistency and day-to- 

(Continued on page 194) 
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PROPER SELECTION of a teleset gets customers off to right start. A set to meet 
this customer's purse, available space, furniture styling, room decorations, size of 


VIDEO 


FOLLOW-UP 


Keeping the customer happy with the teleset 
he sells is basic policy of Ken Roberts of 
Stowers, Inc., Pasadena, Calif. His methods 
bring him a string of satisfied customers who 
produce TV prospects for him and continue 


as appliance buyers 


By HOWARD J. EMERSON 
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family, is object of Ken Roberts, above, as he compares teleset models, prices, 


sizes and stylings in Stowers’ display. 


'<§ HAT fellow Roberts at Stow- 
ers Appliances in Pasadena 
is doing a fine job of selling 
television. Lots of dealers could learn 
from him”. That statement, coming 
from the sales manager of a large Los 
Angeles television distributing concern 
at a meeting with other TV distribu- 
tors, prompted this writer to see “what 
lots of dealers could learn from that 
fellow Roberts”. After all, most deal- 
ers admit that there is lots about tele- 
vision selling they’d like to learn, 

Ken B. Roberts, television and radio 
sales manager for Stowers, Inc., Pasa- 
dena, Calif., admits that he is doing 
a job of selling telesets, and the profits 
show that it is a successful job, but 
his customers are the ones who really 
know what a sound approach he is 
taking toward the retailing of this 
newest wonder of the electrical world. 

Roberts believes that there are two 
basic reasons why he has been success- 
ful in selling television, and in keeping 
it sold. One is his mental approach, 
the other is the organization’s physical 
approach. 

When he was hired to establish a 
radio and television department for 
Stowers, a 15-year old electrical appli- 
ance concern that had not handled 
radio in recent years, Roberts ap- 
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proached television with the idea “that 
it is no mystery” that the average 
alert and willing salesman and service 
man couldn’t decipher. He says that 
too much “gobbledegook” has su 
rounded TV, that it hasn’t been trans 
lated into sound, usable terms as it 
came from the electronic engineefs. 
Particularly then, when television was 
very new to the Los Angeles area, to 
many in the industry used “TV is a 
extremely complicated version of ele 
tronics—an adaptation of radar, you 
know” as an excuse for their own 
ignorance or negligence. Roberts 
knew that many dealers in that are 
had incurred ill-will from once-regulat 
customers because of the management’ 
bad handling of television sales, instal 
lation and service. As a result, he 
decided to establish a policy that no 
only would sell television sets, but 
would keep them sold. In_ practice, 
Roberts and his organization carry out 
this policy by special attention to st 
quality, demonstration and _ selectios, 
installation, follow-up, emergency set 
ice and repair service. 


Before the Sale 


“You've got to start witk good met 
chandise if you want to hold satisfied 
customers and keep down your service 
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QUICK INSTALLATION gets the teleset to the customer’s house while family is 

at peak of enthusiasm, prevents ill-will from long delays, starts customers 
immediately as boosters for the store. Stowers’ servicemen assemble antenna 
selected as standard after testing more than 30 models. 


THOROUGH DEMONSTRATION, again and again, prevents trouble, produces 
happy customers, keeps down service costs. Roberts gives purchaser three sepa- 


rate demonstrations. 


First is at store, second is above after installation when 


serviceman shows customer how to use instruction manual. 


costs,” says Roberts. “But you have to 
use a little different judgment and 
another technique in stocking televi- 
sion than has been practiced on appli- 
ances that have been on the market 
for 10 years or so. There are few 
brands of television that the dealer can 
count on to give good merchandise in 
all models on every delivery. Where 
brand X may have a top-notch 10-in. 
table set, its 12-in. small console may be 
full of bugs. And then, with about 75 
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manufacturers of telesets on the mar- 
ket, there are bound to be a few who 
are cutting corners or who lack the 
know-how. 

“T felt that we couldn’t gamble our 
customers against the few immediate 
dollars that would come from accepting 
any lines and all models. So we made 
the policy of leaving the final decision 
on the mechanical qualities of any line 
or any model up to our service depart- 
ment. We will not stock a brand or a 
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3 IMMEDIATE OPERATION to provide operation same day as installation. Roberts’ 
Organization tests and adjusts all telesets before they go out to save time at 


customer’s home. 


Service manager Coolidge, above, adjusts controls on RCA- 


Victor console, uses ‘phone to orientate antenna. 


A) FOLLOW-UP by a salesman provides the third demonstration a week after instal- 

lation, gives a check on sets performance, makes simple adjustments, renews 
acquaintance for future TV and appliance selling. Stowers’ salesman Howard Vose 
listens to, customer’s description of minor picture troubles. 


model which hasn’t first been approved 
by Mr. Coolidge, our service manager, 
and his staff. We've found this to be a 
sound policy that has saved our cus- 
tomers and ourselves a lot of grief.” 

Roberts feels that the prospect’s 
initial meeting with television in his 
store has much to do with his or her 
attitude, willingness to listen to a sales 
talk,"and willingness to buy from that 
store. He has seen in the Los Angeles 
area the full gamut of television dis- 


play—from the low where telesets are 
perched on automatic washers or dust- 
covered among new and used ham 
radio equipment, to the high where 
plush lounges and a movie-home set- 
ting are used to display one model. At 
Stowers he has set up a practical in-be- 
tween display—a pleasant, semi-se- 
cluded area in which his full lines of 
telesets are arranged both fer easy 
viewing and for comparison purposes. 
(Continued on next page) 
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VIDEO FOLLOW-UP (Continued) 





Emergency Service . . . 








. . » by Roberts of Stowers, Pasadena, includes loaning a receiver when a custo- 
mer’s set breaks down just before a party or special event. Serviceman checks 
loan set, right, as other is ready to go in for repairs. Men always sell up— 


leaving higher priced model. 


It is located in a corner of the store 
that the 
in making 
their selections, but it is not hidden, it 


away from other traffic so 


prospects may be at ease 


can be seen from almost any spot on 
the floor. 

The television display at Stowers is 
The consoles 
room 15 x 15 ft. 
with glass walls opening it to the view 
from the floor. Most of the table models 
are outside to get first attention and 
to serve as a lead-in to the room. A 
pair of comfortable, leather-covered, 
chrome-framed chairs put prospects at 


not elaborate or ornate. 


are grouped in a 


ease and hold them at the correct view- 
ing height and distance. 
sound-proofed, 


The room is 
decorated. 
There is nothing to give the prospect 
the feeling that what he is going to buy 
will be over-priced in order to pay for 
potted palms and chintz drapes. 


modestly 


Proper Demonstration 


In this practical, comfortable, but 
business-like atmosphere, Roberts and 
the seven salesmen on Stowers’ staff 
practice their policy of keeping tele- 
vision sold, much 
emphasis on the idea of getting the 
right set into the right home as the 
first step in creating a satisfied cus- 
tomer. Because he handles many lines 
—RCA, G-E, Philco, Admiral, Hoff- 
man, Packard-Bell, Stromberg-Carl- 
son, Westinghouse, and Pilot—he has 
a better than even chance of seeing that 
the customer teleset that is 
within his price range, that fits in with 
the color scheme and style of furniture 
in his home, which has the proper size 
picture for the size of his family and 
its social habits. “Remember that the 
majority of customers know little about 
television, and some of what they are 
sure of is wrong. They’ve heard about 
picture size, but they don’t know how 
to figure whether a 10-inch tube will 


Roberts has put 


gets a 
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be adeyuate or inadequate in their own 
living room. The television salesman 
who is interested in the long-time satis- 
faction that his customers will get, and 
in the future business from these cus- 
tomers and their friends, must be the 
guide and counselor during the selec- 
tion of the receiver, and he 
know what he is talking about. 

“The salesman is not giving his cus- 
tomers a fair break and he is jeopardiz- 
ing his future business when he sells 
a teleset without first finding out all he 
can about the customer. He -should 
find out, naturally, the price range the 
prospect has in mind and then through 
a salesman’s judgment, decide whether 
the prospect could go higher if it was 
important to get the right model. 
Knowing those facts, the salesman can 
concentrate on a few models and de- 
vote his time to other factors which 
in the long run will be more important 
than price to the owner of the set. In- 
quiries regarding the prospect’s home 
style and furniture will further restrict 
the models to be considered. Also the 
availability of floor space or table 
space will guide him in advising a 
table model or a console. Finding out 
the make, style and age of the radio 
now in use in the prospect’s home will 
help the salesman either to sell up to a 
TV-radio-phono combination or help 
him guide the prospect in selecting a 
teleset that will match or come reason- 
ably close to the design of the radio. 
Of course, final decision will be made 
by the prospect, but the previous guid- 
ance and advice of the salesman will 
make it likely that the decision will be 
a good one that will provide lasting 
satisfaction for the customer and the 
establishment of good will for the 
store.” 

Roberts believes in getting the cus- 
tomer started on the operation of the 
teleset while the final demonstration 


has to 


Regular Service . . . 





capable and available, is long range method to keep customers sold on 
television. Service department at Stowers has trained technicians, full equipment, 


parts for all telesets. 


and selection is being made. The basic 
knowledge for proper teleset operation 
can be implanted at that time, of 
course, but there is another important 
reason during this period of the indus- 
try’s development. The customer gets 
the idea during the demonstration that 
television is: 1. not as simple as radio 
and that it will require a certain 
amount of attention to get a satisfac- 
tory picture; 2. requires more atten- 
tion than radio, but that it is not the 
mystery some people say it is, that 
serious attention to the few simple 
instructions given by the salesman and 
the installation men will give the cus- 
tomer good results. 


Installation—Good, Quick and Cheap 


Such attention to the preliminaries 
and to the point-of-sale technique 
might sell many telesets for Roberts, 
and would contribute much to the 
store’s policy of keeping these sets sold, 
but it is only the beginning of Roberts’ 
attention to the television customer. It 
continues with his organization’s atten- 
tion to delivery and installation. 

“The purchase of a television set is 
a big event for the customer. He has 
demonstrated his faith in the dealer’s 
store, in the quality of his merchandise, 
and in the experience and sincerity of 
the salesman enough to pay out a large 
sum of money. He is now on the 
threshold of having in his home, for 
himself, family and friends, a wonder- 
ful new form of entertainment. And 
he is ready to be one of the biggest 
boosters and best prospect-getters for 
the dealer’s store. 

“That is his attitude when he leaves 
the store. And maybe it will last a 
day or so. But after that, if his new 
television receiver is still sitting on the 
dealer’s floor awaiting delivery and 
installation, that enthusiasm is going 
to drop off. Before long it will turn 
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Department is kept open until nine o’clock each night to 
accommodate customers during programs. 


into ill will toward the dealer that is 
holding up all the wonderful entertain- 
ment that the customer has been await- 
ing since he left the store. And it can 
make him extremely critical of the 
teleset and some of the inherent minor 
frustrations of present-day day tele- 
vision reception which he might have 
overlooked or taken gracefully.” 

When he organized the Stowers tele- 
vision and radio department, Roberts 
decided that he would have a strong 
competitive point as well as a sound 
basis for customer relations if he 
could provide each purchaser of a tele- 
set with immediate delivery and instal- 
lation that was “good, quick and 
cheap,” and he has lived up to it. Itis 
a rare case when a purchaser doesn't 
get installation within 24 hours from 
the time of buying. 

To establish such a policy and carry 
it out, Roberts had to have an adequate 
and trained service department. He 
insisted on having his men take al 
training offered by the local distrib 
tors, and then had them do some tt 
search of their own on simplifying the 
methods of installing. One typical 
development by Stowers service & 
partment was the standardization om 
antennas. Thirty different types were 
tried in various locations in Pasadem 
and the San Gabriel Valley where 
most of the store’s sales are centered. 
The result was selection of one m 
which costs Roberts about $5.00 in the 
quantities he can purchase, and which 
can be assembled in less than five mil 
utes by the two installation men. Bat 
he has not injured customer’s reception 
by choosing an inexpensive and easy ® 
assemble antenna because the tests had 
shown that the most expensive aff 
complicated were not necessarily the 
best for average locations. 

Standardization of antennas, pur 

(Continued on page 188) 
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REGULAR RADIO PROGRAMS such as this store show 
are a vital part of Flinn-Holley advertising schedule. 


O make money, one man operates 

an oil well while another grows 

rose bushes. It makes quite an 
unusual combination, yet it is just such 
a combination which provides the city 
of Tyler, Texas, with its principal 
source of income. 

The trick in selling electrical appli- 
ances to Tylerites of such varying 
tastes and ideas lies in the ability to 
please all sides. That’s no problem for 
Flinn-Holley, Inc., one of General 
Electric’s largest retail outlets in East 
Texas. The heads of this aggressive 
firm have been drawing the customers 
in and making repeaters of them since 
they opened the store a little more than 
three years ago. 


2 GROUPS TO PLEASE 


Service, installation, selling, trade-ins, and financing are 
the five factors on which Flinn-Holley, Inc., built a mer- 
chandising policy which would please both rose growers 
and oil men, the two basic occupational groups which 


make up the population of Tyler, Texas 








AN APPEALING SPOT in the firm’s display area is the model kitchen with all appliances connected and ready 
for operation. Home demonstration clubs and high school economics classes use the kitchen frequently. 


“We try to give people what they 
want,” says Glenn H. Flinn, the firm’s 
president, simply. ‘““That’s a small state- 
ment but in order to do it, we have 
exploited every possible source of pro- 
viding service and pleasing the cus- 
tomer. If we enumerated these sources 
the list would include almost everything 
from financing, demonstrations, re- 
pairs, installations and acceptance of 
trade-ins, to providing parking space, 
giving away free prizes and operating 
a store where shopping may be done in 
leisure and air-conditioned comfort.” 

The idea of catering to all tastes is 
a profitable one. For example, in 1946 
the firm rang up approximately $243,- 

(Continued on page 200) 











TYLER HIGH SCHOOL and junior college students find a friendly welcome at the 
big appliance store. Stickers for automobiles, photographs of the football squad 
and other free gifts serve as an attraction for them and create good will for the firm. 
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APPLIANCE DEALERS in smaller towns of the Tyler area frequently drop into the 
big Tyler store for advice and chats with Glenn Flinn (center), president of the 
company. Relations with other dealers have always been pleasantly maintained. 
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DRAWING CARD—The Clarks’ USDA-designed work-saver kitchen, with $2,000 as originally was shown in LIFE Magazine. Clark used this photo in newspaper 
worth of electric appliances from their own store. Arrangement above, showing advertising that invited people of Sacramento to the Clarks’ ‘‘Open House.” 
storage capacity, placement of drawers, and rotating corner cabinets, is exactly Freezer, automatic washer and dryer are at camera end of photo. 


Open House 
For Prospects 








Appliance prospects were guests, and guests were 


appliance prospects in Sacramento, Calif., when 
Mr. and Mrs. Clark held open house to show off 


the model kitchen in their new home. Demonstra- 
GUESTS AND PROSPECTS. Mrs. Clark, in shadows of entryway, says goodbye to - . as ‘i ‘ 
three of the 474 people who accepted the Clarks’ invitation to visit this new tions of the major appliances they sell in their 
home to see the modern kitchen and receive demonstrations of the appliances they a ‘ - 
handle in their store. store was incidental—and effective 
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OPEN HOUSE TOUR took visitors through living, bed and bath, then to this com- 
bination den, work room and guest room where Miss Lorraine Beneke, distributor's 
home economist, kept up a regular demonstration of the Simplex lroner. 








MODERN LAUNDRY EQUIPMENT can be kept in the kitchen, Tibbetts told these 
open-house guests as he showed operation of the Launderall, to be followed by 
demonstration on the Hamilton dryer behind him. 


<6 R.& MRS. JOHN CLARK, 
appliance dealers, Sacra- 
mento, Calif., will be at 
home Saturday and Sunday, December 
4 and 5, from 1 to 9 P.M.” 

And indeed they were, but they 
weren’t alone in their brand new home 
where they have installed for their own 
use one of almost every major appli- 
ance which they handle in their store. 
And they weren’t idle, either—helped 
by three assistants they demonstrated 
an ironer, dishwasher, garbage dis- 
poser, range, refrigerator, automatic 
washer and home freezer to 474 of the 
most interested appliance prospects in 
the Sacramento area. It was a busy 
week-end, a profitable week-end—the 
just reward for a young, promotion- 
minded couple that try to do the un- 
usual, in a very sound business way. 

_ The occasion for the “open house 
lor prospects” was the opening of the 
Clark’s new, modest home in the Oak 
Park section of Sacramento. The 
drawing card for the 474 people who 
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braved one of the season’s worst week- 
ends of rain was the super dream 
kitchen made to the same plans as the 
kitchen featured in the May 10, 1948 
issue of Life. The selling was simply 
a demonstration of each of the major 
appliances—no attempt to close sales 
was permitted, every visitor was a 
guest. The results were these: names 
and addresses of 474 prospects with a 
notation regarding any appliance in 
which they were particularly inter- 
ested; appointments for a score of 
further demonstrations; the sale of 
four home freezers within 24 hours, 
the sale of several radios, and the sale 
of three ranges; a Monday on which 
the telephone rang constantly as people 
called for more information on the 
appliances which they had seen in the 
Clarks’ home over the week-end. 

The technique for staging the 
Clarks’ open house was simple; the 
results were much better than antici- 
pated, considering the weather. Two 
newspaper advertisements invited the 
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DEMONSTRATION of all work-saving features of the special kitchen included the 
Waste King disposer and Apex Dish-A-Matic. Mr. Clark, left, operated these appli- 


ances while salesman Clyde Tibbetts, 


right, showed the I-H_ refrigerator. 





REFRESHMENTS SOLD FREEZERS. Last call on the open-house tour was the I-H 
freezer with its stock of frozen foods and trays of frozen delicacies for the guests. 
While thev ate, they heard the advantages of the home freezer from salesman. 


public to the Clarks’ home to see the 
functional “U” kitchen designed by the 
Bureau of Human Nutrition and Home 
Economics of the U. S. Dept. of Agri- 
culture, and publicized in Life. Mrs. 
Clark welcomed the visitors at the 
door, presented them with registration 
cards which were the basis for a draw- 
ing for the food in the freezer, gave 
them a quick outline of what had gone 
into the design and manufacture of 
the home, and got them started on 
their tour. Small but strong cords 
formed pathways from the living room 
to the bath to bedrooms, then to the 
den and finally the kitchen. 


Put Them in the Mood 


The visitor-prospects gave many 
well-deserved “oh’s” and “ah’s” to the 
tasteful decorations, color schemes, 
etc., which were Mr. and Mrs. Clark’s 
personal touch in design and decora- 
tion. And it gave the visitors a feeling 
of respect for this local couple which 


had interests similar to theirs in having 
a comfortable and attractive home. It 
put the visitors in a very friendly 
mood before they reached the den and 
kitchen where appliances were being 
demonstrated. 

As far as possible, the demonstra- 
tions of appliances were not isolated— 
they were given as part of an overall 
demonstration of the functional den 
and functional kitchen. And they were 
kept as non-commercial as possible— 
an occasional “these are the appliances 
which we sell at the store” was suffi- 
cient to leave the way open for future 
demonstrations and active selling. In 
the den, which is a combination den- 
guest room-work room, the visitors 
were greeted by Miss Lorraine Beneke, 
home economist for McCormack & Co., 
San Francisco, the distributor for the 
Simplex ironer on which Miss Beneke 
gave a regular demonstration of the 
ease and quality of mechanical ironing. 
While in this room the open-house 

(Continued on next page) 
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THE CLARKS MAKE A SALE 














. > . 
Selling in Their Store... 
Introduces the appliances to their prospects, serves for much of the Clarks’ selling. 
But for special orders, such as the new home builder’s Mr. and Mrs. Chas A. 
Henson, and for selling up, the Clarks rely on 





Selling in the Prospects’ Home... 


With her knowledge as university professor of home planning, Mrs. Clark can 
aid in kitchen design, plan special appliance arrangements, sell-up on the job, 


insure more satisfied customers 


With these selling methods the job soon is . 


Open House for Prospects (continued ) 


guests saw and heard a Philco radio- 
phonograph which was kept in opera 
tion 
and a small RCA record player which 


the Clarks keep for their two children. 


playing soft background music, 


The aim of the visitors, and the fea- 
ture of the Clark’s open house, was the 
kitchen Into this USDA-designed 
kitchen had gone every possible con- 


venience and work saver. 


New posi- 


tioning of kitchen equipment, recessed 
small appliances such as coffee grinder 
and mixer, rotating corner cabinets 


with metal shelves 


Handy, Seattle, etc 


Kitchen- 


defy description 


made by 


in the length limitations of this article. 
Suffice that the kitchen’s features 
fascinated women and men alike and 
well-warranted their visit to the home. 
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Demonstrations of the appliances in 
the kitchen were presented as part of 
an overall demonstration. Along with 
the physical features of the kitchen, 
Mr. Clark gave each group of visitors 
a quick demonstration of how the 
modern kitchen disposes of kitchen 
wastes through a disposer, in this case 
it was a Given Waste King, and how 
that simple job leads to the automatic 
dishwasher, an Apex Dish-A-Matic, to 
end after-dinner chores. The visitors 
then would be turned over to Clyde 
Tibbetts (a salesman for the 
Clarks) who showed how the post-war 
refrigerator fits into the modern 
kitchen with a demonstration of an 
International-Harvester model. Then 
Tibbetts escorted a group to the corner 


store 


Selling in Their Home... 


Here in her model kitchen, Mrs. Clark, left, can demonstrate each in proper atmos- 








phere, show she uses them herself, give prospects advance picture of their own 
kitchen. When the sale is for a new or remodeled home, Mrs. Clark schedules . . 














Sold... 


now and for the future. While the Hensons sign for a dryer and automatic dish- 
washer, their child sucks on a small candy cane and Mr. Clark holds the three-foot 
cane that will be the present to the family. They serve as advertising. 


where he continued his demonstration 
by showing that with the two basic 
elements of modern laudering, an auto- 
matic washer and a dryer, there was 
no need to keep this once-messy job 
out of the kitchen. He showed the 
operation of the Clark’s Launderall 
and how it was followed by use of the 
Hamilton dryer—a_ particularly apt 
demonstration on two days when tor- 
rential rains were falling outside. 
Waiting for the final demonstration 
was Mr. Clark with trays of frozen 
delicacies to tease the taste of the visi- 
tors and to hold their interest for a 
few minutes while he showed how 
valuable a home freezer can be to the 
modern home and how well its design 
fits into the modern kitchen. He used 
an ll-cu. ft. International-Harvester 
filled with a variety of foods which 
were to be given away in the drawing 
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making use of the registration cards 
That was the scheduled order which 
visitors were to follow before leaving 
by way of the kitchen exit. This 
writer’s observation, however, showed 
that while it served to give all vis 
tors a complete demonstration d 
the equipment, they didn’t leave right 
away. Most guests at the Clarks’ open 
house decided to backtrack, returning 
to one or more of the appliances of 
kitchen features that were of special 
interest to them. Between demonstt® 
tions they asked more questions @ 
Clark and his assistants, and maiy 
asked to receive further demonstfa 
tions and information at a later date 
away from the crowds. At times there 
were 25 visitors in the kitchen. 
While the open-house promotion had 
its purpose, it was not an end in itself 
(Continued on page 180) 
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A BONUS for thorough and complete demonstrations keeps appliance salesmen at Wolff & Marx on their 
toes to see that the customer gets the best instruction in the use and care of the appliances she purchases. 












How to Win Friends and Influence Customers 


The appliance department of Wolff & Marx, 
one of San Antonio’s largest department stores, 


makes salesmen the sparkplugs of a program 


By A. B. WINDHAM 





HE lady cocked her head to one 

side and frowned at the home 
freezer. How long would it last? 
There wouldn’t be any breakdowns, 
would there? Was it very expensive— 
could she pay for it easily? The sales- 
man smilingly answered her questions. 
Just then a well-groomed gentleman 
dressed in a quiet gray suit stopped at 
the lady’s side and interrupted the sales 














j prea 


talk to inquire about the health of her 
family. 

This wouldn’t be unusual except for 
the fact that the gentleman was the 
president of one of San Antonio’s 
largest and busiest department stores 
and he had made it a point to drop some 
important office business and go out of 
his way to speak to a casual customer. 

(Continued on page 102) 
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AS PART of the friendly relations encouraged by the firm with its customers, 
shoppers are invited to operate the appliances in which they are interested and 
which are connected up in the department’s model kitchen. 


C. L. MACNEAL (right), head of the appliance department points out to one 
of his salesmen how the firm works to make and keep friends. As the sign points 
Out, any suggestions the salesman may have along this line will be welcomed. 


1 itself. 
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MOST EFFECTIVE medium for advertising the Electro Mart and its phenomenally successful traffic-building promotions is the daily radio program emanating from the 
store itself. Numerous prizes are given away for properly identifying the daily mystery tune. 


THE LUCKY LADY collects her free record, one of the prizes given away for 
identifying the mystery tune. Everybody who knows the answer can go 
to the store and collect a prize. First winners receive more valuable rewards. 


AELOAU BAI. 


RECORD department can be a 
A real trade booster for the en- 

tire store. Merchandising rec- 
ords at the Dennstedt Electro Mart, 
4102 El Cajon Boulevard, San Diego, 
Calif., has been developed into a fine 
art which is building up volume in 
every phase of the business. 

Why should a store handling ap- 
pliances push a line where it takes 
hundreds of sales to equal the profit 
realized from turning one major piece 
of merchandise? Ken Dennstedt, part- 
ner and assistant manager, has the 
answer : 

“We installed our record bar with 
the idea that people would be more 
inclined to come in for a look around 
if there were inexpensive items like 
records which they could buy while 
in the store,” points out Dennstedt. 
“Every merchant knows that many 
customers are inclined to be a little 
self-conscious about visiting a place 
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where they may not make a purchase. 
And as long as they don’t come through 
the front door it’s impossible to make 
a sale. 

“The record department is now 
bringing in from 150 to 300 peoplea 
day. That’s an important achievement 
at a location where there’s practically 
no foot traffic. We'll probably do 
million dollar business this year with 
only four appliance salesmen. Record 
sales run about 10 percent of the total, 
and there’s no telling how much ou 
dollar volume is increased through the 
pulling power of this one department.” 

Ken Dennstedt and Ted Williams, 
another partner and manager of the 
Electro Mart, worked out a merchat 
dising campaign which never lets the 
public forget that the store is a 
place to do business. Customers hav 
learned to expect the new and unusudl 
of Dennstedt’s. In the space of two 
years the establishment has found the 
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BY EXPOSING from 150 to 300 people a day to the model kitchen, the Electro Mart’s record department and its promotions are largely responsible for the sale of about 15 
complete kitchens every month. The record department's stock is selected to attract older appliance prospects rather than teen-agers. 


4.UETS APPLIANCE SALED...... 


Mart, San Diego, Calif., opened its record de- 


program paying off so well that they 
are now one of San Diego’s leading 
dealers, 


First, An Explosion 


Their first move was designed to in- 
troduce the record bar with a bang, to 
draw the people in with a terriffic in- 
troductory offer. They announced a 
fifty-cent dividend with every dollar’s 
worth of records purchased. If a per- 
son bought a seventy-nine cent record, 
for instance, he received a thirty-eight 
cent platter free. Customers flocked 
to the store to take advantage of the 
saving, and they’ve been coming back 
ever since. 

Once drawn into the store, they soon 
learned that they could get what they 
wanted regardless of their musical 
tastes. Four sound-proofed booths are 
Provided for listening to records. 
There’s a stock of 60,000 discs to 
choose from, running 60 percent popu- 


lar instead of the usual 75 percent or 
80 percent. A higher ratio of popular 
pieces might mean more sales, but it 
would also tend to make the store a 
jive center. The partners are not los- 
ing sight of the fact that they’re in the 
appliance business—they cater to adults 
because they represent the real buying 
potential. 

The opening offer was followed by 
a summer sale to get rid of old stock 
and replace it with a live inventory. 
Public demand is an ephemeral thing; 
it is almost impossible to anticipate 
the probable sale of individual pieces. 
Rather than sit on stock which was 
not turning, Dennstedt’s decided to 
get rid of it in a hurry and in the 
process make more friends. 

As a further inducement, a record 
club was formed a few months ago 
and has been steadily growing until 
it numbers 1,500 members. Those be- 
longing to the club are given first 
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partment it gave 50 cent dividends on each 


dollar's worth of records. Then it bought old 


records for 10 cents each. Now it runs a daily 


give-away radio show. The result: an annual 


million dollar volume—mostly in appliances 


chance to buy marked-down merchan- 
dise which won’t sell. Record cabi- 
nets and players which have been on 
the floor for a long time are announced 
in direct-mail pieces to the club roster. 
Response to mailings runs a consistent 
12 percent and invariably results in 
sale of new as well as old stock. Club 
members are also given a 5 percent 
dividend .on all purchases. 

When San Diego’s leading disc 


jockey moved out of town, Dennstedt’s 
bought his entire record inventory at 
10¢ each and sold them at 29¢. These 
records were practically unused and 
brought in a new crowd of customers 
who recognized their value. 

Next came an offer to buy used rec- 
ords, anything that would play, at 10¢ 
apiece. A veritable deluge of records 
was received. Instead of cash pay- 


(Continued on page 100 ) 
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EARL POORMAN 


manager of 


years to try. 


G-E Appliances, 
N. Y., admits his women-in-sales ex- 
periment is something he’s wanted for 


) 


...» “NOTHING,” says General Electric Appliances, Inc., New York, which 


plans to relieve the current shortage of sales personnel by training 50 or 


more women a month as “salesmen” for its dealers 


By ROBERT W. ARMSTRONG 


YOW that the appliance industry 
NX has returned to a buyers’ market, 
~ normal competition and an ade- 
quate supply of merchandise, dealers 
everywhere have been rapidly discov- 
ering a new shortage—salesmen. Of- 
fering a solution to this problem, 
Laurence Wray, editor of this maga- 
zine, wrote an editorial in the Decem- 
ber issue asking, “What’s the Matter 
with Women ?” 

The first result was a flood of letters 
from home economists, demonstrators 
and salesladies emphatically supporting 
Mr. Wray’s statement that there is 
nothing the matter with women, either 
in general or as appliance sales people. 

The second result was a proposal by 
Earl Poorman, manager of the New 
York branch of General Electric Ap- 
pliances, Inc., to hire and train sales- 
women for dealers. About April 1 the 
company will begin a series of schools. 
Women in groups of 50 will take a 
three or four week course in basic sell- 
ing techniques of G-E and competitor 
products. After successfully complet- 
ing the course they. will be assigned 





to dealer stores near their own homes. 

Mr. Poorman admits that he toyed 
for many years with an idea which 
amounted almost to heresy. It’s been 
a traditional and tacit belief held by 
a large share of the appliance business 
that only men can really sell appliances. 
However, several things conspired to 
induce Poorman to bring his idea out 
into the open. First, there was the 
fact that women have been successful 
in selling appliances. As he says, 
“With a lot of dealers their wives 
actually run the store.” Second, G-E 
Appliances have had remarkable suc- 
cess with women demonstrators. “Last 
April,” says Poorman, “we hired 17 
women to make post-sale demonstra- 
tions of automatic washers for our 
dealers. We only paid them to demon- 
strate, yet they turned in more leads 
than you can believe. I’ve found that 
they like their work so well that they 
go out of here with a pair of pliers and 
a screwdriver and they save us service 
calls by making minor adjustments. 
Nobody told them to do these things 
and they aren’t getting paid for it. I 


MARCH, 








got the idea that if they are so good 
on washers why couldn't they sell 
washers and other appliances, too? 
Not to canvass cold turkey, of course, 
but with the old idea of using the 
user.” 

The third influence was the editorial, 
which, according to Poorman, decided 
him on giving his idea a trial. 


Letter to Dealers 


Early in January he wrote a letter 
to G-E’s dealers including a reprint of 
“What’s the Matter with Women” 
and beginning, “Nothing’s the matter 
with women—I maintain! With the 
shortage of manpower being felt more 
and more, dealers are complaining 
about the lack of men to sell house to 
house—and with a buyers’ market just 
about here, dealers need all the sales 
help they can get. So, we say, Why 
not try women?” 

The letter went on to sing the praises 
of women, pointing out that they tak 
the housewife’s language, often can gt 
in a door that would be closed to? 

(Continued on page 210) 
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..» WOMEN are top producers of appliance sales, according to the Winter Co., Erie, Pa., 


whose Anne Dyleski has been so successful that she is now training other women for the firm 


\ X J HEN a woman sells an appli- 
ance there is just as much 
profit as when a man sells it, 
says Robert Brown, appliance sales 
manager at the Winter Co., 1015 State 
St., Erie, Pa. Moreover, he declares, 
they can sell just as many, which ex- 
plains why the store employs Anne 
Dyleski, who not only sells herself, but 
is also training other women sales 
people. 

While this reporter watched, Miss 
Dyleski greeted a woman who was in- 
terested in a washer, showed and 
demonstrated the firm’s stock, and sold 
one within five minutes, despite the 
fact that the washer purchased was 
not in stock and had to be sold from a 
catalog. 

“Sure,” says Brown, “the lady can 
sell appliances. Anne is training sev- 
eral other girls, too, to fit into our sales 
force. They’re naturals and I wish I 
had more of them. The trend toward 
women sales personnel is developing 
fast. 

“You should see the way Miss Dyl- 
eski works! She knows her business, 
and I think any woman who is really 
interested in the work can do the same 
kind of a job. 


THAT FRIENDLY smile and air of easy confidence goes a long way in convincing the customer that 


she, too, can learn to iron with facility. 
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“Here’s the big argument a sales 
manager can give a woman who is 
thinking of taking up appliance selling, 
but can’t make up her mind: a girl can 
make 50 per cent more at this job than 
she can at practically any office job or 
clerical work—which is their most 
common choice for work.” 


Willing to Work 


His praises of Miss Dyleski’s sales 
ability are high. She puts that extra 
“something” into every approach to a 
customer, and goes out of her way to 
learn how she can close a sale. She 
works long hours, longer than a lot of 
the young aspirants to salesmen’s jobs 
are willing to work. She gets fat pay- 
checks, as a result. 

“She runs all kinds of group demon- 
strations, goes out to homes, makes 
evening appointments, doesn’t leave a 
stone unturned, and of course we love 
that kind of attitude,” said Mr. Brown. 
“Tf you get the right kind of woman, 
you’ve got a top-notch sales lady.” 

He admitted that the Winter Co. 
was fortunate in finding Miss Dyleski 
some time ago, and experienced at 
that. But any store can do the same, 
with a little extra searching, and en- 
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couragement, in addition to fair treat- 
ment. 

Miss Dyleski has some ideas of her 
own about the feminine “salesman.” 

“First of all,” she reported, “I think 
it should be emphasized that a woman 
can often accomplish a lot where a 
man might be stymied right at the 
start. For instance, I know of cases 
where I’ve gotten into homes and 
stayed a few hours, selling or demon- 
strating, where a man was turned down 
at the door. 

“Tt works that way here in the store, 
too, often as not. Some women just 
like to talk to another woman, when 
selecting a major appliance.” 


Experience, Independence, Good Pay 


She pointed out that experience, 
naturally, is.a big asset—experience 
that can be had only by actually get- 


ting into the swim, taking a job in an- 


appliance department and learning the 
ropes. Firms hiring women in this 
capacity should be willing to go along 
on training a woman, have patience 
and compensate them just as they 
would a man. 

Women like to work at a job where 
they can appear at their best, too, she 


stated, and certainly it should be 
pointed out to them, when they are 
hired, that they have a chance to wear 
clothes that are flattering, that they 
can be clean at all times and look their 
best. On the other hand, she cautioned, 
women who have a tendency to over- 
dress, are not fitted for the job—too 
much jewelry or makeup is out of 
place. 

“Another big feature to hold out for 
women who are serious about being 
good appliance ‘salesmen,’ ”’ she added, 
“is the fact that in time they. are just 
about their own bosses. For instance, 
mornings I make leisurely calls at 
homes for demonstrations, or just plain 
public relations and good will work; 
in the afternoon I’m on the sales floor. 

“And I can make calls evenings, if 
I wish, and up my iacome according 
to the effort I wish to put into the 
work. In other words, the ambitious 
sales lady, in the profitable appliance 
field, can do very well for herself, and 
certainly better than she can do at 
most other jobs.” 

Mr. Brown summarized that Miss 
Dyleski was “tops” in her job, and 
that he wished he had several more 
women like her on the payroll. End 








, 


WHEN SHE’S not out making home calls, Miss Dyleski roams 


the sales floor—and adds to her sales totals. 
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THE SMART SHOP occupied by Russ and Dorothy Gray features one of the RUSS AND DOROTHY GRAY, distributors for Fedders-Quiggan air-condition- 
specially designed and built window displays available to dealers at cost. ers in South Florida, at a recent seminar on selling and promotion. 


The vacation resort areas of South Florida 
are fast learning the comforts of conditioned 
air through the efforts of a hard working 
young couple in Miami 





By A. B. WINDHAM 


HUSBAND-and-wife partner- representatives to Miami to size up 
\ ship doing an $80,000 per year the distribution situation with the re- 
business in small, room air-con- sult that the Grays were offered the 
ditioners—that’s the story of Russ and franchise. A trip through the factory 
Dorothy Gray, of Miami, Fla. at Buffalo convinced them that the ar- 
This hard working, sincere young rangement would be mutually profita- 
couple is literally engineering the dawn ble and they were on their way. Their 
of a new day in air-conditioning for distribution territory extends through 
South Florida. Already, in their com- eight Florida counties from Melbourne 
paratively new role as sole distributors to Key West and includes at present 
for Fedders-Quiggan air-conditioners about 25 retail dealers. 
in the lower Florida area, they have “Our selling and advertising pro- 
begun to tap the almost limitless mar- gram is aimed at four outlets,” Mrs. 
ket offered by numerous resort facili- Gray, spokesman for the firm, explains. 
ties basking in the sultry southern “First, there’s the commercial field 
climate. which includes hotels, restaurants and 
The Grays realized the possibilities similar places of business. Second, 
of air-conditioning in Florida some _ there’s the professional field—doctors, 
time ago. Mr. Gray had operated a_ dentists, lawyers and business offices. 
service and repair shop for 16 years Third, the private home, and fourth, 
and was acknowledged as an authority miscellaneous places of business or 
in the field of ventilation. One day, residence. We have a systematic plan 
he recounts, he suddenly stopped work for reaching all these fields and expect 
and asked his wife if she would like to to double or triple our business in the 
go into the appliance business. Mrs. next few years.” 











Gray was willing to take a flyer into As an example of commercial cover- 

_— the new field and soon after, the list of age, Mrs. Gray points to a recent in- 

Miami appliance dealers found a new _ stallation in one of Miami’s most popu- 

A PLUG FOR SMALL UNIT air-conditioners as sold and installed by the Gray addition in the Russ & Dorothy Gray lar restaurants. A large package unit 

firm, is put in by “Uncle Jim’’, popular radio entertainer who broadcasts from Appliance Co. air-conditioner would have deprived 
this booth in ‘the world’s largest grocery store” in Miami. Last spring, the Fedders people sent (Continued on page 166) 
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A PERFECT EXAMPLE of how a small room air-conditioning unit fits into a 
doctor’s office is typified by the nurse comfortably going about her duties 
although the weather may be pretty torrid outside. The Grays are going after 
such office business in a big way. 





ONE OF THE FIRST permanent residence trailers in the Miami area, housing 
a family of five, boasts a small unit air-conditioner installed by Russ and 
Dorothy Gray, who are pioneers in opening up the trailer field of coverage. 








TWO OF THE SIX UNITS installed in one of Miami’s most popular res- 
taurants are shown in the photograph. Installation of small units solved a 
Space problem confronting the restaurant owners. 
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Handpick Your 
ROOM COOLER PROSPECTS 


Room cooler selling depends on outside solicita- 


tion of professional people, St. Louis firm says 


By ROBERT A. LATIMER 











THREE MODELS of package air conditioners are kept in his showrooms at all times 
by Samuel B. Singer, left. 


« UCCESSFUL merchandising of 
package air conditioning units 
is a much easier job than the 

usual electrical dealer suspects—pro- 
vided he concentrates on outside sell- 
ing aimed at the right prospect group, 
according to Samuel B. Singer, presi- 
dent of Schweig-Engel Co., St. Louis, 
Mo. 

Schweig-Engel, a complete electri- 
cal sales and service organization, has 
enlarged three times since opening up 
shop in 1940; and a large part of the 
credit goes to steady turnover in “big- 
ticket” room coolers. Unlike many 
dealers who viewed the room cooler 
as too specialized an item to fit into 
their selling programs, Singer saw 
plenty of opportunity in promoting air 
conditioners among professional men 
in the midtown St. Louis area sur- 
rounding his store, and thus started 
out from the beginning with a com- 
plete stock. He has been actively mer- 
chandising package cooling units now 
for more than 8 years, with the re- 
sult that the Schweig-Engle store has 


one of the largest retail allotment 
quotas in Missouri, and for five years 
sold the biggest volume of Philco units 
in the area. 

“Selling room coolers is mostly a 
matter of figuring out the drawbacks 
to handling them, and setting up a 
sales program to get around these,” 
Singer indicated. “When we began 
in 1940, the average man, or for that 
matter the dealer himself, knew little 
about their cost, operation, how much 
comfort they can produce, etc. There- 
fore, we realized we had an educational 
job on our hands, first with our own 
sales staff, and next, with the public. 
We found that the best market by far 
was the professional man with suffi- 
cient income to afford any kind of 
luxury to keep his office comfortable 
during the hot summer months. But 
with most such prospects, the room 
cooler was something they were 
vaguely aware of, but had seldom con- 
sidered for themselves.” 

To get underway, Singer set up an 

(Continued on page 170) 
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HOME STORE 


Forrest Horrison's rural 
home in Edinboro, Pa. 
is else o demonstration 
appliance store 








WEL MANBON | meer 


ott eeheg mee 











. 
4 or Dp «€ uit 

















From HOME STORE in 1947... 


THE ORIGINAL home store as ELECTRICAL MER- 
CHANDISING described it in November, 1947, was 
Harrison’s own home. 


When Forrest Harrison’s business outgrow his 
home store near Edinboro, Pa., he remodeled and 
expanded into an adjacent barn which is currently 
“capitalizing on curiosity” at the rate of $10,000 
a month, keeps customers happy with a policy of 


prompt installation, good service, and continual 





demonstrations 
















































































































sign, and attractive white siding. 


.. . 10 BARN STORE in 1949 


DOESN’T LOOK much like a barn now—with about 50’ of show windows, shipping-receiving door, Hotpoint 
Harrisan’s home is visible off to right—business outgrew the home- 
demonstration-and-use idea described in ELECTRICAL MERCHANDISING months ago. 


He’s A BARN STORE Dealer Now 


EMEMBER several months ago 

(Home Store, EM, Nov. 1947, 

p. 51), we told you about Har- 

rison Electric, selling from Forrest 

Harrison’s rural home near Edinboro, 

Pa.? Based on a demonstration-in- 

home-use sales technique, and ready 

installation help, Harrison’s business 

threatened to swamp his lovely, road- 
side home. 

So he began to yank studding out of 
the front of a nearby barn. He shingled 
the whole exterior, painted it white. 
He put in a hardwood floor for a sales- 
room about 50x20-ft., installed a 9- 
foot Celotex ceiling, wainscoting and 
built five show windows, four in front 
and one on a side, to give himself about 
50 feet of plate glass for window- 
shoppers. 

He cut a receiving-shipping entrance 
at one side of the front elevation, pro- 
jected a Hotpoint (his main line) elec- 
tric sign from the same elevation, and 
swung open double doors—ready to 
start business! 

Of course it wasn’t quite that simple, 
but you get the idea. Harrison also, 
thoughtfully, sprinkled the parking area 
immediately in front of the barn with 
cuttings from tarred roofing and siding 
material, a fine way to keep down dust. 
Of course appliances of every descrip- 
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INSIDE the salesroom, Harrison prepares.a delivery slip. 
Youngstown Kitchens and Hotpoint are main lines. 


tion were arrayed in neat displays 
throughout the interior. 

Spotlights are installed just over 
the show windows, inside, and focused 
on the gleaming porcelain enamel of 
major appliances—an automatic clock- 
switch turns on these spots from 7:30 
p.m. until midnight to catch the eyes of 
passing motorists. 





$15,000 Inventory 


“I’m running an inventory of about 
$15,000 in this salesroom,” said Har- 
rison. “Trade is coming from Oil City, 
and Titusville, 50 to 75 miles away, 
and I even delivered one shipment 
below Pittsburgh, several hundred 
miles from here! 

“We're doing darned good—iast 
month we grossed over $10,000, and we 
aren’t trying too hard yet. I have Emil 
Kuffer and Frank Harrison, one of my 
sons, helping me, and a part-time sales 
lady in the ‘barn,’ in addition to my 
wife at the house nearby, for answer- 
ing inquiries when the ‘barn’ is closed. 

“Here’s the way I look at it,” he 
confided: “Every farm home is a po 
tential user of about $3500 worth of 
electric appliances—we aim to sew Up 
the whole amount with every customer 
that we supply any one item for.” 
(Continued on page 209) 
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lr the appliance 
dealer is to survive and give 
the proper coverage in his 
territory to the line he repre- 
sents, the other two members 
of the team—the distributor 
and the manufacturer—are 
going to have to take up the 


' slack in their responsibility, 


says this veteran Atlanta, 
Ga., dealer. 


up in the appliance business. 

His father was in the business 
before him, having sold the first radio 
in Atlanta, Ga. In those days, the elder 
Gilham operated one of the first radio 
broadcasting stations in the South, and 
Harry spent a great deal of his 
adolescent days in tinkering with 
crystals, headphones and wire coils in 
the back of his father’s appliance shop. 
Altogether, he has been an appliance 
dealer himself for more than two 
decades and at one time was the dis- 
tributor for Westinghouse products in 
the state of Georgia. 

All of which is an introduction to the 
fact that Mr. Gilham, who owns and 
operates the Gilham Appliance Co., in 
Atlanta, is an old-timer in the business, 
whose word carries weight. Mr. Gil- 
ham is widely known and well liked by 
his fellow dealers, who know him as a 
conscientious and reputable business 
man. He’s successful, too. His present 
store at 1556 Piedmont Ave. has been 
more than doubled in space since he 
opened it in August 1945, and his busi- 
ness has just about tripled. As an 
astute observer of the appliance scene, 
Mr. Gilham has reached some conclu- 
sions on dealer relations with dis- 
tributors and manufacturers which 
should be of interest to the entire ap- 
pliance field. 


H ARRY GILHAM literally grew 


Good Backing Is Needed 


“No dealer can possibly succeed 
without a good manufacturer and a 
good distributor back of him,” Mr. 
Gilham declares. “That should be evi- 
dent on the face of it. We believe in 
purchasing our goods from local dis- 
tributors who represent good manu- 
facturers and our relations with both 
of them are cordial in the highest de- 
gree, What I am about to say is in no 
way a complaint nor a criticism of our 
good friends, the appliance jobbers or 
the manufacturers they represent, but 
is simply an expression of our desire to 
serve them more efficiently. 

“Our business is appliances. The 
manufacturer’s and the distributor’s 
business also is appliances. That makes 
us a team, doesn’t it? All right—what 
the appliance business needs today is 
better team work—a better understand- 
ing all the way around. If the dealer 
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A DEALER’S RESPONSIBILITY to his distributor and manufacturer includes the performance of a thousand favors and a 
“keep-‘em-smiling’’ attitude toward the people in his locality, says Mr. Gilham, shown discussing a coffeemaker with a housewife. 


The Dealer Speaks His Mind 





csc 





THE GILHAM APPLIANCE CO., located at the intersection of two of Atlanta’s major business streets, has more than doubled 
its space and tripled its business since the new store was opened three years ago. 


is going to represent the distributor 
and the manufacturer properly so that 
all three can make a fair living from 
the product they sell, then the latter 
two are going to have to realize that 
they also have a responsibility to the 
dealer, part of which certainly is not 
being fulfilled at the present time. 
“Take the matter of franchises as a 
starter. I recently attended a meeting 
of the National Electrical Retailers’ 
Association in Chicago, at which the 
head of the Committee on Franchises 
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reported that in his investigations, he 
had found one manufacturer of re- 
frigerators and freezers with 46 outlets 
in a city of 125,000 population. A 
manufacturer of laundry equipment 
had 45 outlets, there were 37 dealers 
for a certain line of water heaters and 
26 dealers for one line of ranges. I 
venture to say that city isn’t the excep- 
tion but more probably the rule. 
“Now, | submit that if it is to be a 
dealer responsibility to properly repre- 
sent a distributor by giving him com- 


plete coverage and super sales effort on 
that line exclusively, then he has the 
right to expect the same thing from the 
distributor. Is it reasonable for a dis- 
tributor or a manufacturer to insist 
that a full line dealer represent him ex- 
clusively when that same distributor or 
manufacturer sells to department 
stores, furniture houses, utilities, 
jewelry stores, beauty parlors, cloth- 
ing stores and others, the same line to 
be handled along with these stores’ own 
(Continued on page 204) 
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IVAN PUSCH, R. F. D., Wheatland, lowa, demonstrates how a farmer lugs home BIG SCALE PROCESSING is what ties a locker plant to its customers, Carl Schroeder 
stuff from his locker to his home freezer. maintains. Here he is, getting ready to freeze some meat. 


FARM FREEZERS MAKE SENSE 


Locker plant operator Pat Barden sells freezers to Toronto, lowa, farmers Dru: ask me how he did it 


but a bull out on a farm near 
Toronto, Iowa, “r’ared up on 
his hind legs, missed, and fell back- 
wards upside down into a manger. 
By TOM F. BLACKBURN When the farmer got out to the barn, 
he found a badly injured animal faintly 

waving his four legs. 

To you, in a city, this all is very 
comical. The farmer saw it differ- 
ently: he was faced with the loss of 
1,500 pounds of beef. 

For on the farm it is axiomatic that 
when an animal gets injured it has 
to be butchered right away. Otherwise, 
it is likely to die and $300 or $400 
worth of meat spoils, only the hide 
being rescued. 

In a case like this, Pat Barden comes 
sailing out with something that looks 
like an automobile tow truck. He 
snakes Mr. Bull out of the manger, 
butchers him, whisks him to town, 
cuts up and quick freezes the meat— 
and the farmer pays only for the proc- 
essing of the meat. Butchering is on 
the house, and the emergency call is 
covered by a $2-a-year insurance fee 
which the farmer pays the Pat Barden 
firm. 


This is only one of the strings to the 
HIDDEN BY TREES, 412 miles off the concrete road, the Barden business is in about as obscure a location as possible. bow with which Pat Barden knocks 


and keeps his lockers rented as freezer warehouses for the meat, which 
he butchers and processes 
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SATISFIED CUSTOMERS, Gladys and Floyd Jones have this home freezer on their back porch. 


over an astonishing number of home 
freezer sales. His basic operation, of 
course, is a locker plant. A couple 
of years ago he realized that a locker 
plant is a basic feeder for home freez- 
ers. Having been in the creamery 
business all his life, he understands 
how farmers think even before they 
start thinking. He took on the line 
of Amana home freezers and in a 
couple of years has placed about 136 
of them. First of all, let us say that 
his locker plant is phenomenal in its 
activities. The Darling fertilizer man 
who picks up his hides and fats on his 
regular rounds tells him that his plant 
does as much processing as any four 
average locker outfits. At no cost at 
all, the Barden boys will whip out 
into the country, pick up any animal 
and butcher it free, making their profit 
out of the hides, fats and byproducts. 
The processing of the meat is charged 
for. The meat itself is stuck in a 
farmer’s locker awaiting his pickup. 
“Too many farm boys have had to 
turn the crank of a sausage grinder 
far into the night after doing a day’s 
work,” says Pat Barden. “They have 
acquired a distaste for butchering and 


are tickled to death to let us do it for 
them,” 
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When Pat Barden took on a line of 
home freezers, his method of getting 
business was startling in its simplicity. 

1. Best prospects of all are those 
who are farthest from a locker plant. 
Naturally, it is quite a bit of trouble 
for them to come in and replenish their 
family meat supply. An old Dutchman 
listened to his argument and became 
Pat’s first home freezer customer. 

2. Those who live on dirt roads are 
the next best prospects. It is awfully 
easy to get bogged down in wet 
weather and if you live out like that 
you just don’t feel like coming in on 
wet days. On the other hand, you may 
run out of meat. A home freezer will 
tide you over, making the trip unneces- 
sary. Argument was logical, result 
was sales. 

3. Big families are the next best bet. 
A household with seven or eight 
mouths to feed drop in frequently to 
the locker to stock up at home. Gasoline 
is high priced these days and it is 
easy to convince the head of the house 
that if he has a box at home he can 
fend off the fangs of starvation longer. 

4. Families with stuff that is “ripe.” 
This doesn’t mean anything to city 
folks, but if you jog along the roads 
in any farm community you can spot 
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a place with too many chickens, a 
superabundance of live stock, all of 
which has been fed up to the point 
where it is ready for marketing. It 
won’t get any fatter and will become a 
“boarder” if you don’t butcher it. 


The Case of Charlie Davidson 


Take Charlie Davidson. He has 
twins and five other children to boot. 
Charlie is what might be called a big 
butcher. He rents two lockers from 
Pat Barden and comes in 11 to 12 
miles after meat. 

Not long ago Charlie had several 
extra steers on hand which were on 
the verge of becoming boarders. So he 
called up Pat Barden and had them 
picked up and butchered. That meant 
he had a lot of extra meat on hand. 

“T took a home freezer out and left 
it on trial with Charlie Davidson,” 
relates Pat Barden. “I-told him his 
lockers were full and with this extra 
meat he might as well pay for the 
electricity as I. You don’t have to buy 
it, I told him. Just keep your meat 
there.” 

Charlie didn’t come in for two 
months for meat. He was surprised 
at how handy it was to have a home 
freezer on the premises. 





Gladys has just frozen some tomatoes. 


One of the early mistakes Mr. Bar- 
den made was to sell too small a box 
to a family. One farmer has four five- 
foot boxes operating. It’s all right, 
but those second hand small boxes are 
beginning to come back home in trades. 
When Pat Barden sells a second hand 
box, he resells it for approximately 
half the price of a new one. There are 
farmers without dough just like the 
town people without money, even 
though they are scarcer. He feels that 
a farm family of four needs at least a 
10 ft. home freezer. They rent a locker 
which contains 5 cu. ft. and take stuff 
out of it home to the freezer. 

He feels that the locker plant can 
work perfectly along with the home 
freezer people. 

“Take Mrs. Hurd Mills. She called 
up not long ago and said her box was 
not working. It runs all the time. ‘What 
have you done with it, Mrs, Mills?’ 
I asked.” 

“ ‘We just put 110 pounds of meat in 
it and it’s going crazy,’ she said. 

“Don’t you know that amount of 
meat has to go through the sharp 
I asked her. ‘You can’t slap 
that amount of stuff into a home freezer 
and expect it to sharp freeze evenly.” 

(Continued on page 208) 
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ANNUAL 


LAUNDERING 
CONFERENCE 


Industry experts analyze latest develop- 


gent fields 


ments in washer, ironer dryer and deter- 


<4 HE lightning flashes of quick 
comment,” declared Joseph H. 
Choate in his book “The Art 
of Cross Examination,” “probably re- 
veals the truth better than any other 
medium of expression.” 

And the running fire questions and 
answers about laundering problems 
which puzzled the experts at the sec- 
ond National Home Laundering Con- 
ference in Chicago last January re- 
vealed an interesting and diversified 
point of view. Without attempting to 
condense these comments and expres- 
greatly, we present the 
following highlights of opinion: 


sions too 


Washer Discussion 


On the subject of demonstration and 
service for all types of laundry equip- 
ment, Edith Ramsay, American Home, 
said: “The weakest link (in the washer 
industry, which sold $10,200,000 worth 
of washers in the last three years) is 
the lack of demonstration and service.” 

Continuing the same theme, Natalie 
Barry, General Electric said: “Laun- 
dering fragile stuff, untutored, can 
give a washer a black eye. The advent 
of the modern automatic home launder- 
ing equipment has raised the home- 
maker’s washing standards almost 300 
percent. And the housewife today ex- 
pects to be able to wash many fragile 
garments she would never have 
dreamed of tossing into her machine 
a few years ago. She must be in- 
structed, however, to place these 
dainty delicacies in a pillow slip or 
muslin bag before they go into the ma- 
chine to insure against disastrous 
results.” 

Elizabeth Sweeney, McCalls, sug- 
gested that manufacturers provide a 
home demonstration after each pur- 
chase. “This is most helpful after a 
woman has used the machine two or 
three times experimenting by herself,” 
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she said. “The demonstrator should be 
a local expert. And the washer manu- 
facturer should provide a school book- 
let of instructions and use. The in- 
structions should be complete. And a 
pre-check by dealers or distributors 
should be made before an automatic 
washer is put into any home, to see if 
facilities in the home are adequate, and 
to study installation problems before 
the washer is delivered.” 

Washer design and finish brought 
forth an interesting point of view from 
Enid Sater, U. S. Dept. of Agriculture: 
“Girls in our laboratory,” she said, 
“like the top opening automatic 
washer—the type of tub that opens 
up at the top so you can see that all 
the small pieces are out. In some ma- 
chines clothes become badly tangled 
during the wash period, and as a re- 
sult do not rinse properly during the 
rinse period. Lint, too, is sometimes 
trapped in these tangled clothes. And, 
sometimes the machines do not fill 
properly. Another problem that gives 
us trouble, is the fact that different 
machines use different amounts of 
water,” she continued. “This compli- 
cates the matter of how much soap to 
use in an automatic.” 

Roy A. Bradt, vice-president, The 
Maytag Co., asked: “One point I’d like 
cleared up in my mind is whether or 
not women are misled or dissatisfied 
with the number of pounds of clothes 
their washer will hold?” 

“We at General Electric,” Miss 
Barry contributed, “used to rate a 
washer by sheets, but now it is done 
by the pound. I have seen women 
weigh sheets—eight or nine pounds 
of them—and try to wash them in a 
single load. The machine simply 
wouldn’t do it. Emphasis on the load 
turnover is more important than the 
poundage. The pound rating as well 
as the sheet rating has been proven 


misleading as a common denominator,” 
she added. “Some washers can wash 
up to 14 lbs of certain garments 
(chenille, bedspreads, quilts, etc.) and 
only up to 6 lbs of other items. The 
smart housewife will put in just 
enough clothes to turn over in the ma- 
chine with ease.” 


The lroner Picture 


Betty Genger of Woman’s Home 
Companion vouchsafed the opinion 
that “too many small pieces are ironed 
in demonstrating ironers. What is 
needed are the big pieces for first 
demonstrations. We also need post- 
sale demonstrations of ironers in the 
home.” 

“Teach women to operate the con- 
trols before teaching them to iron a 
shirt,” said Marian Stanton of Sim- 
plex. “Otherwise they will discard the 
ironer as being no good.” 

Miss Olson of Hamilton Mfg. Co. 
said: “If an appliance is not installed 
in the home right, it won’t operate 
right; if it doesn’t operate right— 
everything is in vain.” She further 
admitted that home economists are 
sometimes at fault in not seeing that 
adequate service is given on laundering 
equipment. 

Natalie Barry, General Electric: 
“Shirts and blouses are less than 20 
percent of the laundry. Some 60 per 
cent are items the housewife can sit 
down to do. Salesmen over-sell the 
ironer. The customer gets the idea she 
can flip the clothes into the ironer and 
they are done. Yet she knows she 
can’t take a new car smack down Main 
Street. No homemaker expects to do 
a shirt the first time. We pull for the 
square inch story, compare the number 
of square inches you can do with a 
hand iron against what you can do with 
an automatic ironer.” 

Cleo Foley, Ironrite: “An average 
eight-hour ironing can be cut to four 
hours because the ironer never gets 
tired. It just goes on and on. When 
you stand up, you can’t help but get 
tired,” she added. “The last of your 
job is not as well done as the first, as a 
consequence. 

“There is no better way to start 
teaching a woman to iron with an iron- 
ing machine,” she continued, “than to 
have her start to work on a towel. Let 
women sit down and watch. Get them 
up to the ironer gradually. We have 
found that by hand you can iron a 90 x 
108 in. sheet in 11 min. 5 sec. The 
ironer will do it in 3 min. 34 sec. A 
ruffled 14 in. curtain takes 14 min. by 
hand; the ironer will do it in 8 min. 
4 sec. By hand a 54 in. cutwork table- 
cloth can be done in 12 min. 13 sec; by 
ironer in 3 min. 

Marian Stanton, Simplex: “The 
constant pressure of an ironer is a 
strong selling point.” 

The important subjects of proper 
preparation of clothes before ironing 
them with an ironing machine and 
temperature ratings were then brought 
up, and Mrs. Foley expressed the opin- 
1on that “There is need to bring out 
the proper preparation of clothes be- 
fore ironing. People should know how 
to starch.” 

“Do you sprinkle more or less with 
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the ironer ?” asked Elizabeth Sweeney, 
McCalls. 

Mrs. Foley: “TI think less.” 

“What do women like in the way of 
temperature ratings on ironers?” asked 
Eleanor Ahearn, Frigidaire Corp. 

Mrs. Foley: “We used to use de- 
grees, and have turned to fabric speci- 
fications.” 

M. A. Toussaint, Conlon: “Moisture 
control is more of a controlling factor 
than the fabric. Another thing: Damp- 
dry doesn’t mean taking the laundry 
out of the washer and slapping it into 
the ironer. Perhaps the term, ‘slightly 
damp’ or ‘wet’ should be used. The 
bimetal thermostat of the ironer js 
within 15 degs. of being accurate. In 
my opinion, clothes should be just 
south of being bone-dry.” 

Enid Sater; “In our opinion, 33} 
percent of the dry weight moisture 
gave the most accurate and satisfactory 
results. With the ironer, you don’t 
have the clothes open for evaporation 
as with the ironing board.” 


Dryers 


Mrs. Mary Hall, Consolidated Gas 
Co. (N.J.): “We put dryers in the 
home on a free test. We placed 50 and 
not one came out after 30 days. Sum- 
mer weather was not the primary 
reason for using, we discovered. From 
July 15 to August 20 we placed 227 
more. Today 578 dryers are operating 
in our territory. A survey of 270 dry- 
ers revealed that 267 liked them. Some 
123 considered them a saving of time; 
97 liked the finished product; one 
physically handicapped woman dis- 
covered that now she can do all her 
own laundry. A dryer saves on baby 
clothes. Only seven disliked the mois- 
ture and only 5 disliked the lint. Some 
women wanted to over-dry the clothes, 
some wanted bigger lint traps, and 
some wanted flues for moisture. They 
wanted a longer interval on timer as 
an hour was not quite enough. Some 
asked for drop-leaf shelves for unload- 
ing and a bell on timers to notify the 
housewife when it was stopped. 

“We found dryers are used any- 
where from one hour per week to 24 
hours a week (41 people used this 
one), 

“Among the dryer owners, 151 of 
270 people also had an automatic 
washer ; 84 used a wringer type washer 
(which I think does the best job) ; 31 
used the spin-dry type; 23 of 270 em- 
ployed a hand iron and ironer, and 19 
used an ironer exclusively. 

“We do not encourage people to 
keep on the pilot light and 242 out of 
270 turn off the pilot light when they 
are through. We give a home demon- 
stration when the dryer is installed.” 


Soaps and Detergents 


Mr. O’Connell: “We are taking ex- 
ception to the hasic advertising that 
the quality of visible suds is the meas- 
ure of efficiency.” 

E. H. Geldhof, Nineteen Hundred 
Corp. Even synthetic outdoes other 
soaps in the craze for suds. In one test 
the suds went 16 inches above the ma- 
chine. Three to four inches of suds is 
too much. I think one inch is enough.” 

(Continued on page 174) 
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Betty Crocker will ask millions 
of women this question: 
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COMPARISO} |-- 43 making women 
dissatisfied with old-fashioned 
irons. 
COMPARISON-~is making the 

General Mills Tru-Heat Iron 
the largest selling iron 

in the country. 
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The 8T244 ...“The Sightseer”—another 
exceptional “Eye Witness” television value . . . 
with handsome matching table. 

The 8T244, like all RCA Victor instruments, 
has faster turnover. Your customers want high- 
est possible quality at a fair price... they 
get just that with RCA Victor. 


ONLY RCA VICTOR 
HAS THE “GOLDEN THROAT” 


RCA LI 
ONLY RCA VICTOR MAKES THE VICTROLA “Victrola"“=T. M, Reg. U. S. Pat. Off. DIVISION OF RADIO CORPORATION OF AMERICA 
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Thrilling Value ...a top quality RCA 
Victor instrument, housed in a “‘fine 
furniture” cabinet with matching stand, 
makes the 8T244, dollar for dollar, 

a BUY for your customers. 


Steady, Clear Pictures, Increased Easy, Sure Tuning ... RCA Victor 
Sensitivity. Improved RCA Victor Eye Multi-Channel Station Selector makes 
program selection effortless, and com- 
pletely automatic. Brings stations in 
clear and strong. 


Witness Picture Synchronizer electroni- 
cally “locks” pictures in tune with sending 
station .. . strengthens noise immunity. 


eereeeveeveee8 


“The Sightseer” is easy to demon- 
strate... easier to sell. The 10-inch 
picture, amazingly low price, and 
outstanding quality make this 
instrument a fast seller. 

Consistent, dynamic RCA Victor 
advertising builds up a powerful 
demand. You turn this demand into 
profits when you display, advertise 
and demonstrate RCA Victor 
instruments. 





Foolproof Warning ... A “Power 
on”’ Circuit makes face of picture tube 
glow white when television transmitter 
has gone off the air and the set has 
been left “on.” 


Stunning Cabinet .. . A distinctively 
charming piece of exceptionally fine fur- 
niture, with doors which may be closed 
when the set is not in use. Available in 
walnut, mahogany or blond finish. 


RCA VICTOR—World Leader in Radio . . . First in Television 
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Youll Sell More of “/hese 


CHAMPIONS 


aud make 
MORE 
MONEY 











































NINE LINES of mixers are displayed at the Colfax Radio and Appliance Co., Denver, 
Colo. 





* e << 
Merchandising Mixers 
| If you carry all the brands and keep 
| on your toes you're all set, says 

Ben Zeidman of Colfax’s, Denver 


ERCHANDISING electric mix- like to select carefully ,and to make 
ers successfully requires a lot | sure that no sales will be lost because 
more than merely displaying them the prospect “wanted to look at the 
somewhere in the small appliance de- other makes.” The mass-display lineup 
partment, according to Ben Zeidman, on the wall shelf devoted to mixers 
head of Colfax Radio & Appliance Co. includes Westinghouse, Sunbeam, 
in Denver, Colorado. Hamilton Beach, Dormeyer, Universal, 
Zeidman recently won a lot of plau- KitchenAid, General Electric and ( 
dits from the Colorado Public Service other brands, in price ranges from 
Co. for selling the city’s outstanding $25.00 to $54.95; a selection which few 
: volume of electric mixers. His 1947 dealers even in the downtown district 
volume topped even the largest depart- 40 blocks away can match. “We started 


ment stores, chiefly due to excellent out with two brands ten years ago,” 


to get that steady, sure volume and merchandising methods. Zeidman said, ‘“‘But soon found that no 
keep it coming your way. Champion The Denver appliance retailer de- matter what brands we displayed, 


cided long ago when opening up his there were always customers with 
East Colfax store that the small appli- something else in mind. Putting them 
ance department is invariably the dul- all in solved that problem once and 
nearly fifty years. lest spot in any dealership. Therefore, for all.” 

he resolved to specialize in a few Zeidman’s most powerful merchan- 
better-known small appliances, and dising ace with the nine brands is to 
make certain that the average family parade them all through the window— 
identified him with these few. Conse- one at a time. Each day a different 
quently, although the store carries the mixer goes on display in the main dis- 
usual run of small appliances, Colfax play window, where at least 1,500 
Radio & Appliance Co. is best known people per day get an opportunity to 
for roasters, mixers and popup toast- look at it. The back of the window is 
outright sale to wholesaler—no red ers, the three items which Zeidman trimmed with photographs of mixers 
considers have the most gift appeal. in use, recipe books, etc, which remain 
The three appear spotlighted on three permanently in place, while a new 


lamp quality of performance has been 
established and demonstrated for 


They're easier to sell... 


tape, no restrictions, no obstacles in 


the way of getting the business you wall display fixtures the year around, mixer goes in each morning. “Showing 

go after. and each gets the benefit of individual a different model every day means that 

window displays, separate newspaper women who shop in the same stores 
advertising and other promotion. daily get an idea of our extensive stock 


Electric mixers occupy the No. 1 without coming in the store,” Zeidman 
display spot, because Zeidman has been _ stated. “Frequently we have house- 
extremely successful in promoting wives coming in who have noted the 
them as gifts, for anniversaries, Christ- constant change, and want to see that 
% mas, wedding presents, and other pur- mixer we showed last Tuesday or Fri- 

4 poses. “We believe that there’s day. We always use card signs such 
c they get to you at lowest over-all cost, probably no present more welcome to as ‘the perfect gift’ with every mixer 
any bride or housewife than an electric display, and feel that this continual 
mixer,” he indicated, “and conse- reminder has sold a lot of machines to 
quently, make it a point to indicate our husbands who shop in the neighbor- 
large line of mixers to every customer _ hood.” 


maximum discount. 

















who comes in for any purpose, inviting Other signs read “Every Housewife 
them to remember the stock when gift Needs One” and “The No. 1 Kitchen 
| buying time comes around.” Help” etc. Once in awhile Colfax 


CHAMPION LAMP WORKS £ 


Radio & Appliance Company displays 





| Carry Nine Brands : - $ cog 
— ia? é a mixer whirling away in action in the 
| oa . aL ° . . . . . 
| Lynn. Massachusetts xi jaan IFce eet Colfax carries nine leading brands window, a policy guaranteed to stop 
i hie 4 AR ee Prerrreen ‘s ata | of electric mixers simultaneously, on _ traffic. 
: : | the theory that brand-conscious women (Continued on page 88) 
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FLUID PUMP 


A scientifically designed 


pump that is the recognized * 


leader of the field. Principally 
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employed as a water recircu- 
lator in evaporative air condi- 


tioners. Thousands in use all 
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over the world. Two models. 
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FOR COMPLETE INFORMATION WRITE TO 


©——— AMERICAN METAL PRODUCTS COMPANY 
dadrPSd AS P.O. BOX 7037 -- SYLVANIA STA. -- 4901 MARSALIS AVE., FT. WORTH, TEXAS 
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BIG-VALUE 
MODELS 


all with the 
Shelvador 





PAGE 8€ 


MARCH, 1949—ELECTRICAL MERCHANDISING 











GOTT ¢ WoMANS ANGLE 


CROSLEY’S GOT WHAT WOMEN WANT 


No other refrigerator on any sales floor can match what Crosley’s 


got—the Shelvador!* It’s a Crosley exclusive! What a sales angle you’ve got in 
those extra feet of ‘‘front-row’’ space! 


YOU CAN SELL MORE WITH SHELVADOR! 


Yes, now that selling is back in the picture, Crosley really gives you 
something to sell! Here’s a refrigerator you can demonstrate, not just point to. 
Why work up a lather trying to push old-fashioned types when Crosley gives 
you a modern refrigerator—with the Shelvador plus. 








A big freezer compartment with ample room for up to 50 lbs. of frozen foods. 
Norm-Cold compartment for foods that don’t need frozen storage. 


Plate-glass-enclosed Moist-Cold compartment where foods just can’t dry out — 
even when left uncovered. 


Handy Ever-Dry Storabin—snuggest spot in the kitchen for foods that should 
stay dry without refrigeration. 


+ + + + 


And Crosley supports dealer selling efforts with the most powerful ad campaign 
in Crosley history—a consistent, month-after-month, high-powered advertising 
push on Crosley products. 


Phone the Crosley distributor in your area, or write for full details of 
the big 1949 Crosley profit opportunities. Crosley Division, Avco Manu- 
facturing Corporation, 1329 Arlington Street, Cincinnati 25, Ohio. 








a cael 

















ne ee Sn 


*T.M. Reg. U.S. Pat. Off. 


WoMmaw 


and, only Crosley tan thin feature | 
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TOR COOLER RANGES 
AND CONTENTED COOKS” 














“READ REGULATION ‘W’ AND THEN GO PUTA - 
DOLLAR DOWN IN SOME SAVINGS BANK!” 
E 
fe 
Merchandising Mixers N 
CONTINUED FROM PAGE 84 sommes S$ 
| 
| This idea led into acitve demonstra- C 
| tion in the store. With many of the 
| electric mixer lines incorporating C 
juicer heads, squeezers, and other at- 
| tachments, Zeidman devotes a heavy C 
| table in front of the wall mixer display A 
to active demonstration. When a Lu 
woman displays interest in a particular ° 


model, it is a simple matter to lift it 
down, plug it in, and let the mixer 
blades whirl in handy bowls of water, 
salad oil, etc. Activating the various 
attachments and special features built ~ 
into each brand of mixer has had a lot © 
to do with clinching sales “right now” ~ 
where otherwise women would have to 7 
visualize application of the unit to 7 
potato mashing, fruit drink prepara- 
tion, making icings, etc. “Later on, 7 
when selling becomes a bit more com- 
petitive, we'll probably use actual food ~ 
ingredients and let a woman economist © 
handle the demonstrations,” the Den- 7 
ver appliance retailer said. “Now, 
however, there is still such a strong © 
demand for mixers that merely demon- 7 
strating with bowls and water has been 7 
adequate.” q 
Zeidman makes 30 day open accounts © 
or time payments available to mixer 
customers, but has sold 90% of them | 
for cash. The most popular price range © 
is $40, and he therefore keeps two 
models of each brand in that range on 
display in the wall fixture. End — 





































































FIBERGLAS* 
Helps you tell the story 


Madam may not know a weld from a welterweight, 
but when you start talking insulation and FIBERGLAS 
—that’s in her line. FIBERGLAS Insulation she knows. 


And she regards it as evidence of quality construction. 





When you mention it as a feature, it helps her sell 


herself. Try it today and see. 





-+.a@ swell feature to HAVE 


OWENS-CORNING 
-+-@ swell feature to SELL 


FIBERGLAS THERMAL 


ta 088 4A Pat Orn N S UJ LA T | 0 | 








*Fiberglas is the trade-mark (Reg. U.S. Pat. Off.) of Owens-Corning Fiberglas 
Corporation for a variety of products made of or with glass fibers. 








“HOW MUCH IS A RECORDING OF TONIGHT'S 
DOINGS WORTH TO YOU?” A 
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3SCRIPTION ORDER CARD 


Enter my new subscription for ELECTRICAL MERCHANDISING 
for 3 years for $4. I'll send money on receipt of your bill. 


Our business is 


Above rates are for U. S. and U. S. possessions ONLY. 


CAMADA: $3 (0 ! yerr. .. $8 0 2 years . $6 1 3 years (payable in Canadian or U. S. funds). 
LATIN AMERICA: $5 (1) | year. . $8 (2 years $10 () 3 years. 
OTHER COUNTRIES: $15 | year . . . $25 () 2 years . . . $30 [) 3 years. 3-49 
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America’s Top Dealers Agree That 
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= ae |S the Industry's Best Answer 
amen 
a 6S 
— to the “Buyer’s Market” 
i 
= uyers Marke 
me aN 
—- Here’s what America’s smartest retailers are doing about 
oil mounting consumer resistance to present prices: They’ re 
wn buying the Bendix Radio Success Line in huge volume . 
oe giving it top priority in advertising and floor display . . . 


making it their key radio and televi ision line for “49! Here’s 
why they rate it tops: Careful comparison at the Winter 
Mart proved conclusively that Bendix Radios combined more 
sales appeal at lower prices than any other models on display— 
and that the Bendix Radio and Television Direct-to-Dealer 
Program provided more profit opportunities and greater 
profit protection than any other plan offered today. Get 
the facts, make your own comparison, and get going with 
the Success Line for 49. 





Glamorous, decorator-styling . . . long-range, 
AM and FM, big speaker and an all-front 
control record changer with crystal tone repro- 


ducer add up to the biggest 
“buy now” value in radio. $169%5 







With combined standard and 
LP record changer $179.95. 







Everything a customer could ask for, including 
a new single tone arm record changer playing 
both standard and LP micro- 

groove records automati- 3 9 5 
cally and special long-range ——— 
AM and FM radio. 







Always popular period styling at its brilliant 


best plus long-range AM- 
FM radio and combined } 95 
standard and LP automatic — 
record changer. 





— = 
| BENDIX RADIO} BENDIX RADIO DIVISION of 
~— — BALTIMORE 4, MARYLAND 


REG. U.S. PAT. OFF. AVIATION CORPORATION 


par 4, Oendix Radio_/Direct-To- 


and Television Dealer PLAN! 
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For the past two years, the sales volume of Storage Type Electric 
Water Heaters has been over 1,000,000 units a year. This represents 
more than $126,000,000 annual sales volume, and that’s not peanuts 


in anybody's language. 


If you didn’t promote and sell Electric Water Heaters, how much 
of that volume did you miss? 


Proof that Electric Water Heaters are what people want 
Not only actual sales volume but surveys—by such magazines as 
McCall's and Successful Farming, by the Office of Civilian Require- 
ments, and NEMA—show the rapidly increasing demand for modern 
Automatic Electric Water Heaters. 


Here’s WHY people want Electric Water Heaters 
This trend is growing daily as people see for themselves the many 
advantages of the modern Automatic Electric Water Heater: 


(1) Auromatic (continuous hot water, no attention); (2) CLEAN 
(smokeless, sootless); (3) DEPENDABLE AND TROUBLE-FREE (as 


Mere you there when\ 


electric light); (4) Economica (fully insulated storage, short hot 
water lines); (5) Sare (all electric, dependable temperature control); 
(6) FLEXIBLE (can be installed anywhere, even in living quarters; 
no flue or vent). 


Here’s why dealers like to sell Electric Water Heaters 


Not only do people want to buy Electric Water Heaters, but dealers 
like to sell them because of: 


® Larger Individual Sales. One Electric Water Heater repre- 
sents as much dollar volume as two or three smaller appliances. Each 
sale also represents... 


® More Profits for You. Dealers make attractive profits on the 
sale of Electric Water Heaters. And there is also the added advan- 
tage of... 


@ Pleased Customers who come back to you for other electrical 
appliances and services. 

That’s why you're missing plenty of sales and plenty of profits unless 
you stock and sell modern Automatic Electric Water Heaters! 
























ELECTRIC WATER HEATER SECTION, 

155 East 44th Street, | 

BAUER + FAIRBANKS MORSE + FOWLER «+ FRIGIDAIRE +« GENERAL ELECTRIC «+ HOTPOINT 
NORGE + PEMCO + REX « RHEEM « SELECTRIC + SEPCO « SMITHWA! 

L 
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During the six years preceding war-time manufacturing restrictions, 
sales of Automatic Electric Water Heaters almost tripled. Since the 
war, sales have really soared. The years 1947 and 1948 showed a gain of 
more than 500% over the best pre-war year. This points to a high vol- 
ume for years to come. The Electric Water Heater is what people want! 
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1935 1936 1937 1938 1939 1940 1941 1942 1945 1946 1947 1948 
Source: January, 1949 Statistical Issue, Electrical Merchandising. Industry Figures developed from Statistics compiled by NEMA. 


ECTION, National Electrical Manufacturers Association 

Street, New York 17, N.Y. 

‘POINT | HOTSTREAM + JOHN WOOD + KELVINATOR + LAWSON + MERTLAND + MONARCH 
rHWaAY THERMOGRAY +* TOASTMASTER ¢ UNIVERSAL +« WESIX + WESTINGHOUSE 


SING ELECTRICAL MERCHANDISING—MARCH, 1949 PAGE 91 





THE SAMPLE LUSTRON HOUSE erected in Milwaukee recently drew crowds like 
this. The large sign in the foreground (visible from the rear) shows what appliances, 
etc., are included in the contract price. 


_Lustron Homes Feature 
Variety of Appliances 


Sample prefabricated house erected 
in Milwaukee includes electrical 
equipment in the purchase price 


© ped one prefabricated house Appliances figure heavily in the 


Profit from hot, sleepless summer nights! Your pros- 
pects will like Lonergan’s “Nite Cooler; a sturdy, 


seems to have struck forcibly the 
imagination of post-war America. The 
makers of the Lustron home recently 
claimed to have enough orders—in the 
face of steel shortages and physical 
plant limitations—to keep them busy 
for the next year and a half. Some- 
thing like 40,000 units are expected to 
come off their assembly lines during 
1949, and promises of delivery are 


$8000 investment every Lustron pur- 
chaser makes. In the recent sample 
house set up by Lustron in Milwaukee, 
Wis., their presence may have been 
obscured at first by the sleekness of the 
construction itself— all steel, enameled, 
“requiring no painting or decorating 
for the life of the house”—but they 
came in for their share of attention be- 
fore long. In the purchase price of the 


attractive window-type home cooler that quickly fits 


necessarily indefinite. 
into any average window, circulates fresh, cool night 


(Continued on page 96) 


air throughout the entire house once every 2 minutes! 


“Nite Cooler” is easy to show, easy to sell for steady, 
summer-long profits. “Nite Cooler” has a sturdy, 
silent 4-blade propeller fan, 2-speed motor control, 
6th h.p. motor built for lifetime service. It’s a real 


quality fan at a competitive price! Customer installs, \ 
using only a screwdriver. Be the first in your territory 
with the Lonergan “Nite Cooler”! Write now, for - 


free details! lat 
LV 


The Lily lonerqan Line for 49/ 


MAIL COUPON ®eoeeeeeeeeeeeeeee 
Lonergan Manufacturing Company 
Gentlemen: Albion, Michigan 
Send me free details on the Lonergan “Nite Cooler” fan at once! 


NAME 


ADDRESS. 





COMPLETION OF OUTSIDE PANELING is carried out after electric wiring and 


- ) ——— —__ ZONE __ STATE other necessary installations are completed. 
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KITCHENS 


VIRTUALLY CUSTOM-BUILT 



















the ha 7 
yer -rrom 4 “PACKAGE LINE 
imple 
ukee, 
been * In addition to these porcelain, lin- 
f the oleum and stainless steel top sink units, 
eled, LYON offers a wide range of steel b 
sting ge of steel base 
ther cabinets, wall cabinets and special pur- 
n be- pose cabinets. The line makes it possible 
»f the for you to offer what are practically cus- 


tom-built kitchens—at substantially lower 
prices. 


SINK UNITS SHOWN ARE 
IMMEDIATELY AVAILABLE 
Also included in the LYON line are stand- 
ard porcelain sink top units in 42” and 
54” widths—Linoleum and Stainless Steel 
Units in 66”, 72”, 84” and 96” lengths. 


LYON meta propucts, inc. 


General Offices: 321 Monroe Avenue, Aurora, Illinois 
Branches and Dealers in All Principal Cities 











A PARTIAL LIST OF LYON PRODUCTS 


© Shelving © Kitchen Cabinets © Filing Cabinets © Storage Cabinets ¢ Conveyors © Tool Stands ¢ Flat Drawer Files 
® Lockers © Display Equipment ¢ Cabinet Benches ¢ Bench Drawers ¢ Shop Boxes ® Service Carts ¢ Tool Trays ¢ Tool Boxes 
*® Wood Working Benches ¢ Hanging Cabinets ¢ Folding Chairs © Work Benches ¢ Bar Racks © Hopper Bins © Desks @ Sorting Files 


e Welding Benches @ Drawing Tables ¢ Drawer Units @ Bin Units © Parts Cases © Stools @lroning Tables 





© Economy Locker Racks 
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) SLIMLINE LAMP 


Amazing new G-E slimlines offer you the 
greatest promotional opportunity in years 
continuous lines of light with few breaks. Recommended 


Here’s the biggest news in fluorescent since General Electric for general lighting. 

developed the first practical fluorescent lamp over 10 years ; 

ago! G-E slimline fluorescent lamps—world’s most advanced _ , i _— 

source of light—are now available in quantity! F72T8 Six feet long, one inch diameter. Excellent for 
Think of the customers for slimline lighting—stores, offices, valance and cove lighting, cise general fighting. 

factories, schools, restaurants, theaters, show-rooms, bowling 

alleys! Just think of all the new lighting business you can get 

with this great new product! 
Four sizes of General Electric slimline lamps are available 

for general and special lighting applications. And many new, 

improved fixtures made especially for G-E slimlines are now 

on the market. For full information on G-E slimline produc- 

tion, price, application and promotion, contact your G-E 

lamp office today! 


LATEST ACHIEVEMENT OF THE G-E LAMP RESEARCH THAT HAS 
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EIGHT BIG NEW SELLING ADVANTAGES 


1. MODERN, STREAMLINED APPEARANCE. General Electric 
slimlines—up to eight feet in length— provide long, con- 
tinuous lines of light for unique architectural effects. 


2. INSTANT START. No starters are used. Just flick the switch 
for sure, instant starting. Special ballast provides neces- 
Sary starting voltage. 


3. HIGHER EFFICIENCY. Slimlines are the most efficient fluo- 
rescent lamps made. 


4. EASIER TO INSTALL AND MAINTAIN. Single pin base fits 
new push-pull type socket. One man can easily install 
and replace. 


G.E.’s powerful advertising campaign 
breaks the good news to your customers 


News about G-E slimlines is getting big, nationwide coverage 
with spreads in Time, Newsweek and Business Week, followed 
by more hard-hitting ads, all reaching your customers. Look for 
these ads (Post, February 19; Time, February 21 and March 21; 
Business Week, February 12 and March 12)! They mean more 
slimline sales for you! 


Call your General Electric lamp office today and get set for G-E 
slimline fluorescent lamp business. 


5. SIMPLIFIED WIRING. Elimination of starter simplifies wir- 
ing, reduces maintenance. 


6. THREE BRIGHTNESS LEVELS with one lamp. Operate G-E 
slimlines at 100, 200, or 300 milliamperes by changing 
ballasts only. 


7. BETTER LIGHT CONTROL. Small diameters permit use of 
smaller reflector to give better direction of light. 


8. LONG LiFe. Although the last published rated life was 
from 2500 to 6000 hours (depending on frequency of 
“on” and “‘off’’) many users are reporting considerably 
longer life. 











G-E LAMPS 
GENERAL @@ ELECTRIC 


PIONEERED ALMOST EVERY MAJOR DEVELOPMENT IN FLUORESCENT 
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A complete fan line with more exclusive features 
. . + For cool comfort in every room in the house 
. + For easy selling to every prospect 


Satisfy the increasing demand for truly scientific hot 


weather cooling with exceptionally efficient Berns Air 











NOW WITH FILTERED 
AIR ADAPTER! 


Double the value of the Reversi- 
ble Window Ventilator! Make 
two sales instead of one! Build 
profitable repeat business! This 
filter unit attaches to the four 
screws of the reversible fan. Of 
fers wonderful relief from hay 
fever, asthma and similar con- 
ditions, eliminating 99% of 
dust, soot, lint, pollen, etc 
Standard filter is easily replace- 
able. in 10 12° and 16” sizes, 
matching White Enamel or Sun 
set Tan finish 


WINDOW VENTILATOR with "Living Room” Styling 


The smart, modern lines and handsome Sunset Tan finish are designed 
to blend with any room interior. Requires no installation—offers really 
economical cooling for easier, more profitable sales. Complete with 
cord and plug—just plug in and use. Extremely quiet in operation. 
In 24” and 30” sizes. 





King Fans. There’s eye-appeal and price-appeal galore 
in this complete line of beautifully styled, economically 
priced fans. They’re engineered and built by Berns for 
extra quality, extra satisfaction, extra sales and profits 


for you! Get the facts today. 





2 FANS IN ONE! Adjustable— Portable 
REVERSIBLE WINDOW VENTILATOR 


The sensational sales-making ventilator that changes from an exhaust to an intake 
fan—and back again—with just the flick of a finger! Exhausts hot air by day... 
brings in cool air at night. Adjustable, portable and finished in handsome White 


Enamel or Sunset Tan to blend with any room interior. In 10’, 12” and 16” sizes. 


DELUXE FLOOR CIRCULATOR 


Another in the Berns Air King line of effective, attractive fans for 
home or office. Amazingly quiet and efficient. Has 3-speed switch, 
perfectly balanced aluminum blades, handsome Sunset Tan finish 
with chrome trim. At a price that’s easier to sell. Available in 


12” size. 














Sold Only Through Leading Electrical Wholesalers 


BERNS MANUFACTURING CORPORATION 


2278 ELSTON AVENUE 


CHICAGO 14, ILLINOIS 
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ATTIC FANS 


TALL AND SHORT 


BUILT-IN KITCHEN FANS g PEDESTAL FANS 


MARCH, 





THIS COMBINATION electric dish- 
washer, sink and clothes washer was a 
big feature of the Lustron home in Mil- 
waukee. 


| 
'Lustron Homes 


oes CONTINUED FROM PAGE 92 =ommmme 


sample house (without the lot) shown 
in Milwaukee, these appliances are in- 


| cluded: 


A Thor combination dishwasher, 
clothes washer and sink. 
A Williams Oiu-O-Matic motor- 


| driven heating system, the machinery 








being housed in the utility room off the 
kitchen in a steel enclosure measuring 
2x2x74 ft. A 4 hp. blower motor sup- 
plies warm air to the four rooms and 
bathroom of the house. Near the bath- 
room, above a cabinet, four controls 
operate the heating system, so that any 
or all rooms can be heated to a com- 
fortable temperature or shut off entirely 


| from the heating system. The main 
| equipment is installed at one end of the 


utility room against the ceiling. 

A ventilating fan made by Victor 
Electric Products Co., installed in the 
kitchen. 

An automatic water heater (elec- 
tric), installed in the utility room. 
The heater, glass-lined, is made by 
A. O. Smith. 

Fluorescent lighting in the dining 
room, kitchen and utility room. In- 
candescent lighting is used in the other 
rooms. 

Switch boxes, completely equipped, 
installed in the utility room, near the 
side door of the house. They are manu- 
factured by Cutler-Hammer and 
Square D. 

Double electric outlets—18 of them. 

Thrown in as an extra feature is a 
shower enclosure with the latest fix- 
tures. In Milwaukee it proved to be 
one of the biggest drawing cards. 


Everything on One Floor 


All this equipment is installed on one 
floor. There is no basement, the house 
being built on a concrete foundation, 
which is included in the contract price. 
Space is left for the installation of an 
electric refrigerator and electric range, 
as well as for one or two other elec- 
trical items, such as a freezer, etc. 

The appliance brands mentioned here 
are those featured in the Milwaukee 
sample home. What other buyers will 
get depends on the availability of par- 
ticular brands at the time the houses 
are erected. 
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THE BIG NEW FLORENCE 
MAGAZINE CAMPAIGN 
fights hard to build more 
range customers for you 


ae 100 


eo! - 

or fle - Let's face it... to meet last year's volume you'll need heavyweight 
W: aa ae promotion in 1949. That's why the new Florence national adver- 
tising has been toughened up to really pack a wallop. Here's a 
campaign that will make customers for you. For these ads talk facts 
—and talk them fast and straight. They'll pre-sell your customers 
on the advantages of Florence Registered Gas Ranges. They'll reach 
more people than ever before. To build your Florence Range busi- 
ness, tie-in your store with this exciting campaign by using the 
powerful Florence ad-mats in your local newspapers, the dramatic 
Florence displays in your windows and the traffic-building Florence 

radio commercials... They're all free. 
And, remember, Florence pays half the cost of your local news- 

paper and radio advertising. 


Over 102 million Florence 
Advertising messages will 
be carried in magazines 
this year. 


Herning 108 
Niet, 2 ts 


GAS RANGES - LP-GAS RANGES «+ ELECTRIC RANGES + OIL RANGES 
DUAL-OVEN Combination RANGES + OIL-BURNING HEATERS 


@ FLORENCE STOVE COMPANY...General Sales Offices and Plant: Gardner, Mass. Western Sales Offices 
and Plant: Kankakee, Ill. Southern Plant: Lewisburg, Tenn. Other Sales Offices: One Park Avenue, N. Y.; 
1459 Merchandise Mart, Chicago; 53 Alabama Street, S.W., Atlanta; 301 North Market Street, Dallas. 


ELECTRICAL MERCHANDISING—MARCH, 1949 PAGE 97 








A SENSATIONAL 


= “LOS AN AMAZING DEMONSTRATION 






























AMAZING UNIVERSAL CLEAN-AIR 
CLEANER AND HASSOCK-CHEST OFFER 


There's no guessing about this sensational 
trade-in deal. It’s been tried and proved — 
smashing tank cleaner sales records time 
after time. The Hassock-Chest draws women 
customers like a magnet. Sold regularly at 
$24.95, it is offered without charge in ex- 
change for trade-in, or sold at half-price 
without old cleaner. Announced with big 
ads in Life, Saturday Evening Post, Look and 
other magazines — the deal will be pounded 
across in each market with big-space news- 
paper campaigns, billboard advertising and 
concentrated “Blitz” promotions. You've 
never seen a deal with power like this! 


Seott and Foes Await 
: 
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ae "GREATEST 2-IN-1 OFFER 
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SPRING DEAL ! 


OFFER 70 BRING Eft /N/ | 


HERE’S THE 
DEMONSTRATION 
OFFER! 










i REE 394 STAINLESS PARING KNIFE 
GETS ‘EM INTO YOUR STORE! 








ne 


A SENSATIONAL 
DEMONSTRATION 











Watch the women flock in to get this fine-quality 
J Stainless Paring Knife—FREE/! All you ask is that 
they watch the amazing Universal Clean-Air 
Cleaner in action. Once you get them in the store... 
once they see the Hassock-Chest, you'll sell them. 
Sensational “Give-Away” Offer will spearhead Blitz 
Promotions in local markets... will be featured over 
Syour name in big-space newspaper ads. Don’t miss 
ut on this sure-fire deal. Act today! 




































REGULAR 
39¢ 
VALUE! 

















gd apd 


ae . \ » } SEE YOUR UNIVERSAL DISTRIBUTOR 
on , - ‘ \ OR MAIL THIS COUPON TO US TODAY 








man Acts To Improve 
ng Standards 0 . orld 


BALTIMORE TYNES SE 





LANDERS, FRARY & CLARK 
NEW BRITAIN, CONNECTICUT 

DEPT. C-EM 

1 would like to have the complete story on your Big Spring 
Cleaner Deal and Universal's “Planned -Profit’ Cleaner Pro- 
gram for ‘49. 





STORE 





NAME —— 





STREET 





CITY. 
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an, 
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SS) UNIVERSAL 
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FANS 


SCHWITZER-CUMMINS 
! Builders of Fine Fans for 30 Years 








Many useful types in a generous as- 











sortment of sizes make the Fresh-Air 





ADJUSTABLE WINDOW FANS — 
From a lovely powerful 10” sur- 
prisingly low priced, through 12”- 
16”-20” sizes, single and three 
speed— many refinements and dis- 
tinctive features. 





PORTABLE FANS—12”, 16”, 20” 
—attractive— quiet—large delivery 
—three speed—adjustable for any 
angle. Useful type, suggestive of a 
lot of gift business. 








EXHAUST FANS — Direct driven 
12”-16"-20" 3 speeds—24” belt 
driven—capacity range 450 to 
4200 cfm. 











24° WINDOW FAN—Locates out- 
side in window frame for a big job 
in a small home, saving all installa- 
tion cost—arranged also for attic, 
seiling or transom use — distinctive, 
nothing like it. 4200 to 4500 cfm, 





ATTIC FANS—9 models—24”, 
30”, 36”, 42”, 48” —ruggedly 
built, a quality look, big volume, 
belt driven—4200 to 20,500 cfm 
vertical or horizontal, wide deep 
blades, extra deep venturi, all ball 
bearing. 


PAGE 


100 


Maker a profitable and satisfactory 


line for you to sell. Your trade will 


like their fine performance—good 


looks—and reasonable price. All are 


built to deliver lots of air, quietly, 


and for long years of service. It will 


certainly pay you to look into the 


Fresh-Air Maker. 





y 


HY-DUTY CENTRIFUGAL 
BLOWERS—8'/2” to 25” inc. 
with all needed intermediate 
diameters—single and 
double inlet—all outlet posi- 
tions and practicable motor 
sizes—moderately priced, 
but built to be the quietest, 
best performing, longest last- 
ing blower on the market— 
especially well finished. 





CEILING “PACKAGE UNITS” — 
5 models 24”, 30”, 36”, espe- 
cially designed for the popular 
small home market. Every Fresh- 
Air Maker can be ceiling installed, 
all ball bearing equipped. 





Contact with good reliable dealers is desired as 
we have some valuable locations open for dis- 
tributors or dealers who want a reliable, salable 


fan line. 


SCHWITZER-CUMMINS COMPANY 
VENTILATING DIVISION 


1145 EAST 22nd STREET 


INDIANAPOLIS 7, 
ENGINEERS AND MANUFACTURERS 











INDIANA 








KEN DENNSTEDT (left), partner in the store, writes another order and looks 
forward to repeating 1948's million dollar business in 1949. Four appliance 
salesmen pick up the prospects the record department draws to the sales floor. 


Record Bait Gets Appliance Sales 








ments, customers took out their credit 
in new records. Usually, of course, 
they bought a few extra. 

For a period of two weeks the pro- 
motion cooled while the stacks of old 
records were sorted and classified. 
Then they were put on sale from 10¢ 
to 29¢. Many jazz classics were 
brought in which were sold separately 
at $1.50 each. When the whole thing 
was over, Dennstedt’s had realized a 
nice profit even after discarding 25 
percent of those they had purchased. 

This series of special offers has 
been promoted with an intensive ad- 
vertising campaign employing news- 
papers, direct mail, and radio. The 
most effective medium and the one 
which ties in best with the rest of the 
store is radio. And as you might ex- 
pect, the program which does the job 
is no half-way measure. 

Recognizing the fact that the hot- 


test thing in radio today is a give-away * 


program, the Electro Mart is riding 
the crest of the wave with its “You 
Win It” contest. It’s a half an hour 
entertainment broadcast five times a 
week, 

In at least one respect the program 
is a technical triumph which adds 
greatly to its effectiveness. In order 
to lend atmosphere and authenticity, 
Dennstedt’s wanted the broadcast to 
be made from the store with their own 
records. Ringing of cash registers and 
other store noises in the background, 
they feel, adds a great deal to listener 
interest. 

The big obstacle to such an arrange- 
ment was the difficulty of piping music 
to the station without expensive turn- 
tables to give good reproduction. The 
store advertised fine records, but soon 
discovered that in relaying music from 
their own building the records sounded 
second-rate. 

This problem was overcome by the 
master of ceremonies and the station’s 
sound engineer. They continued to 
broadcast from a microphone in the 
store, but the records were played 
downtown. At first this necessitated a 
stop-watch time schedule in which the 


MARCH, 


CONTINUED FROM PAGE 71 





music and announcer’s voice cut in at 
split-second intervals. Eventually, 
however, a code system was worked 
out which gives the program the full 
effectiveness of a network production. 


Give-Aways Bring Back Sales 


One major appliance such as a 
washer or refrigerator is given away 
each month to the person who can 
identify the “Mystery Tune”, played 
daily over the program. If no one 
wins, the prize is held over until the 
following month. In addition, a 
smaller prize such as a toaster or 
waffle iron is offered each day to a 
person naming the “Memory Melody”. 
Customers in the store choose names 
to be called out of the telephone direc- 
tory. 

To make the appeal absolutely uni- 
versal, all people who can name the 
“Memory Melody” are given a free 
record if they’ll come to the store to 
pick it out. No effort is made to coh- 
ceal the name of this piece—salesmen 
tip off those interested and invite them 
to come in for their record. This one 
stunt always attracts dozens of poten- 
tial customers. When a well known 
selection like “Stardust” is played, as 
many as 200 will come in for their 
record. The Electro Mart’s first floor 
sale of a $350 General Electric refrig- 
erator was made to a man who noticed 
it after getting his free disc. 

Although Dennstedt’s have learned 
the value of concentrating on record 
merchandising, it would be a mistake to 
assume that they haven’t followed it up 
by pushing their more important lines 
of merchandise. For example, they 
employ a home economist who doubles 
as saleslady. They have an operating 
model kitchen which enables them to 
sell 15 complete layouts a month, at 
least double the number they could 
expect if they didn’t have the unit 
there for demonstration. , 

Their goal is greater volume ™ 
every department. Record promotion 
is simply the come-on which enables 
them to achieve that goal. 
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Pi All sizes, cylinder 
and table tops. All 
covered by 10-year 
Written Warranty. 
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Copyright 1949, White Products Corp. * 
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As White’s national consumer advertising tells you— 
who doesn’t want 6.9% MORE hot water? 


WATER-HOTTER is a special baffle designed to keep 
incoming cold water from diluting the hot water. Result: 
White gives 6.9% MORE hot water at the faucet than 


utility requirements. 





That’s why people across the country are asking us, pe B 
“Where can I buy White WATER-HOTTERS,” and - 
that’s why White sales are pushovers. :. 
Better get aboard the White Bandwagon, it’s rolling fast ts 
and going places. Get the story from your White Dis- : 
tributor now, start those plus White profits your way! 3 


hi: 


WHITE PRODUCTS CORP. + Middleville, Michigan 


Specialists in Electric Water Heating Since 1930 





memD OVER YOUR CUSTOMERS’ SHOULDE 
Geer. READ ABOUT WATER-HOTTER | 
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IT BREATHES!!! 


2 


A fan forces a blast 
of warm air through 


3 ] the roll... 


So it exhales the 
steam through the 
end of the roll! 


It inhales steam from 
the damp fabric into 
the roll... 
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THE APPLIANCE DEPARTMENT of the big Wolff & Marx Department 


‘seer in San Antonio is a busy section where customers find the salesmen 


ready to serve them in the most efficient manner. 


How to Win Friends 





| Through just such friendly gestures on 
| the part of every representative of the 
| store, has the Wolff & Marx Depart- 


ment Store established a record busi- 


| ness in Texas’ third largest city. 


When this store advertises its appli- 


ance department as ‘“Homemaker’s 


Heaven”, it means just that, according 
to C. L. Macneal, who heads this de- 
partment. Every possible way in which 
a customer may be assisted in appli- 
ance buying and every possible con- 
venience to lighten the load of shop- 
ping has been set up by Mr. Macneal 
and his associates. San Antonians love 
it, of course, and are quick to offer 
testimony showing their appreciation. 
One man, with an electric toaster in 
his arms was waiting outside the store 
for a bus. With a typical Texas drawl, 
he volunteered the information to an 
ELECTRICAL MERCHANDISING repre- 
sentative that “it’s just naturally satis- 
fying to trade with those people.” Such 
a happy state of affairs proves the 
Wolff & Marx policy of merchandising 
to be an exemplary one. 


Salesman Is Sparkplug 


“Good customer relations begin 
right with the salesman,” Mr. Macneal 
declares. “We learned that long ago 
and we have made it a ground plank 
in our selling program. The salesman 
is the channel through which the 
manufacturer, the distributor, the re- 
tailer and the entire industry receive 
their benefits. Look behind a good cus- 
tomer and you'll find a good salesman. 
So our sales training program begins 
with the indoctrination of salesmen 
into the art of pleasing the customer, 
and it is continued by instilling into 
the salesman the desire to make a friend 
of every purchaser he serves.” 

On the walls of Mr. Macneal’s office 
hangs a sign which reads: “We are 
most anxious to improve our relations 
with the public we serve. Your sug- 
gestions on ways to do it will be wel- 
comed.” That sign, as Mr. Macneal 
points out, isn’t on the wall for decora- 
tive purposes. It is there to remind his 
salesmen constantly that they are part 


CONTINUED FROM PAGE 76 





of an organization which values good 
customer relations above every other 
factor in the conduct of its business. 

Three specific factors have been 
established by Mr. Macneal to accent 
the program of making and keeping 
customers. These are (1) service, (2) 
elimination of complaints and (3) 
friendly contacts. 

Every one of the 12 salesmen in the 
Wolff & Marx appliance department is 
drilled on the idea that the customer 
deserves special attention, whether he 
wants to buy a refrigerator or an elec- 
tric light bulb. That’s good business 
too, Mr. Macneal figures, because 20 
minutes spent in intelligent and friendly 
conversation with a light bulb buyer 
can mean the sale of a home freezer, 
electric range or automatic laundry la- 
ter on. The desire to serve a customer 
as completely as possible can be re- 
flected in the salesman’s face, Mr. Mac- 
neal believes, and the customer recog- 
nizes it. The appliance department is so 
set up that every salesman may do his 
utmost to serve the buyer. Appliances 
in the model kitchen, laundry equip- 
ment on the display floor and other 
merchandise are connected up, ready to 
demonstrate, and the customer is en- 
couraged to operate it himself if he so 
desires. Budget plans and easy 
financing are other tools offered the 
salesman and he has but to use them 
to provide the purchaser with the 
service he desires. 


Demonstrations Are Best 


“To eliminate complaints,” says Mr. 
Macneal, “we believe the best answer 
lies in correct and thorough demon- 
stration. Start the customer off in the 
correct use of his appliances and the 
chances are he won’t have any trouble 
with them. That is why we here at 
Wolff & Marx feel that a demonstra- 
tion cannot be too thorough, even if it 
requires explaining every little nut and 
bolt on a piece of equipment.” 

Next to demonstrations, the sales- 
men are grounded on the idea of 
eliminating complaints by doing almost 

(Continued on page 104) 
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CAMFIELD 


ee. says Mrs. Consumer in store after store. 


Why? Because to her this blue ribbon means just one thing: 
the BEsT! 

As it should ... for the completely automatic Camfield 
toasts slice after slice exactly alike, and is as beautiful as it 
is practical. 

She asks for Camfield, too, because over and over in na- 


tional magazine ads, she reads about Camfield and its blue 
ribbon. 


2 
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And...her enthusiastic friends have told her: ““The one with 
the blue ribbon . . . that’s the toaster to buy!”’ 


It all adds up to lots of interest in Camfield’s “badge of 
distinction.” Certainly, this blue ribbon does set Camfield 
apart. In a window display or on your counter, it attracts 
the kind of attention you want. 


Don’t underestimate the sales appeal of the blue ribbon. 
Keep it on every Camfield and watch your sales increase. 


oe 
CAMFIELD 


FULLY AUTOMATIC POP-UP 


THE BLUE RIBBON TOASTER 
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Check list for 
1949 Profits 


Advanced Merchandising 
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features Work Centers 


Here is a merchandising program keyed to the needs of competitive 
selling. It’s designed for progressive promotion, rather than one- 
time sales. It gathers sales momentum, because it starts with the sale 
of a single unit and carries on until the customer has finally completed 
her kitchen modernization. It tends to make repeat buyers out of 
shoppers. 

It doesn’t require a mew kitchen, or any structural change, to apply 
Morton’s Work Center principle of kitchen arrangement. Floor units 
move in like furniture; Pantryette* wall cabinets are easy and quick 
to install—like hanging pictures, and as easy to move. 

Every major appliance sale provides the basic unit for a Work 
Center. By visualizing to the housewife her ideal modern kitchen, 
and then showing her how she can acquire it by installments—a unit 
or two at a time—the Morton way not only appeals to thrift-minded 
customers, but starts them on a continuous buying program. Advanced 
merchandising paves the way for more effective selling. Ask your 


Morton distributor. Tredemaeh vee. 


MORTON MANUFACTURING COMPANY 
5125 West Lake Street + 


Chicago 44, Illinois 
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| How to Win Friends 


| 


| —_ CONTINUED FROM PAGE 102 ——mmms 


_ anything possible to cover minor pro. 
tests and dissatisfaction. All adjust. 
ments are cheerfully made and argu- 
ments of any kind with the customer 
are forbidden in the department. As 
Mr. Macneal ‘says, the firm “will do 
almost anything for a complaining cus. 
tomer from fixing whatever may be 
| defective to giving him a new appli- 
| ance.” 


Friendliness Emphasized 


The third selling factor used by 
Wolff & Marx appliance salesmen, and 
the one most strongly accented by that 
firm, is the friendly contact angle, 
| From the president of the firm, Mr, 
Norman C. Netter, who takes a very 
active interest in the department, down 
to the most insignificant delivery man 
| or janitor, the company’s representa- 
| tives are out to make and keep friends 

for the store. Under the glass panel on 

Mr. Macneal’s desk is a handwritten 

card which every salesman is bound to 

see several times a day. It asks per- 
tinently: “Did you just close a sale 
or did you make a friend?” 

“We mean it, too,” says Mr. Mac- 
neal. “In fact, we are more concerned 
over making a friend than in making a 

sale. In selling appliances—or any- 
thing else—if you want the customer 
to come back again and again, you’ve 
got to sell him character and the good 
name of the store. We are firmly con- 
vinced, and our experience has been, 
that if you do this, sales volume will 
take care of itself.” 


Salesmen Make Friendships 


Many different methods are utilized 
by the salesmen to make and keep 
friendly contacts. For example, early 
in December they send out Christmas 
cards in their own names, to every 
customer sold during the year. It isa 
thoughtful touch and the cost is little 
compared with the good will it creates. 
Three times each week meetings are 
| held at which ideas and suggestions 
are exchanged by the sales personnel 
for the furtherance of customer friend- 
liness and good will. Mr. Macneal 
never lets his workers forget that the 
| major objective of the store is to make 
friends. 

The department head is an old timer 
in the business. For years, before 
_ making his connection with Wolff & 
Marx, Mr. Macneal worked as sales 
manager for various concerns in the 
appliance field and is therefore able to 
pass on a wealth of experience and 
advice to his salesmen. How well he 
has built the store’s appliance depart- 
ment personnel is reflected in the fact 
that 80 percent of his salesmen were 
former appliance service and repair 
men who learned the equipment they 
sell by actually working on it. About 
three-quarters of the salesmen have 
been with him for four or more years. 
They are paid on an incentive scale 
and are allowed to alternate on the 
floor of the store and outside. 

One of the most unique incentives 
to salesmen—and an excellent idea to 
accent the firm’s belief in thorough 
demonstration—is the bonus paid for 

(Continued on page 108) ; 





1949—ELECTRICAL MERCHANDISING 














Here from 
-| PHILCO... 


















































































































PHILCO MODEL 793 

lave 

ars. lei 

cale HT 

the 

ives [ 

2 to 

ugh 

for 


229 





14 SQ. FT. OF SHELF CAPACITY... 
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A FULL WIDTH 


FROZEN-F00D 
COMPARTMENT 
at *70 to "100 less 
Than last year's 






Yes...a Revolution in 
Refrigerator Design 
at the Lowest Price 


HE day of the “‘strip box’ is gone! For the first 
time in refrigerator history Philco brings to the 
buying public ADVANCED features at the lowest 
price! The first refrigerator ever produced for the 
mass market with the greatest deluxe feature in 
the business today...a full width horizontal 
frozen food compartment! The biggest, most usable 
food storage capacity ever offered in its size and 
at its price! The most different looking low price 
refrigerator on the market . . . unequalled in wanted 
features, unequalled in value, unequalled in pro- 
motional power. Nothing like this new Philco 793 
has ever been seen on the refrigerator market . . . 


at any price. At $229.50*, it’s a revolutionary 


achievement of Philco leadership in refrigerator 
design, quality, sales appeal and merchandising. 






SEE IT NOW AT YOUR PHILCO DISTRIBUTOR 


PHILCO 
Oyfamous for Gratity the] fold Geer 

















/ 





Recommended 
Retail Price 


“ 1B. by 


THE NEW ALL-PURPOSE, ELECTRIC, TWO-BEATER, 
PORTABLE MIXER THAT DOES EVERY FOOD MIXING 
JOB WITH UNSURPASSED EFFICIENCY AND CONVENIENCE = | 





The Osterett is the perfect 
food mixer for the millions 
of homemakers who need 
and want a good mixer but 
who have always thought 
they couldn’t afford to 
own one. 


The Osterett is an honest-to-goodness portable 
food mixer that easily does all the food mixing 
jobs it is designed to do. It is MADE BY OSTER, 
of Racine, Wisconsin, one of America’s largest 
and oldest electrical appliance manufacturers. 
Already Osterett is used in thousands of home- 


2: the millions 


who live in apart- 
ments or have 
small kitchens, and 
haven’t room for a 


big mixer. 


makers’ kitchens and there is not one unhappy 
purchaser. 

Most leading electrical appliance distributors 
throughout the United States now have Osterett 
in stock. They can supply you immediately and 
also provide you with merchandising aids. 


JOHN OSTER MANUFACTURING COMPANY 


Racine, Wisconsin 


Millions who have long wanted a 
Food Mixer can now afford to buy 


For those who have always 


, wanted a handy, light- 
» weight, portable two-beater 


mixer that they can use any- 
where in the kitchen, with 
any container, and for any 
food mixing job. 
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does every food mixin 
209 [05 
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yy a whips 
Crealns 
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RIGHT ON YOUR STOVE 


g job 


PLUS ALL THESE SPECIAL ADVANTAGES 


e COMPACT SIZE Takes 50 little 


Space. A blessing for small kitch. 
ens. No extra bowls needed. Use 


with any containe; anywhere in 
the kitchen. 


KEEP OsTERET’ mixer many time 
in CUTLERY ORE 


* ECONOMICAL 0: 
you big mixer Pp 
You'll be thrilled at the new ease and low cost, : 
Osterett brings to your kitchen! Osterett = orden hota etatle 
cakes in g jiffy. Whips cream and eggs Placed for instant, thumb-tip 
instantly. Creams butter and Sugar. . . beats Contvel. 

frostings... mashes potatoes . - + Quickly and 
easily. Just reach for it from handy wall 


take it right Out of your cutlery 
drawer. No fuss... NO extra work . 


cleanup +++ just fast, easy, 
for every food-mixing job 


Ss More often, 


sterett gives 
erformance at 





ean. Use one 


ter or both, according to 


mixing needs, 

ae _ wee © POWERFUL Though small and 

economical action lightweight, Osterett js very 

" Powerfyl, Easily mixes heavy 

you have. batters. AC or » 110.120 

volts. Coo} running, no lubri- 
cating necessary, 


@ ATTRACTIVE Beautiful, stream. 


lined plastic finish harmonizes 
with modern kitchen, 


Ask Your Favorite Appliance Dealer, 
i ith double 
Osterett is a powerful mixer wit 


are, or Department Store f, O 
ald ilcelal bats beater .Re ires no special 
sy Ss qu erelt 


JOHN OSTER MANUFACTURING COMPANY © RACINE . WISCONSIN 
in attractive, 

ixi s packedina 

mixing bowls. Come 

individual display box. 


Sa eee RE 


ED 
UNDERWRITERS APPROV 























The Cord 


© 1949. Belden Manufacturing Co. Chicago, Il! 


The Belden Line of Complete Cords 
NOW AVAILABLE FOR DEALERS 
Corditis-free Replacement Cords for lamps and appliances 


Extension Cords and Cordlites 
Portable Outlets, the *“Under-the-rug Cords” 


Ask your Belden Jobber 





ACCOMPLISHMENT 











How to Win Friends 


ees CONTINUED FROM PAGE 104 mms 


full demonstration and instruction jp 
washing machines. For example, 
when a certain type of new washer 
and dryer is sold, the salesman goes to 
work on his demonstration. At the 
end of it he presents a card to the 
buyer which certifies that the buyer has 
received complete demonstration and 
instruction in the proper use and care 
of his new washer and thoroughly 
understands its operation. If the buyer 
signs the card, the salesman may collect 
his bonus. According to Mr. Macneal, 
you can bet that demonstrations are 
unusually thorough and instruction in 
the use of the equipment is complete, 


Sales Contacts Unusual 


Another unique angle concocted by 


| Mr. Macneal as an incentive to sales- 


men are the periodical sales volume 
contests. The salesmen are divided up 
into teams and at the end of a specified 
period, a banquet is held in one of 
San Antonio’s big downtown hotels 
The winning side eats steak while the 
losers dine on baked beans. The big 
twist in the contest comes when indi- 
vidual prizes are awarded to the win- 
ning salesmen’s wives rather than to 
the salesmen themselves. Needless to 
say, the salesmen get plenty of encour- 
agement at home to boost hteir volume 
of sales. 


Good Employee Relations 


As might be expected, relations be- 
tween the store executives and the 
employees are of the best. In addition 
to these occasional banquets, depart- 
ment managers frequently go fishing or 
hunting with those who work under 
them. As Mr. Macneal explains, some- 
times you can chew over the problem 
of a selling slump with a fishing pole 
in your hands better than you can any- 
where else. Mr. Neter and other 
executives always find time to listen to 
employees and lend a ready and sympa- 
thetic ear to any problems they present. 

“Tt’s all a part of the store’s cam- 
paign to make friends and to improve 
customer relations,” says Mr. Macneal. 
“That’s our continuous goal and the 
salesman is the medium through which 
we achieve it.” End 
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“WHO THREW WHAT CUSTARD PIE 
IN WHAT FAN?” 
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=| CAPTURE A LION'S SHARE OF WASHER = ey, : 
s« | BUSINESS WITH THIS GREAT =e 


dtels, 


Cc NEW PROMOTIONAL MODEL 


indi- 
oy Have your distributor tell you how the Model 490 
ss to 


the will put money in your pocket by filling the demand 
_ for a low priced, high quality washer. 















s be- @ BALL BEARING, SEALED TRANSMISSION 
iin @ HI-VANE AGITATOR 
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@ HIGH-GRADE BAR RELEASE WRINGER 
@ GUARANTEED 


AUTOMATIC COMPLETELY CO VERS 
YOUR MASS MARKET 
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Model No. 490 
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AUTOMATIC WASHER COMPANY 


NEWTON, IOWA FACTORIES AT NEWTON and MASON CITY. JOWA 
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Model C-10 
LIST $8.95 
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CATHEDRAL TONE 
CHIME 


Easy to sell this beauty — just push the 
button and let your customers hear it. Cathe- 
dral Tone is completely new, produced by an 
exclusive Liberty device called a Resonance 
Magnifier, which rolls out the lovely timbre 
and rich overtones of a true cathedral chime. 
Just to make things about perfect, Liberty’s 
Cathedral Tone Chime operates through 200 
feet of wire from any standard 10-volt bell 
transformer. Sounds two notes for the front 


Divi se Peda * 


door, one for the rear. 


cee 


We’re talking up the Liberty Line to more 
than 6,000,000 of your best prospects in such 
magazines as Better Homes and Gardens, 
American Home, and House Betutiful. 


Write for current catalog. 


MANUFACTURING COMPANY 


MINERVA, OHIO 
DOOR CHIMES, BELLS, BUZZERS, TRANSFORMERS, SIGNALING DEVICES 


SINCE 1924 
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DISON Electric Institute recently 

launched a large scale advertising 
and promotional drive aimed at the 
complete electrification of con- 
sumer kitchens, it has been an- 
nounced by Ernest A. Acker, presi- 
dent. 

In an address in New York City 
at the start of the campaign, Mr. 
Acker stated that the long range 
objective of the program was to in- 
crease the utilities’ total electric 
power revenue by $2,333,000,000 an- 
nually as well as to open a vast 
electrical appliance market of ap- 
proximately some $35,000,000,000 
for dealers. 


First Since War 


Mr. Acker observed that the cam- 
paign was the industry’s first na- 
tional sales drive in the residential 
kitchen field since before the war. It 
is especially timely because of the 
abundant supply of appliances in 
manufacturers’ hands at this time. 
Local electric light and power com- 
panies will carry out the program 
utilizing advertising and promotion 
materials prepared by the institute, 
he added. 


Seek New Revenue 


Some 250 utilities acting through 
the institute have their sights ad- 
justed to the huge potential revenue 
represented by the increased elec- 
trical power which would result 
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THE CONSTANT BRIDE, 16 mm color motion picture, is featured in the Edison 





Edison Electric Campaign Aims At 
Complete Kitchen Electrification 


Acker states utilities seek annual 
$2.3 billion revenue boost; sees $35 
billion untapped appliance market 


from the complete electrification of 
kitchens which presently employ 
non-electric appliances. Harry Res- 
tofski, general committee chairman, 
commercial division, stated that the 
long range revenue goal was based 
upon the added consumption of 165 
billion kw.-hrs. of electricity. He 
explained that the goal accrues to 
over three times the industry’s total 
sales to homes in 1948 and is nearly 
double the total revenue in any 
year before 1942. This aim will be 
realized, Mr. Restofski continued, 
when all kitchens in wired homes 
use electricity in accordance with 
modern standards. 

Should the drive be a complete 
success, Mr. Restofski expects the 


Pet ~.. ee] 
, es 


ectric Institute's all-electric kitchen program. The above scene from the movie shows 
Mrs. Allen getting a lesson from a bride in the miracle of modern electric cooking. 
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opening of a virgin appliance mar- 
ket estimated at approximately $35,- 
000,000,000 at dealer level. Elec- 
trical kitchen appliances scheduled 
for promotion in the institute cam- 
paign include refrigerators, washers 
and other home laundry equipment, 
ranges, water heaters, toasters, 
irons and other traffic items. 


Utilities Behind Drive 


Already 60 utilities have agreed to 
use the institute’s promotional ma- 
terials and to offer complete co- 
operation in other phases of the 
drive, according to T. O. McQuis- 
ton, chairman, electric kitchen and 
laundry committee. Mr. McQuiston 
stressed that emphasis will be placed 
on adequate wiring. He remarked 
that a good deal of the wiring in 
New York apartment houses was 
unsuitable for electric range installa- 
tion, 


Institute Plan 


The drive is being centered 
around the theme “Of Course—It’s 
Electric” and will include news- 
paper, magazine, motion picture and 
radio advertising. Spearheading the 
promotional tools is a 27 minute 
16 mm. color movie called “The 
Constant Bride” which tells a com- 
prehensive story of the benefits of 
individual electric appliances, the 
importance of adequate wiring and 
the necessity for prior planning of 
the all-electric kitchen. The insti- 
tute expects the movie to be seen 
by at least 10 million women a year. 


Other Helps 


Also of paramount importance in 
the campaign is Kitchenizer’s Digest, 
a 40-page consumer piece which, ac- 
cording to Mr. McQuiston, is the 
“most authoritative and helpful book 
ever prepared on the all-electric 
kitchen”. Ten editors of womens” mag- 
azines and other leading authorities 





RESTOFSKI: “A market of $35 billion 


“ 


in retail sales... .”. 





McQUISTON: “60 utilities signed to 


support program ‘sight unseen’ ”. 


assisted in compiling the piece which 
offers complete information on kitchen 
planning, wiring, financing and other 
questions. 

Newspaper ads, a series of radio 
spot announcements, outdoor advertis- 
ing a kitchen planning kit, envelope 
inserts, employee badges, indoor dis- 
plays and stands are some of the 16 
complete promotional aids included in 
the program. These materials have 
been designed to supplement the ad- 
vertising of electric appliance manu- 
facturers, Mr. McQuiston concluded. 





VISITING DAY at Emerson Fan. Left to right: C. A. Swanlund, |. L. Kordenbrock, C. C. Miller, John Wright, 
Carl Bergen, Goldbratt Bros., Walter O'Halloran, Triangle Industries, and H. U. Mann, Chicago distributor. 


HERE’S 250 POUNDS on a Borg-Erickson scale o 
demonstrated by Walter C. Rein, Kansas City, Mo, 


Buyers, Sellers and Appliances at Chicago’s Housewares Show 


EE 


BIRCH VERMILLION of Knapp-Monarch sow his sales 
technique widely copied at this show. Incidentally, 
he introduced a new window fan. 


EVEN Rittenhouse door chime experts such as Bill 
Garside of Boston, have to set their watches. And 
what does he look at—the product! 


NUTONE President J. Ralph Corbett (left) shows a 
fan to his brother-in-law, F. B. Marple, who has the 
delightful territory of Los Angeles. 


A NEW PRODUCT makes its bow, John C. Halloran, 
of the Duralux Co., Wooster, O., shows the new 
$14.95 electric tea kettle. 





IT’S A BABY WASHER, but it stands right up to the 
sink, declares E. H. Koepke, sales manager of the 
Taylor Corp., Alliance, Ohio. 


E. W. HACKER, of Detroit Edison, was a visiting per- 
sonality when this Camfield Toaster photograph was 
taken. 











RIVAL MFG. CO. had displays ready for dealers to use. 
Sears of Rival telling the story to Martin Carlstein, Jr., 


ANYTHING FROM mitts, toaster or washer covers is 
within the province of the Clarvan Corp., Bud Flor- 
sheim maintains. 








THE DORMEYER BOYS take turns putting on pitches, and this time it is THE NEW General Mills toaster pops the toast up higher, says Virginia Van 
Earl C. Reiter, Minneapolis representative, who is telling the story. Nostrand, G.M. home economist, to Mabel Sherrill, of West Bend Aluminum. 


THE PRESIDENT works at the housewares show. Harvy G. Knuth of Lyon Metal 


VISITING CELEBRITIES: Walter Daily of Lewyt, Jim Jennings of Sun Electric, 
Abilene, Tex., Jack Poteat, G-E, and J. E. Kuykendal of West Texas Utilities. Products tells the product story to M. Teffers, Urbana, Ill. 





USUALLY Clyde F. Townsend of Hobart is shown with a KitchenAid mixer. 


Here’s Bernard F. 
Now he’s talking about dishwashers and with emphasis. 


of New York City. 


IT’S A CAN OPENER at Regina. C. Jacobson, assistant 
sales manager, puts on a demonstration for that 


famous vacuum cleaner firm. 


G. W. ORR of White Cross with a 1923 anda 1949 
fan made by that company. Incidentally, White Cross 
brought out an electric blanket in 1913. 


. 





~~ 


“YOUR best fan line 


” 


x 





for a profitable ‘49! 





FASCO LO-LEVEL CIRCULATORS 


Truly beautiful. Exquisitely designed | 
and finished. This FASCO air circulator | 
enhances the decor of both offices and | 
homes. Sturdily built. Efficient air de- 
livery. You'll agree when you see it... 
that it’s absolutely tops in the field. 


RE-STYLED ! 
FASCO DESK FANS 


Adding new successfully- tested sales ap- 
peals vear-after-vear keeps the FASCO 
ArcticAire line of fans ahead in quality, 
performance, and sales. Now the com- 
plete line has the new improved guards, 
and Duo-Tone Gray. 





UES Ba 
; 


TIE-IN SALES! 


FASCO AUTOMATIC 
KITCHEN VENTILATORS 


A “natural,” easy, quick tie-in sal: 
withevery kitchen equipment orde: 
you get. A fast seller alone, too. 
when displayed in windows, and on 
counters. Can’t be beat on quality 

. on price ...on buyer appeal. 














Formerly F. A. Smith Manufacturing Co., Inc. 
ROCHESTER 2, N. Y. 
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Demonstrations Attract 
Housewares Show Crowds 


Manufacturers’ latest 
lines examined closely 


Fully aware of the need for a return 
to selling in the 1949 buyers’ market, 
manufacturers at the recent House- 
wares Show at the Navy Pier in 
Chicago conducted many demonstra- 
tions in introducing their new lines. 
Visitors, who crowded the pier, took 
their time in examining the new 
merchandise and seemed to be highly 
interested in seeing the actual work- 
ings of the new products. 


Demonstrate To Sell 


P. E. Kennedy presided over the 
demonstrations in the Chicago Electric 
exhibit introducing the Handyhot port- 
able washer with timer, the twin 
waffle iron with independent switches, 
and the deluxe juicer. 

Featured at the Dominion Electric 
presentation was a combination waffler 
and grill for which the visitors were 
asked to select a name. E. J. Downs, 
sales promotion manager, demonstrated 
the hinged cover and dual purpose 
grids, the highlights of the product. 

General Mills introduced an auto- 
matic toaster, sponsored by Betty 
Crocker. The unit has a device which 
makes the toast pop extra high for 
smaller slices of bread, according to the 
firm. Other features include a chrome- 
plated shell with black plastic base and 
a bi-metallic switch as demonstrated by 
J. S. Fish, advertising manager. 


K-M Features Gold Trim 


At the Knapp-Monarch Co. exhibit, 
Birch Vermillion, general sales man- 
ager, emphasized the firm’s “Golden 
Line of Appliances for ’49”, a cam- 
paign inspired by the 100th anniversary 
of the Gold Rush. New units include 
the “Koldair” window ventilator, a 
three speed portable fan. 

Visitors also saw a new fan pro- 
duced by the Cory Corp., Fresh’nd- 
Aire Div. The unit is an ,eight in. 
plastic portable with three: blades 
Called the “Fanette”, the fan only 
weighs two and three-quarters Ibs. 
and is but nine in. wide. E. W. Gug- 
sell, assistant sales manager, stated 
that, while the nine and 12 in. home 
circulator fans had been unveiled 
earlier in the month, the portable was 
held especially for the show. 

V. S. Mullen demonstrated the 
features of a new deluxe model 126 
electric roaster with cabinet for Na- 
tional Enameling & Stamping Co. 
This is an eighteen qt. unit with push- 
button cover control and a new cooking 
range dial with clock in the cabinet. 
Model 124, an eighteen qt. roaster 
with cabinet, was also shown. 

Included in the P. A. Geier Co. ex- 
hibits were two new models of the 
Royal vacuum cleaner. Model 260 
tank type is a streamlined regular sized 
unit while model 238 with a tool kit is 
smaller and suitable for limited storage 
space. W. E. Pellett and A. J. Car- 
penter took care of demonstrations. 


Of Fans And Clocks 


NuTone, Inc., manufacturer of 
chimes, has added ventilating fans to 
its line including two portables for 
steel and wood casements and three 
of the inbuilt type, eight and 10 in. 
sizes. The firm demonstrated for the 
first time four models of chiming 


MARCH, 


clocks, three mantle and one wall, 
These units, which sound four notes on 
the half hour and eight notes on the 
hour, are adjusted to shut off the 
chimes if desired after midnight, ac. 
cording to Richard McQueen, sales 
promotion. 

Emerson Electric Co. exhibited 
window fans in the 16 in. and 20 in, 
sizes two-speed with extendable panels, 
Clarence C. Miller also showed a 
radiant fan-type heater which is port. 
able and light weight. 

The Rival Mfg. Co. display con. 
ducted by Jack Torgan featured the 
Steam-O-Matic finger-tip control irop 
with built-in funnel. The unit js 
adaptable to either left or right hand 
ironing and weighs but four Ibs. and 
four oz. The company’s model 84% 
Juicer features a metal cup. 

At the Samson United display, Fre¢ 
Baldridge showed a three lb. automatic 
hand iron, model 5003N, aluminum sole 
plated and 1,000 watts while H. S, 
Larson of National Stamping & Elec- 
tric Works demonstrated an ironing 
ensemble of iron, table and pad on his 
company’s premises. The latter firm 
also unveiled oscillating and _non- 
oscillating fans of three sizes, six, 
eight and 12 in. 

On an attractive new display stand, 
F. A. Stortz demonstrated the G-E 10 
in. oscillating desk and bracket fan 
which is completely enclosed and has 
a pushbutton switch. 

Under the direction of H. J. Hoglan, 
Kisco Co. showed four new fan models 
including the Washed-Air Cool-Circle- 
Ator, cabinet style; the Adjusto-Air, 
table-style; Executive Table-Air, and 
Handi-Table models. 

Fasco, until recently the F. A. Smith 
Mfg. Co., presented a circulator fan, 
model 55, called Lo-Level. Equipped 
with three speeds, the unit is scheduled 
for production early in the spring, 
according to W. E. Hennessy. The 
Dormeyer Model 42 Power-Chef 
Food-Fixer and Model 3000D Princess 
food mixer are also included for later 
Asut according to company repre- 


sentatives. 
i. id 


Electrified Chief 


ALTHOUGH . Western Massachusetts 
Electric Co. does not merchandise elec- 
trical appliances, it promotes them wit 
plenty of sales “savvy” as evidenced in 
the recent Greenfield parade. An “elec- 
trified Indian” was all wrapped up ino 
large size electric blanket energized from 
a portable motor on.a wagon he d 
behind him. Crowd got a big kick out of 
the display as well as a hint on how fo 
keep warm. 
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Hamilton-Beach introduced a new Freezer-Refrigerator 
Model G mixer called the Mixguide : 
with juice extractor optional and 
featuring ten tested speeds. J. D. 
Sampson, who handled the demonstra- 
tion, also called. attention to attach- 
ments now available for the company’s 
all, upright cleaner model 14. 
| On Landers, Frary & Clark, makers of 
the the Universal line, had several new 
the units to show including a model 3801 
ac- sandwich toaster and waffle iron, a FASCO 
ales mixer EA-6205 and flip-flop toaster, Automative 
model EA-2105. According to A. H. Stop Light Switches \ 
ited Ullrich, these were to be ready for FASCO 
in, February delivery. Lo-Level 
els, A new completely automatic coffee- Circulators 
la maker was the feature of the Nicro 
ae Steel Products display. Described by MARKING Amano’s entrance into the 
Leona Peterson, the unit is of eight refrigerator field, George C. Foerstner, 
“on- cup size. Also unveiled was a com-  (|eft), manager, refrigeration division, 
the pletely automatic waterless egg cooker Amana Society, Amana, lowa, shows his 
iron made of stainless steel. company’s new FR-9 model to Messers. 
is Visitors to Telechron heard J. W. Berkowitz and Streitelmeier at annual 
and Babb describe the firm’s new clock sales meeting in Chicago. 
and additions including the “Decorator” 
848 model wall clock with cut-away 
numerals outside the dial. Other units 
‘red included the post-war onyx occasional 
atic clock, a round-dial “Starlet” alarm Three new non-automatic toasters 
sole model and some yellow and blue with non-burn bakelite handles drew 
, Se kitchen units. attention to the Bersted Mfg. Co. ex- 
lec- Swartzbaugh Mfg. Co. featured an hibit where Hal Helfer demonstrated NC 
uing Everhot roasterette with removable the Eskimo Whiz-Mix with stainless a 
his inset pan and trivet being optional. steel cup. Also on display was a Kernel ee losely ! 
firm Russ Wright also called attention to Korn corn popper. AS a produc S- game or forme” a. 
10n- the Rangette with a new T-K surface Visitors at the Finders Mfg. Co. now carries oy sal superior Fe our fsco 
six, unit. booth saw the new Holliwood auto- mE ASCO” ony - * “adable que , you can co” and ¥ 
Paul G. Glenkey was in charge of matic waffler plus,eight and 12 cup same © yr depe now OP FFAS 
and, the National Die Casting Co. area coffeemakers of chrome on copper. P a 
2 10 which offered a new Heat-King Sperti Faraday, represented by : 
fan Torpedo design portable fan-type Edgar Heltman, demonstrated their 
has heater as well as the model JK-40  two-in-one sun lamp, model S-202, 
Juice King whole orange juicer which ultraviolet and infrared, as well as the o 
- may be used on half grapefruits as model 101 portable type lamp. 
dels well. 
cle- “Flavo-Perk”, an eight cup electric Other Exhibits 
Air, perculator, drew interesting vistors to Other exhibitions on the mile-long 
and the West Bend Aluminum booth where = Navy Pier included the model 88 Iron- 
\ J. Butler also emphasized the non- rite Cabinette ironers in mahogany and 
Pe electric griddle set. honey blond, three new deluxe sinks 
- Rahet Collenmahes manufactured by Lyon Metal Prod- 
pped ucts. Harvey Knuth, manager of 
uled The S. W. Farber line included kitchen cabinet dept. Aurora, III. 
The ’ model 610 automatic coffee robot of showed the 42 in. double bowl sink, a faites areca 
Chef eight cup size, a model 500 coffee urn, 66 in. double bowl unit with deluxe — os 
also eight cup, and the model 501 robot _— cabinet, and a 54 in. single bow! model nr — 
oe set with sugar, creamer and tray. with deluxe cabinet. William Scanlon SSS eee 
ater Sidney DeLott called special attention of Tracy Mfg. Co. demonstrated a 66 SS 
eal to the 12 cup percolator which has been in. double sink unit with porcelain ————| 
added to the company’s line. top and cabinet. — 
a 
. FASCO Desk Fans 
. FASCO t 
Selected Dealers Sell Hotpoint Washers Automatic Kitchen Ventilators 
Leonard C. Truesdell, vice-presi- motional programs are being built 
dent of marketing, Hotpoint, Inc. around the theme of “workless wash 
Chicago, Ill, recently made known days” backed by radio and direct mail ~e - ve emma 
plans to market the company’s new advertising to the consumer. 
LC2 automatic clothes washer through Marketing department heads have 
selected dealers in each sales dis- been engaged with other company offi- 
trict. cials in conducting distributor meet- 
Districts in Chicago, Cleveland, and ings throughout the country, and dis- FASCO Blowers 
Kansas City were opened in February _ tributors are currently holding preview 
with New York and Philadelphia meetings with their own sales organ- FASCO Fractional H. P. Motors 
scheduled for March, Atlanta in April, izations followed by individual con- 
and San Francisco and Dallas in May ferences with selected dealers. Upon 
and June. He expects all markets to completion of these meetings, Hotpoint 
have been opened by July. Dealers marketing officials plan to visit~ dis- 
are being selected by distributors on tribution points for an introductory 
the basis of their selling ability in the presentation meeting for selected deal- 
home laundry appliance field, display ers followed by delivery and install- 
technique, demonstrating finesse, ad- ation of the units in the dealers’ stores. 
setts vertising and promotional aggressive- All customers will get a complete 
elec- ness, and service know-how in areas home demonstration after installation. 
be having no central service set-up. Dealers will receive strong sales pro- 
x he Advertising Blueprint motional helps as the new markets 
in @ open, Mr. Truesdell explained. By in- 
un Each market is being opened with troducing the new unit in separate 
gged newspaper | advertising on a chosen areas through selected dealers, the 
at of Sunday with the sales of washers company seeks to give comprehensive Formerly F. A. Smith Manufacturing Co., Inc 
w to scheduled for wash day, the following merchandising coverage in each mar- y ™ e 
Monday. Local advertising and pro-_ ket, he’ concluded. ROCHESTER > N. Y. 
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INNER workings of the oil burner are explained to interested observers by C. G. 
Lang, U. S. Machine Corp., during Chicago show. A serious minded crowd attended 
the exposition held at the International Amphitheatre from Jan. 24-28. 





FORCED draft device which works equally well with coal and oil makes its debut with 
P. T. Hallier, Coleman Co. Both Mr. Hallier and the product are recent Coleman 
additions. 


Be R BANKS wor 
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SURE method of keeping exhibits crowded with people is demonstrated at Fairbanks- 
Morse display where free weight telling attracted heavy attendance. 
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PAUSE between presentations finds four Anchor stoker salesmen, E. Bero, Fred Besher, 
Bill Stansbury and L. W. Schrecker looking over the situation at exposition from the 


vantage point of their own display booth. 


Air Conditioning Men Told 
To Seek Replacement Sales 


Replacements may eventually account 


for 50 percent of sales, says Switzer 


at recent annual meeting in Chicago 


Air conditioning and commercial re- 
frigeration equipment sales may even- 
tually depend on replacement selling 
for 50 percent of their total volume, 
perhaps as early as this year, according 
to W. F. Switzer, commercial sales 
manager, Frigidaire Division, General 
Motors Corp. Mr. Switzer addressed 
more than 300 exhibitors at the recent 
Air Conditioning and International 
Heating & Ventilating Exposition in 
Chicago. 

One Out Of Four 

Recent surveys, said Mr. Switzer, 

indicate that in 1947 one out of every 


five commercial refrigeration and air 
conditioning sales fell into the replace- 


ment category while last year one out - 


of every four was a replacement sale. 
Although 615,400 new businesses came 
into being in 1946, another 398,000 in 
1947, and about 300,000 last year, sta- 
tistics definitely show the trend toward 
organization of new enterprises is 
downward and, accordingly, replace- 
ment business will play a more im- 
portant role in the future. However, 
considering that nearly every type of 
business, old or new, is a potential 
prospect for air conditioning or com- 
mercial refrigeration of one kind or 
another, Mr. Switzer emphasized the 
tremendous market for new equipment. 
Refrigeration equipment sales have 
more than tripled during the past 10 
years with growth and expansion most 
rapid in the business field where air 
conditioning has proved to be a sound 
and highly profitably investment. 
Packaged air conditioners, particularly, 
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have given a real impetus to selling, 
and increased the volume considerably, 
he added. 


Year Around 


C. F. Wood, air conditioning sales 
manager, Frigidaire, urged year- 
around installation of air conditioning 
equipment in stores, offices, institu- 
tions, factories and other business es- 
tablishments. He remarked that a 
carefully integrated winter-time sales 
program would help stabilize the 
rapidly expanding industry since the 
heavy spring rush for equipment would 
be reduced and the business could be 
spread out over a 12-month period. 
Mr.: Wood argued that this would re- 
sult in more effective installations at 
lower costs. 


Serious Minded Crowd 


The expositions were attended by 
a serious minded crowd which asked 
plenty of questions and wanted to find 
out all it could about the inner work- 
ings of the merchandise displayed. Ap- 
pliance lines exhibited included window 
ventilators, attic fans, stokers and oil 
burners. Among the familiar names 
exhibiting were Anchor Div., Stratton 
& Terstegge Co., Clayton & Lambert 
Mfg. Co., Climax Machinery Co., 
Coleman Co., Fairbanks Morse & Co., 
Frigidaire, General Electric, Holcomb 
& Hoke Mfg. Co., Ilg Electric Ven- 
tilating Co., Schweitzer-Cummins Co., 
U. S. Machine Corp., Webster Electric 
Co. and Westinghouse. 

Meetings of the Stoker Assn. were 
held coincident to the show. 
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es ...will carry the story of Amana home 

- ae oe ee freezers and new Freezer- Refrigerator 

~ TO MILLIONS MONTHLY! 

Yd. tie up with the profit line for '49! 

“ FREEZER-REFRIGERATOR i . é st 

¥ this first ad— featur- 
For amggpene good looks, larger capacity, better _ REA ing the beautiful new 
struction, and lower price — we urge you to compare this 

by stunning Amana before purchasing any Freezer-Refrigerator! AMANA FREEZER REFRIGERATOR! 

- Yes, compare! Separate compartments, separate doors and Compare for beauty—for capacity —for 

~ separate temperature controls for Freezer and Refrigerator... construction —for lower prices! 

4 each compartment maintaining best temperature without any compromise. 

<4 Compare ca acity! The spacious Amana Freezer compartment stores up lt has no equal! 

oil to 70 pounds of frozen foods...the big seven cubic foot Refrigerator 

nes is fitted with stainless steel shelves—and never requires defrosting! THE REFRIGERATION DIVISION 

on Yes, compare! And for years 

ert of better living, you'll ia the SEE YOUR AMANA DEALER —OR AMANA soc ' ETY 

~ beautiful, new Amana Freezer-Re- WRITE FOR ILLUSTRATED FOLDER Amana I6, lowa 

7 rigerator, with a FIVE YEAR 
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> WARRANSEY on the complete re- DEALERS! Wits, for Fell Amana story—The Profit 


frigeration system! Line for 49! 


ric Pioneer specialists in low temperature 
Refrigeration, with a century old tradi- 


tion of fine American craftsmanship. 
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There’s more “SELL” in the product 
with G-E Components 
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On the counter, where the competition is stacked side by side against 
it—every product needs the extra push that finally makes it the 
customer's choice. 

Getting the choice—making the most of that last-minute decision— 
is a cinch for the G-E Flamenol* cord set. The big, bold, General 
Klectric tag gets attention fast. The smart, tough cord and molded-on 
plug tell their own story of reliability. 

Wherever you see the G-E Flamenol cord and tag—let them help you 
sell. Give them display, and watch them pay off in sales. Section 
(34-323, Construction Materials Department, General Electric Company, 
Bridgeport 2, Connecticut. 


*Trade-mark Reg. U.S. Pat. Off. 
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DIFFERENCE between a standard 12-inch record and the new RCA 45 rpm non- 
breakable vinylite disc is demonstrated by James W. Murray (holding records), vice- 
president, RCA Victor Record Department, and Joseph B. Elliott (tilting record changer), 
vice-president, then in charge of the Home Instrument Dept. and now of all consumer 
products. Included among interested observers is Robert W. Armstrong, second from 
left, associate editor, Electrical Merchandising. 


RCA Demonstrates New 
45 RPM Phono, Record 


Folsom denies feud with 
Columbia actuated move 


Tossing a veritable bombshell into 
what many already consider a highly 
confused record industry, RCA Victor 
Div., Radio Corp. of America, re- 
cently took the wraps off its entirely 
new type of phonograph and record 
in a move that has created widespread 
comment in both trade and consumer 
press. 

Vigorously denying any intention of 
carrying on a war with Columbia 
Records, Inc., Frank M. Folsom, 
president, Radio Corp. of America, 
told the press at the recent demonstra- 
tion in the RCA Exhibition Hall in 
New York City that both companies 
were aware of each other’s plans and 
that the resulting procedure was a 
normal condition in every day business, 
with the public ultimately deciding 
which system would prevail. 


Made For Each Other 


Emphasizing that the new RCA 
unit marks the first time the phono- 
graph industry has ever had record 
playing equipment and records for 
home use that were made specifically 
for each other, Joseph B. Elliott, vice- 
president in charge of the Home In- 
strument Department, stated that the 
new record player has the fastest rec- 
ord-changing mechanism ever devised 
and that its radically advanced design 
eliminates 75 percent of the troubles 
found in conventional changers. 

The result of over ten years of re- 
search and experimentation, the new 
device, consisting of record changer 
and record operates at 45 rpm and is 
claimed to provide completely distor- 
tion-free music of unprecedented bril- 
liance and clarity of tone. The small 
size record, six and _ seven-eighths 
inches in diameter, is a light-weight, 
wafer-thin, non-breakable vinyl plastic 
disc with a 14 in. center spindle hole 
which fits into the changer spindle. 
Called the heart of the new instrument, 
the changer mechanism is housed in 
the spindle, which holds up to eight 
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records and noiselessly drops the rec- 
ords into playing position without the 
playing surfaces touching each other. 
The lack of contact between discs is 
achieved by a slightly thicker area of 
shellac around the spindle hole. 

Because of the rapid operating speed 
of the record and changer, it is pos- 
sible to play both longer and shorter 
selections almost continuously. The 
new record contains up to five minutes 
and 15 seconds of playing time per 
side and will include both popular and 
classical material, it was said. A 
small tone arm with only five grams 
pressure contains a “silent sapphire” 
permanent-point pickup which, accord- 
ing to RCA, results in virtually noise- 
free reproduction. 

Mr. Elliott observed that the divi- 
sion will continue the manufacture of 
standard 78 rpm records. However, he 
said, the new record offers the dealer 
tremendous sales possibilities. In ad- 
dition to actual superiority in repro- 
duction quality, he cited easy handling, 
light weight, economy of space, ease of 
shipping, and the unbreakable texture 
of the records as immediate benefits 
to the retailer. Other selling points of 
the new unit include the marketing of 
the device as an optional player as well 
as the saving of space in radio-phono 
combinations since the console size 
may now be reduced by 25 percent. 

Although undecided as to price for 
the present, Mr. Elliott declared that 
the figure will be highly competitive. 
Production orders on the new unit 
have already been filled for 1949, he 
added, and many other phonograph 
and record manufacturers plan to adopt 
the new system. 

According to RCA, the player and 
record are scheduled for an appearance 
early this spring. 


Columbia Disagrees 


Almost immediately after the RCA 
announcement, Edward Wallerstein, 
chairman of the board, Columbia Ree- 
ords, Inc. announced that his firm was 
“unable to fathom the purpose of the 
records revolving at 45 rpm”. He 
maintains that when Columbia engi- 

(Continued on page 122) 
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New Hoover, Jr., Model 
115, newest, lowest- 
priced, lightest Hoover 
ever. built. Ideal for 
small homes... handy 
for all homes. Only 
$59.95. 


Cleaning tools extra. 


De Luxe Triple-Action 
Hoover, Model 61, the fin- 
est Hoover ever built. 
Many de luxe features. 

$94.95. 
Cleaning tools, $19.95. 


It’s easy to see why Hoover 
dealers are happier with their 
Hoover franchise. 


First, there are a lot of prospects. 
Women prefer Hoover 2 to 1 over 
any other make of cleaner. 

And Hoover dealers offer these Hoover- 
minded women the widest choice of cleaners 
in America! 

Choice of type—Triple Action or cylinder. 


Choice of price—starting with Hoover, Jr., at $59.95, 
the newest, lowest-priced Hoover. 


Choice of four different models. 


And Hoover is no short-term proposition. Forty 
years ago The Hoover Company made the first practical 
portable electric cleaner ever offered the American 
housewife. Today Hoover is still the leader. Over 8 
million Hoover Cleaners have been made and sold— 
more than any other cleaner. 


Hoover dealers are happier because every sale 
is a dealer sale. 


Hoover dealers are happier because this great line 
of cleaners has been more heavily advertised than 
any other make. It’s the kind of advertising that 
makes and keeps friends in every dealer's home town. 

No wonder the Hoover franchise is a valuable 
property now and over the long pull! 


THE HOOVER COMPAN Y 
North Canton, Ohio > Hamilton, Ontario, Canada « Perivale, England 
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Triple-Action Hoover, 
Model 28, with Hoover's 
exclusive cleaning prin- 
ciple—it beats, as it 
sweeps, as it cleans. 

$74.95. 
Cleaning tools, $19.95. 























Hoover Cylinder Cleaner, 
Model 50. Cleans by pow- 
erful suction. Complete 
with cleaning tools, $79.50. 

















Leading manufacturers 
of clothes-washing machines ‘ 


calgon’ 


Calgon creates a new way to wash. 


Calgon added to hard or soft 
water, with soap or synthetic de- 
tergent, prevents washing film... 
actually removes previously 
formed washing film. As a result, 
Calgon improves the performance 
of any washing machine .. . in- 
creases customer satisfaction . . . 
boosts sales . . . reduces service 
calls. It keeps the washer sold. 


That's why manufacturers of 
modern laundering machines have 
always recommended Calgon. 


Calgon has been used success- 
fully for many years in all types of 
clothes washers under various 
water conditions. Its market is | 
enormous .. . its turnover is rapid 


im 
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~ TM. Reg. U.S. Pat. Off. 


. . . its ability to build repeat busi- 
Leading textile manufacturers ness is phenomenal. Recommend 
also recommend CALGON Calgon .. . Sell it . . . to your 
in their washing instructions. washer customers. 


Write for literature. 


CALGON, INC. 


Hagan Building, Pittsburgh 30, Pa. 
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Leading manufacturers of 


automatic dishwashing machines 





calgonite’ 


Calgonite is the original washing 
compound developed exclusively 
for household automatic dish- _ 
washers. Calgonite is the product acter 
that has been thoroughly tested 
over a period of years in different 
types of machines, under various 
water conditions. 

Ordinary compounds for hand 
dishwashing will not work satis- 
factorily in automatic machines. 
Hardness elements in the water or 
soil combine with soap or ordi- 
nary detergents to form washing 
film which water will not rinse 
away. 

Calgonite prevents such film, 
removes any that was previously 
formed, and gets the dishes really 
clean. It contains a liberal por- 
tion of Calgon to combat high 
water hardness. 

Calgonite also keeps the ma- 
chines clean and reduces service 
calls. 

Owners of automatic dish- 
washers using Calgonite always  *1.m. Reg. U's. Pat. Off. 
get top performance from their 
machines. Stock Calgonite in the 
new, foil-labeled moisture-proof 
package. 








Leading manufacturers of 


’ , lish tableware and cooking uten- 
Bh se om tagiia at . sils also recommend CAL- 


Write for literature. GONITE. 


CALGON, INC. 


Hagan Building, Pittsburgh 30, Pa. 





NG ELECTRICAL MERCHANDISING—MARCH, 1949 PAGE 121 
































The KEX to Consistent 
WASHER PROFITS 


“Three (3) Washing Speeds” 


The Correct Speed For Any Fabric 
An Original and Basic 
BARTON Improvement 


Price cutting will reduce your profits unless 
the Washers you handle have specific ad- 
vancements that set them above all conven- 
tional washing machines. 


0 n | y Barton “Controla Speed”” Washers 
provide 3-speed washing and wringing action. 


0 n | y with Barton can the correct speed 
be selected to provide the safe washing treat- 
ment for different fabrics. 


Only Barton can free milady from toil- 
some hand washing of her choice articles. 


0 nly Barton has the patented Water- 
Deflector tub that cuts time but produces 
1800 extra surges of soapy water through 
the fabrics per minute for extra cleansing. 


0 n | y Barton has the re- 
movable plastic bowl that 
fits the agitator for safely 
washing the lacy hand- 
kerchiefs and other dainties 
at the same time that the 
regular washing is taking 
place in the large tub. 







The ONLY 
and Original 


3-SPEED 
WASHER 


THE BARTON CORPORATION, West Bend, Wisconsin 
















If you want the key to continued profits— 
let us mail you the complete data on Barton 
“Controla Speed” Washers. 





BARTON “Controla Speed” WASHERS 
SDD Gocnccne coence 
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RCA Phono, Record 


ems CONTINUED FROM PAGE 118mm 


neered its 334 rpm Microgroove sys- 
tem in June, 1948, it hoped to provide 
a universal method for reproducing 
both long and short classical and popu- 
lar musical compositions with high 
tonal quality, low surface noise and 
distortion, longer record and _ stylus 
wear, durability and storage ease—al] 
at savings to the general public. More 
recently, the company introduced a 
seven inch disc which allows for the 
playing of shorter classical works as 
well as popular selections in the con- 
ventional short form, all of which can 
be played on the same 334 rpm turn- 
table. Mr. Wallerstein remarked that 
he cannot see what additional advan- 
tages the 45 rpm can offer to com- 
pensate for the conflict it appears to 
be creating. ; 


Scott Plays Everything 


With both companies scrambling to 
line record companies behind their 
respective systems and record collec- 
tors reveling in discount sales as re- 
tailers unload their 78 rpm stock to 
make way for television sets, Scott 
Radio Laboratories, Inc., Chicago, IIl., 
has demonstrated a new type of record 
player which is said to be capable of 
handling all three types of records. 
According to reports, the device is an 
adaptation of an automatic record 
changer made in Switzerland and can 
be set for standard 78 rpm, the Colum- 
bia Microgroove at 334 rpm and the 
new RCA Victor 45 rpm unit. 

Later, RCA announced a radical de- 
parture from the 50 year old tradition 
of varied-size black discs for its new 
45 rpm phonograph records. 

The new single-size platters will 
come in seven bright hues character- 
istic of the different classifications of 
music presented. Classical records will 
be in ruby red, semi-classics in mid- 
night blue; popular in jet black; chil- 
dren’s in lemon drop yellow, Western 
in grass green, folk music in cerise, 
and International in sky blue. 

RCA observes that the use of colored 
records provides new ease of identifi- 
cation and convenience in storage and 
handling of records as well as decora- 
tive opportunities for the color-con- 
scious housewife. 

More than 15 record changer equip- 
ment and instrument manufacturers 
have stated, according to RCA, that 
they plan to make or incorporate the 
new 45 rpm system in their respective 
lines of record playing units. 









NEW 45 rpm seven-inch light-weight rec- 
ords make for easy stacking on revolution- 
ary record changer recently introduced by 
RCA Victor in New York. 
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FIRST AND FOREMOST: The exclusive 
Duo-Therm design Dual Chamber Burner 


it’s bigger! It’s huskier! The Duo-Therm burner is 
larger and heavier than most competitive burners with 
the same BTU rating. Result: extra durability, extra 
long life, plus reserve heating capacity for extra cold 
days. No need to crowd the burner, and thus shorten 
its life, during normal cold weather operation. 


it’s scientifically designed! Notice how the sides 
taper, how the baffle plate slopes diagonally upward, 
and how the cone top is formed. All these features 
allow for natural flame expansion and the same uni- 
form flame characteristics at any stage of operation— 
from low to high fire. There are no pockets in the Dual 
Chamber Burner to trap the flame. 


it’s clean burning at all stages! Air and oil are 
mixed in six distinct stages to maintain the exact bal- 
ance needed for clean operation at all settings. Result: 
complete flame control both zz and above the burner 
for perfect combustion and clean operation, no matter 
what the size of the flame. 


it gives more heat from every drop of oil! Duo- 
Therm’s exclusive method of supplying secondary air 
at three stages around the outside edge and above 
the neck of the burner results in a lazy, full-bodied 
flame which completely fills the heat chamber. That's 
why the Dual Chamber Burner gets more heat out of 
every drop of oil, transfers more heat to the home 
quicker. 


It’s quiet-as-a-mouse! Low velocity air intake re- 
Sults in better pre-mixing of air and oil, eliminates 
noisy operation completely. With a Duo-Therm 
burner, there’s “nary a whisper” at any stage of fire. 


It contains no moving parts! Duo-Therm’s exclu- 
sive Dual Chamber Burner contains no moving or 
mechanical parts. There’s no motor, no pump, no 
ignition to wear out or need repair. The foolproof 
simplicity and sound engineering that make this burner 
great, reduce servicing to an absolute minimum. 
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hottest space bate line ~ 








... And even without that Burner Story, exclusive 
POWER-AIR BLOWER and fine furniture 
styling would make the Duo-Therm plenty ‘‘HOT’’! 


ss The Duo-Therm heater with exclusive 
Power-Air Blower saves as much as 
1 gallon of oil in every 4 


Every Duo-Therm Heater A Lovely \, 
Cabinet Piece! Finished in blonde, lus- \\ 
trous mahogany or walnut to harmonize Ch 
with modern or traditional furnishings. J 


MORAL: i¢ you're interested in money (and who 
isn’t?) and aren’t as yet featuring Duo-Therm heaters 
(hard to believe, but a few of you aren’t!) better write, 
wire or ‘phone for complete details of the profitable 
Duo-Therm franchise. Address: Duo-Therm Division 
of Motor Wheel Corporation, Lansing 3, Michigan. 


DuO-THERM 


FUEL OIL HEATERS 


More than a million satisfied users! Always the leader! 


OUO-THERM IS A REGISTERED TRADE MARK OF MOTOR WHEEL CORP., COPYRIGHT, 1949 
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Make easy “check-back sales” ¥ 
of these popular 


AUTOMATIC 


OIL CONTROL ACCESSORIES 





A-P Thermostat Comfort Kit 


A-P Thermostat Comfort Kit 
Adds AUTOMATIC Tempera- 
ture Control convenience to 
any heater made since 1939— 
now using A-P Model 240-D, 
U or Y series Manual Controls. 
Saves Oil. Ends wasteful over- 
heating. Complete sales pack- 
age includes: sensitive modern 
wall Thermostat, Conversion 
Top for mounting on present 
control, Transformer, wiring 
and accessories. Easy to install. 


2 





A-P OILIFTER 


Automatically supplies fuel oil 
to room heaters, water heaters, 
furnaces and kitchen ranges— 
All vaporizing oil burning ap- 
pliances. “Lifts” oil as high as 
third story from bulk storage 
tank outside or in basement. 
Ends oil handling, spilling, 
wastage. 





A-P Fuel Oil TRAP-IT 


Improves heating, efficiency by 
trapping all dirt, sludge, gum, 
moisture in oil lines. Saves 
service expense. 








EVERY Oil Heater sold since 1939 
can be the source of EXTRA SALES 
and profits for you right now! Dig 
out your old files, check them over 
carefully, give them to a telephone 
girl to make sure the addresses are 
right and that they’re still using 
your heater. Then parcel out the 
names to your salesmen and arm 
your men with “sales ammunition” 
on A-P AUTOMATIC OIL CON- 
TROL ACCESSORIES. You'll be 
surprised how easily you can turn 
over extra sales and profits on these 


old friends of yours...and sell 


new heaters to them, too! 


GS Sell ONE or ALL THREE 








Folders for mailing, Consumer Catalogs, 
Direct Mail Broadsides, Newspaper Ad 
Mats, Oil Control Tags. 


“Album of Famous Vaporizing Oil Burning 
Appliances", 15-Minute Slide-Sound Film 
Available for dealer and salesman showing. 


DEPENDABLE OIL CONTROLS 


DESIGNED TO ELIMINATE SERVICING 


AUTOMATIC PRODUCS COMPANY 


we 





2400 North Thirty-Second Street Milwaukee 10, Wisconsin 





Enter our order for i diate shi t of: 


A-P Model 240-ED Thermostat Comfort Kit........$22.97 
A-P Model 249 Oilifter ..................... $34.48 

serene 3.50 
(Less discount) 
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' Immediate Relaxation Of 
_“W" Control Is Unlikely 








Though aware of appliance dealer sales 
problems, FRB fears overall effect of 
lifting curbs on one line at this time 


Despite the feeling of many econo- 
mists in and out of the government 
that inflationary pressure in the appli- 
ance field has declined sufficiently to 
permit the easing of Regulation W, 
the electrical appliance industry can- 
not confidently expect any relaxation 
of the present tight controls in the 
immediate future, according to reports 
from Washington, D. C. 


Time Not Ripe 


Few in the nation’s capital will deny 
that the Federal Reserve Board is 
strongly conscious of the mandate re- 
ceived from Congress last summer, 
namely, to tailor Regulation W to 
meet the general economic condition 
of the country. It is recalled that 
when Congress authorized the re- 
establishment of the installment buying 
curb as an anti-inflationary measure, 
the FRB was instructed to use its 
judgment in regulating the control. If 
inflationary pressure remained power- 
ful, on one hand, “W” was to remain 
unchanged ; yet if the pressure of infla- 
tion slackened, the regulation was to be 
eased. 

Re-Examination Policy 


Accordingly, the board policy has 
called for constant reappraisal of 
business trends with a view toward 
revising credit terms. In fact, the FRB 
has virtually promised to order a 
change when it is of the opinion that 
inflationary pressure has shown a 
sufficient decline. However, it is 
firmly determined not to rush any 
alterations on “W” until it is reason- 
ably satisfied the proper economic con- 


Golden Jubilee Fete 


ditions have arrived. Only then will 
the board begin the reduction of down 
payments and permit the spacing out of 
time payments on the balance. Further- 
more, the relaxation will not be across 
the board, but only on selected items 
where sales are dragging. 


Mad Scramble Over 


Most retailers believe that the wild 
stampede for appliance merchandise is 
over. They cite sales figures for No- 
vember and December as definite proof 
of the demise of the sellers’ market 
peak and inflationary threats. The 
dealers maintain that now is the time 
to ease Regulation W which many 
blame for part of the pre-Christmas 
slump. While the FRB is cognizant of 
retailer sales problems, it is not con- 
vinced that now is the time to act. 
The board fears that easing of curbs 
to help out one line might conceivably 
contribute to overall pressure and de- 
feat the purposes of the control. 


Some Disagree 


However, many government econo- 
mists as well as a considerable number 
in private industry are not in accord 
with the FRB belief. They argue that 
more freedom in installment selling 
would do no harm and at the same 
time be a definite sales booster. Such 
economists feel that it is only a matter 
of time before the cautious FRB 
adopts a similar view at which time 
the electrical appliance business will 
gain more than any other industry ex- 
cept the automobile field, which has 
been the chief antagonist of Regulation 
W. 








RELAXING during the two day annual sales meeting of the electrical division, Natl. 
Enameling and Stamping Co., in Jacksonville, Ill., are: Alfred J. Kieckhefer, (fourth 
from left) NESCO president, with (left to right) T. E. Fajen, sales manager; George 
Anderson, Charles Harrison, William Steinmetz, and Charles L. Martin, representatives. 
Firm is currently observing 50 years of service to America’s homemakers. 
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the only Vacuum Cleaner backed by a 


WO BAG to empty | Vale 
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THE MARKET PLACE is the “‘sales center” for Lewyt 

merchandising techniques. More than a floor dis- 
play, it gives Lewyt dealers a permanent Cleaner De- 
partment in a few feet of floor area. Always ready for 
demos, it draws prospects—then guides salesmen with 
words and pictures! 
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THE INDUSTRY'S MOST AGGRESSIVE ADVERTISING! 

Pages in Life, Saturday Evening Post, Good House- 
keeping, McCall’s, Ladies’ Home Journal, Better Homes 
& Gardens, Look! Campaign includes newspaper mats, 
radio scripts, 24-sheet posters, television, movies, book- 
lets, window displays, folders—the works! 


CARPET NOZZLE 


© CYCLONIC | 
SUCTION | 
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7 DRAMATIC FEATURES! The Lewyt Vacuum Cleaner 
is easier to sell because it has features women want 
---f€atures women look for...features that make a 
demonstration an exciting experience! You don’t 

have to be a magician to sell the LEWYT. 
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THE JUNIOR DEMO is Lewyt’s sensational ‘10- 

second demonstration”’ that is tripling sales of 
Lewyt Cleaners for dealers. Cashes in on store traffic— 
sells Lewyt features while customer is still in the store! 
So simple and quick, floor salesmen are latchirig on to 
it fast! 


PRICE AND PROFITS! Lewyt’s down-to-earth price 

is another reason why women sit up and take notice 
when you say “Lewyt.” There are no “extras” tacked 
on to it, either! And Lewyt dealers work on a full profit 
margin that’s bigger than most—assuring a truly profit- 
able Lewyt operation! 


VACUUM 


LEWYT CORPORATION 
Vacuum Cleaner Division 
76 Broadway, Brooklyn 11, New York 


1949 


Here’s why Lewyt is the fastest-growing, easiest selling vacuum cleaner on the market—and today, has a backlog of dealer orders! 
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CLEANER 


"(Rhymes with ‘do it’) 


= 






THE LEWYT DEMO-CALL is another prime source of 

new prospects to consistently snowball your Lewyt 
profits! It’s a post-sale demonstration in the customer’s 
home that sells her on your store’s service...clinches 
the sales...and eliminates service calls due to lack of 
customer know-how. 
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SPECIAL PROMOTIONS! Lewyt’s “Free Dust Pan 

Promotions” set the pace for appliance selling dur- 
ing 1948. Now, Lewyt leads again with “Free Trial” and 
“Free Glass Twinkle” promotions! And there will be 
many more of these sales building dealer aids to stimu- 
late traffic in the stores of Lewyt dealers. 
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Franchise Grows 
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Nothing like 
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TRAINING, support and a drawing account are part of the salesman’s equipment 


¢ » today, according to Robert Hill, (left) in a talk on business efficiency. J. Kyle Holley, 
‘ (center), and Frank J. Leone, listen attentively at the recent Chicago meeting of the 
National Appliance and Radio Dealers Assn. 
j 7 2 
| NARDA Sees Organization 
' ae i 






The finest circulator of all; adjustable 
for either 45° or 90° oscillation, or 
stationary use. If oscillation is obstruct- 
ed, the exclusive Surf safety release 
keeps fan from tipping over. Ultra-quiet 
24-inch blades. 3 speeds NEMaArated, 
7000 c.f.m. Underwriters’ approved. 





10-inch Fan 
s}]}95 List, incl, tex 


A real beauty; more compact, more 
versatile than any 10-inch fan on the 
market. Moves 500 c.f.m. with quiet, 
vibrationless operation. Adjustable 
through full 360° vertical arc for all- 
direction efficiency, without draft. 







Vital To Dealer Survival 


Improved franchises top 
consideration at Chicago 


With 88,813 major appliance dealers 
facing an increasingly competitive 
buyer’s market that will support about 
45,000 retailers, the National Appli- 


Clif Simpson, managing director, is 
of the opinion that all national or- 
ganizations must offer members a 
package which is unobtainable at local 
levels. In the NARDA drive to attract 
membership, Mr. Simpson has de- 
veloped a number of these attractions, 
including a hiring kit aimed at giving 
the dealers suggestions on hiring sales- 
men. 


Seek Better Franchises 


According to the panel, dealer 
franchises as currently written are 
worthless. Karl J. Daubert advised 
that if dealers are to stay in business, 
they must have a greater margin, more 
territory or an exclusive area. In the 
opinion of J. Kyle Holley, General 
Appliance Corp., Chattanooga, dealers 
must limit lines to justify a tighter 
franchise. Other suggestions included 


volume has held up more satisfactorily 
than that of the major. Last year, there 
were 840 small appliance customers 
per dealer. Samuel K. Lavery pro- 
tested discrimination against dealers in 
the delivery of toasters. He stated that 
at the same time retailers couldn't get 
any, jewelry stores were selling them 
freely. 


Oscillati ance and Radio Dealers Assn. strongly To the suggestion put by Harry 
scitating recommended organization as a pos- Price concerning the role of dealers as 
Air Circulator sible panacea during the association’s Tepair stations through buying a cer- 

P X I ; 
ws 50 List, inet. tox annual meeting in Chicago in early tain stock of parts, R. M. Oliver, 
4 124 pete January. Over 300 dealers attended Proctor Electric Co., opined that the 
5 model, $107.00) the two day session. trained and authorized station was the 


best solution to date. 


Trial And Error 


During a discussion on business 
efficiency, Ken J. Stucky observed that 
the appliance business differs from 
clothing, shoes and other retail opera- 
tion which has developed for genera- 
tions. In its growth by trial and error, 
he sees profits as the best guide since 
there is no set of working standards 
currently available. Distributors see 
volume as the secret of operating suc- 
cess, maintains Mr. Stucky, but if the 
dealer sells at less than 20 percent, he 
won't survive. Therefore, Mr. Stucky 
recommended that the group collect 
data to aid the dealer in knowing 
where he stands. 

Wallace Johnston and William 
Murray described their respective 
bookkeeping operations for the benefit 











NEMA rated. Underwriters’ approved. Get off the feces en | that of Victor Joerndt, who advised of the members. 
these powerful profit | dealers to go directly to the manu- it 
makers. See your | fecturer with . thelr troubles while Back Door Conditions 


distributor or write: Harry Price asked for a cleanup at 
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LABORATORIES: Ive. 


4292 North Knox Avenue 





Chicago 41, lil. 


dealer level. H. N. Light advocated 
length of time in handling a line as 
qualifying consideration in the termina- 
tion of franchises. 


Role of Small Appliance 


Citing the importance of small ap- 
pliances in the business, W. E. 
O’Brien, general sales manager, Toast- 
master, observed that a dozen small 
units were sold for each refrigerator 
and 10 for each washer. He stated 
that in bad times, small appliance 
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In the forum on relations among 
manufacturers, distributors and deal- 
ers, Mr. Holley stated that top dis- 
tributors did not practice back door 
selling but that the chief abuses were 
the result of apartment and contractor 
sales. In his opinion, dealers would be 
better off to handle such contracts even 
for only a service charge, since they 
would have control of sales and be in 
a position to stop the allotting of 
merchandise to friends and relatives. 
He maintains that utility people buy 

(Continued on page 132) 
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@ More value for your customers, more volume for you. Here’s 
the lowest-priced, lightest-weight (13 Ibs., 12 oz.), full-size 
(14-inch nozzle), first-line cleaner on the market! It’s the Hamil- 
ton Beach “Champion.” 

LOW PRICE gives you a selling point on the Hamilton Beach 
“Champion” that strikes home. At $52.50 retail, it’s the answer 
to the price-conscious customer’s prayer. There isn’t another 
nationally branded, light-weight, top-flight cleaner at this attrac- 
tive, merchandise-moving figure. 

LIGHT WEIGHT means less work to your customers. Here, at a 
mere 13 lbs., 12 oz., they get a power-packed cleaner that’s a 
breeze to move around. Yet there’s no plastic in it! Convince 
yourself. Check this cleaner’s weight with that of any other man- 
sized cleaner. 

FULL SIZE? You have it with Hamilton Beach. Here’s a whop- 
ping full-size, full-capacity, 14-inch nozzle. And a great big 
Hamilton Beach motor that has power to spare. This cleaner 
doesn’t toy with dirt. . . it eats it up! 

FIRST LINE? You bet! Hamilton Beach has no “price model.” 
The “Champion” is the best upright we’ve ever made. In per- 
formance, it’s thé match of anything, anywhere. 

SO ADD IT ALL UP. Here’s the lowest-priced, lightest-weight, 
full-size, first-line cleaner on the market. Right now, we're telling 
your customers this story in hard-hitting Hamilton Beach na- 
tional ads. Tell the top-value story yourself and watch it pay off in 
top volume. 


FREE HAMILTON BEACH SALES HELPS! 


Colorful counter and floor displays, folders, newspaper ad 
mats, and catalog sheets available for your use. Ask your dis- 
tributor’s salesman or write: Advertising Dept., Hamilton Beach 
Co., Div. of Scovill Mfg. Co., Racine, Wis. 


HAMILTON BEACH 


Vac Ali Cleaners 
MORE FOR THE MONEY! 
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General Electric provides you wit 


AND ALL THE TOOiLs 


NYBODY who has been in the appliance business long enough to know an inlet 



















from an outlet knows the advantages of selling a complete line . . . 


And when it comes to laundry appliances, that’s exactly what General Electric 
has plenty of! 

Automatic washers . . . wringer washers . . . tumbler driers . . . flatplate ironers , 
automatic rotary ironers .. . portable ironers! And remember, national surveys show 


that General Electric Appliances are the appliances most women want most. 


The illustrations at the right will give you an idea of how complete the G-E laundry 
line is. For further details, see your General Electric distributor. General Electric 
Company, Appliance and Merchandise Department, Bridgeport 2, Connecticut. 


a 


}, G-E All-Automatic Washer — Does the whole 
washing and damp-drying job all by itself! 

Just toss the clothes in, set the controls, and the 
wash is done. All automatically . . . clothes soak, 


wash, rinse, and damp-dry! Then washer shuts itself 
off. Model AW6. 














ALL-ELECTRIC 


LAUNDRY 


For easier, 





happier 
washdays 
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SELL THEM, 


2. G-E Automatic Washer — An auto- 
matic washer at an economy price! 


Washes, rinses, and damp-dries clothes 
with just one setting of the dial. Ready- 
to-iron spin-drying plus the famed Gen- 
eral Electric dependability. Portable, no 
bolting down. Model AW6B1. 


TOO 


3. G-E All-Automatic Demonstrator 
Top—A plexiglass cover that converts a 
G-E All Automatic Washer to a demon- 
strator. Helps explain G-E washing action. 

Actually washes clothes! Can be con- 
verted to a ready-to-sell all-automatic 
washer when it has served its purpose. 





4, G-E “De Luxe”’ Wringer Washer — 
The 10-pound capacity makes this washer 
a grand buy for a large family. 

Another selling plus for this large-size 
washer is the “Instinctive” wringer. 
This washer also has the famous “‘Perma- 
drive” mechanism. Model AW 442. 





4 complete home-laundry line! 





5. G-E “One-control’’ Wringer Washer 
— Washes each piece individually—here’s 
“Quick-clean” washing at its best! 

Has the Adjustable Timer, the famous 
“Activator* action,” the One-control 
Wringer, and the “Permadrive” mecha- 
nism, 8 pounds capacity. Model AW342. 





6. G-E “Economy” Wringer Washer — 
A real buy at a down-to-earth price! 
With three washing zones, G. E.'s 
“Activator action” gets clothes thor- 
oughly clean. Has an Adjustable Wringer 
with simple controls, and the ““Perma- 
drive” mechanism. Model AW142. 





10. G-E De Luxe Automatic Rotary 
lroner—Irons everything from sheets to 
shirts with a professional touch! 


Easy to operate by hand or knee con- 
trol. Comes with two speeds. Extra-large 
30-inch roll does heavy and light work in 
double-quick time! Model AR20. 


7. G-E Wringer Washer Demonstrator 
This transparent wringer washer 
doesn’t wash clothes . . . but it does a 
grand job of convincing customers! 
It demonstrates the three zones of 
washing action made possible by G.E.’s 
“Activator action.” Model AW342. 


11. G-E Fold-away Automatic Rotary 
lroner—A smaller edition of the De Luxe 
Model .. . and a real buy! 

Large 26-inch roll, single speed. Choice 
of easy-to-operate hand or knee control. 
Folds into an attractive cabinet when not 


in use. Model AR19. 


8. G-E Automatic Tumbler Dryer — 
Dries clothes indoors in any weather! 
Clothes are dried quickly and gently 
by constant tumbling movement through 
clean, warm air. No more clotheslines! 
Clothes can be taken out damp dry, ready 
to iron, or completely dry. Model AD6. 


12. G-E Automatic Portable Rotary 
lroner— Lets a woman iron anywhere! 

So light and easy to lift, yet it does a 
man-size job. Operates by touch of hand 
or knee. Single speed, 22-inch roll. Won- 
derful for sheets, shirts, tablecloths, 
dresses. Model AR18. 


9. G-E Flatplate lroner— Does the work 


of 11 hand irons working at the same time! 


Lets a woman sit down to iron. Auto- 
matically controlled heat for each fabric, 
and fabrics of different thickness can be 
ironed at the same time. Model AF13. 
Model AF13C, without cover. 





13. G-E Portable Rotary lroner with table 
and chair. Makes a grand combination! 

This handy little ironer with the table 
and chair is perfect for budget-minded 
customers. Does a whale of a job for its 
33 pounds. Operated by either the left 
or right hand. Model AR17. 


*Reg. U. S. Pat. Off. 


GENERAL @® ELECTRIC 
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EXHAUST FAN 


Atlas-Clire 2’ 


bolts, hooks or screws. Moves 


enough to cool down average small home. 3 speed, direct shaft 


PORTABLE WINDOW EXHAUST FAN, 


Model 1010. Patented expandable wings and crank adjustment 
for easy installation into any window 282” to 422” without nuts, 


$ and HOUSE COOLERS 
GETS 
MORE VoLume 






3400 cubic feet of air per minute — —— 


motor. Retails $69.95, tax included. 





24” HOUSE COOLER 


Model 1011. Moves 5100 cubic 
feet of air per minute. Fits 
any window 25” to 43” with- 
out costly installation. Does 
work of attic fan. 2 speeds 
forward. 2 reverse. Retails 
$99.50, tax included. 





te 


10” KITCHEN WINDOW 


EXHAUST FAN 


Model 1005. Adjustable to any 
window 23” to 33”. Moves 
650 cubic feet of air per min- 
ute. Quiet. Retails $18.95, tox 
included. 













for 
profitable 

summer sales 
write or wire 
for dealership 
details... 
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Portable 
16” WINDOW EXHAUST FAN 


Model 1001. Moves 2100 cubic 
feet of air per minute. Patented 
crank and adjustable wings to 
fit any window 27” to 37”. 
Quiet 3 speed motor. Retails 
$59.95, tax included 














18” PEDESTAL 
FANS 


Low or high adjustable 
standard. Moves 2200 
cubic feet of air per min- 
ute. Quiet 3 speed motor. 
Model 1007 — low pedes- 
tal— $44.95. Model 1006 
—high pedestal— 
$59.95, both tax included. 





ATLAS-AIRE DIVISION 


ATLAS TOOL & MFG. CO 
5147 NATURAL BRIDGE, ST. LOUIS 15,MO 





NARDA Meeting 





from friends as well and that these 
personal purchases go through author- 
ized dealers. Accordingly, manufactur- 
ers ought to write in clauses in the 
franchises banning wholesale selling to 
the public. 


Organization In Sales 


In considering the building of a 
sales organization, Robert Hill ob- 
served that the salesman today must 
have training, support and a drawing 
account. Attention was called to the 
Toledo sales hiring fiasco in which a 
utility spent approximately $1,000 in 
advertising and time recruiting 65 men 
of which 40 were qualified, 35 had 
some merit, 12 were sent out, and five 
were retained. 


New York City Video 


Although television is booming, E. 
C. Bonia, general sales manager, Ben- 
dix, stated that in New York City 
alone $36,000,000 in video units passed 
at wholesale with the result no one is 
making money. Small dealers are of- 
fering from 10 to 27 percent discounts 
with similar situations being reported 
in Washington, D. C. and Los Angeles. 
Many of the discount ills may be at- 
tributed to the fact that distributors get 
the goods on a ten-day basis, which 
means fast moving. 


Price Or Service? 


It is up to the customer whether he 
gets good prices or service, according 
to Arthur Becker. Department stores, 
for one, cannot compete with the dealer 
who gets his business volume from the 
service angle. He suggests that if a 
territory is being opened to video, it is 
expedient to get a good service organi- 
zation to handle it. People will then 
buy knowing they can depend on the 
store. But no dealer, according to 
Gardner Cole, can afford to handle 
video at 24 to 28 percent discounts. 


Installation Problems 


Simon Halle does not believe ad- 
herence to the wiring code is respon- 
sible for high building costs. Two 
steps for appliance dealers to follow, 
according to John Freeze, are (1) 
Cooperation with and from electrical 
contractors and plumbers; (2) con- 
centrated steps to develop an appliance 
specialist to take care of installation. 
In pre-war days, plumbers and elec- 
trical contractors cooperated 100 per- 
cent. However, they now believe they 
are entitled to sale of the equipment. 
If this attitude is permanent, the 





JAMES L. PRYOR, Wilmington, Del., 
who was elected 1949 president of the 
National Appliance and Radio Dealers 
Assn., is shown advocating organization 
as essential to the retailer's welfare in the 
buyers’ market. 
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SALES possibilities of small appliances 
are outlined by William O’Brien, Toast- 
master, (right) at NARDA meeting as 
Robert Oliver looks on during panel in 
Chicago. 


dealer must develop his own installa- 
tion specialists. On behalf of the plumb- 
ers, V. G. Killian mentioned that the 
installation of a dishwasher requires 
six to 20 hours time. The markup is 
different if the plumber does not sell 
the merchandise. Other possibilities 
mentioned were paying for installa- 
tions as one utility does or employing a 
plumber on the monthly payroll. 


A Sales Formula 


People plus pay envelopes plus elec- 
tric meters added to effort adds up to 
sales, according to H. L. Clary, di- 
rector of sales, Norge. Citing healthy 
increases in population, employment, 
disposable income, hourly earnings, 
wired homes and housing construction, 
he sees all indications of a bright busi- 
ness future. Therefore, it is up to the 
retailer to have intelligent and highly 
trained personnel, to demonstrate and 
display, and to promote. He must 
also remember the importance of satis- 
factory delivery, installation and 
warranty. 


New Officers 


James L. Pryor was elected presi- 
dent of the association, succeeding 
Herbert Names in that post. Elected 
to the national board for three year 
terms were Phil Urner, Herb Names, 
Julius Kovach, James L. Pryor. E. O. 
Kuehn, Vergal Bourland, R. B. Gar- 
lock, and Harry Price were named for 
two year terms while single term 
elections included T. A. Reina, M. E 
Brunderman and Mort Farr. 


Industrial Adds Video 
Antenna Systems Output 


Industrial Television, Inc., has an- 
nounced its entry into the antenna field 
with a Multivision Antenna System 
designed to meet the need for low 
cost video antenna service in multiple 
dwellings, dealer display rooms and 
new homes which require a number ot 
outlets, according to Horace Atwood, 
Jr., president. The system may 
fitted to meet the needs of individual 
installations by using standard parts 
and antennas. Separate antennas are 
used for high and low bands with the 
signals combined by a patented cou- 
pling system. 
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IN THIS BRILLIANT 
ZENITH LINEUP! 


Terrific is the word for these outstanding values. 
Every one is a sales “natural’’— loaded with exclu- 
sive Zenith? features that give you the most power- 
ful selling advantages in the industry. Yes, today 
more than ever, it pays to make Zenith your first 
line in radios! 


New Zenith 
“Triumph” 


Top FM-AM value of the day! 
Genuine Zenith-Armstrong 
FM at an incredibly low price. 
Exclusive “Power Line” An- 
tenna, just plug in and play 
... Long-range AM reception . . . Wave- 
magnet... Alnico 5 speaker... new 


“Cut-Away” Dial, so easy to see and tune. Swirl walnut, $ 95* 
or white plastic cabinet. AC, DC. 





(White plastic $62.95*) 


“Pacemaker” 


Unquestionably the quality 
leader in its field. Zenith’s im- 
proved Consoltonet gives the 
tone richness and volume of a 
large set. Famous Wavemag- 
net pulls in signals where others fail. Alnico 


5 speaker assures amazing fidelity. Smartly styled $ y y 9 5 x 





in sparkling blaék plastic with rich Roman Gold 
grille. AC, DC. 


SALES-APPEAL APLENTY 





New Zenith “Regent” 
FM-AM Radio-Phonograph 


An unprecedented value in luxurious listening. All Zenith’s costly 
“exclusives” in a stunning walnut finished cabinet at an amazingly 
low price. “Twin Cobra” Tone Arms. Genuine Zenith-Armstrong 
FM. Superb Standard Broadcast reception. Radi- 

organt Tone Control. Built-in Wavemagnet.t $9 


* 
Oversize Concert Grand Speaker. 9995 
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New Zenith 
Model 9H984LP 
FM-AM Radio- 
Phonograph 


Sets a new high in listening 
pleasure. “Twin Cobra” 
Tone Arms. Silent-Speed 
Record Changer. Zenith- 
built 12-inch Alnico 5 
speaker. Radiorgan Tone 
Control. Wavemagnet. Cab- 
inet of selected walnut ve- 
neers. 


$20)985" 


« 
f 
& 
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*Suggested retail prices. 
West Coast prices slightly higher. 
Prices subject to change without notice. 





TELEVISION 






Ni Zenith"Cent re 
ew Z2eni entury | 


The only table model radio-phonograph 
with the famous Cobrat Tone Arm! _ 
Silent-Speed Record Changer 
... extra-large Dial- 
Speaker for excep- 
tional volume and 
tone richness... new 
“Glide-Away” cabi- 
net lid for easy record 
loading. Walnut 
finish. 


$qgg5" 


ZENITH RADIO CORPORATION 
6001 W. Dickens Avenue, 
Chicago 39, Illinois 


1@ and long distance RADIO 
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Sales Idea Hits Southern California! 


4 
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The Leo J. Meyberg Company, Los Angeles, appliance distributor, recently 


unleashed one of the hottest ideas that ever hit Southern California. Fred 


oe” 


_— = 


Lyman, advertising manager (seated above) is explaining the idea to a 





This story starts when the Meyberg Company, Los Angeles, showed its 
LIFE-advertised lines at the First Annual All-Electrical Exposition. 75,000 
people saw the Exposition. Most of them stopped at the Meyberg booth 
(part, above), where salesmen demonstrated gleaming, worksaving appli- 
ances, then directed customers to their nearest Meyberg-serviced dealer. 
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group of divisional managers. It consisted of tying-in with advertising in 
LIFE magazine to take advantage locally of the huge LIFE audience. 
750 dealers participated in the promotion! 


At their dealers’, customers were again reminded of the appliances they'd 
read about in LIFE by displays and windows like the one above, in Electra 
City, Hollywood, Cal. The Meyberg Company had provided its dealers 
with this advertised-in-LIFE material, encouraged their participation in 
the LIFE promotion, gave radio boosts to the advertised-in-LIFE event! 
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distributor-dealer co-operation really 





MAJOR APPLIANCES 
Mar. 7 Youngstown Kitchens—page, c. 
Lewyt Vacuum Cleaners—], p., c. 
Mar. 14 Westinghouse Refrigerator—p., c. 
Permaglas Water Heater—page 
Mar. 21 American Gas Association— 
page, color 
G-E 2-Door Refrigerator—page, c. 
Hoover Cleaner—page, color 
Westinghouse Range—page, c. 
Frigidaire Household Appliances— 
page 
Norge Refrigerator—page 
Mar. 28 Philco Refrigerators—spread, c. 
Westinghouse Laundromat—p., c. 


ng in 
ance. 


SMALLER APPLIANCES 
AND HOUSEWARES 
Mar. 7 Swift's Vigoro Plant Food— 
spread, color 
Bruce Floor Products—page, color 
Club Aluminum Cookware—p., c. 
Johnson’s Glo-Coat—page, color 
Never-Stain Aluminum Nails— 
page, color 
Decoralite by Lightolier—}, p., c. 
Du Pont Lifetime Clothes Brush— 
Ya page - 
Mar. 14 Dutch Boy Wonsover Paint— 
page, color 
G-E Lamps—page, color 
Clorox—\4 page 
Mar. 21 Gold Seal Glass Wax—page 
“Eveready” Flashlight Batteries— 
Y, page, color 
Du Pont Plastics—Y4 page 
Saf-T-Hed Thumb Tack—14 lines 
rev'd Mar. 28 G-E Lamps—page, color 
F Johnson’s Glo-Coat—page, color 


ectra : 
Pliofilm—page, color 
alers Pas 
yn in HOMES AND HOME FURNISHINGS 
vent! Mar. 7 Airfoam Cushioning—page, color 
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After the “kickoff” of the advertised-in-LIFE promotion, the Meyberg 
Company kept in close touch with the merchandise wants of its dealers. 
Ted’s store (above), in Los Angeles, found that “People brought ads from 
LIFE into our store, asking for the product!” The Meyberg Company’s 


“brought business to LIFE”’! 


Sealy Mattresses—page, color 
Pequot Sheets—]4 page 
Mar. 14 Cannon Towels—page, color 
Mengel Furniture—28 lines 
Mar. 21 Glamorugs—page, color 
Kroehler Furniture—page, color 
Thayer Juvenile Carriages & 
Furniture—page, color 
Restonic Triple Cushion Mattress 
—V/, page 
Mar. 28 Firestone Foamex—page, color 
Lane Cedar Hope Chest—page, c. 
Spring Air Mattresses—page, c. 
Ostermoor Mattresses—112 lines 


RADIOS, RECORDS AND 
INSTRUMENTS 

Mar. 7 Lester Piano—'4 page 

Sylvania Radio Tubes—¥4 page 
Mar. 14 RCA Victor Instruments—page, c. 

Philco Radio—page 

G-E Radios—Y, page 
Mar. 21 RCA Victor Instruments—page 
Mar. 28 G-E Radios—}4 page 


JEWELRY, CLOCKS AND WATCHES 


Mar. 7 Art-carved Rings by Wood—f p. 
Marvella Pearls—'4 page 
Lustern Jewelry—14 lines 

Mar. 14 Swiss Watch Federation—page, c. 
Keepsake Diamond Rings—¥, p. 
Telechron Clocks—]y page 


Note: Because of last-minute changes some 
of these advertisements may appear in issues 
other than those indicated. 
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These items will be advertised in LIFE in weeks to come. Make business come to 
LIFE in your store by letting LIFE readers know that you have these appliances. 


J-B Watch Bands—l% page 
Mar. 21 De Beers Diamonds—page, color 
Du Pont Nylon Watch Bands— 
page, color 
G-E Clocks—]4 page 
Jacques Kreisler Men’s Jewelry & 
Watch Bands—}4 page 
Westclox—l4 page 
Gruen Curvex—]4 page 
Mar. 28 Elgin Watch—page 
Sentinel Clocks & Watches—]¥, p. 


SILVERWARE 
Mar. 7 1847 Rogers Bros.—page, color 
Mar. 21 International Sterling—page, c. 
Community Silverplate—page 
King Edward Silverplate—page 


CAMERA SUPPLIES AND 
OPTICAL GOODS 


Mar. 14 Cool-Ray Sun Glasses—Y, page, c. 


Wollensak Lenses—4 page 
Mar. 21 Eastman Kodak—}4 page, color 
Graflex Camera—l4 page 


SPORTING GOODS AND TOYS 
Mar. 14 Horton’s Sporting Equipment— 
Ya page 
Roadmaster Bicycles—'4 page 
Mar. 28 Whizzer Motors—}4 page 


ADVERTISED 


ad: 


LIFE, 9 Rockefeller Plaza, New York 20, N.Y. 
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LIFE displays (above) are business-getters, believes Fred Lyman, Meyberg 
Company ad manager. “For LIFE is leader in circulation, readership, and 
advertising volume. And every one of our major lines is advertised in 
LIFE!” If that’s true of your lines, shouldn’t you be getting extra sales 
from the LIFE-reading families (1 out of 3) in your neighborhood? 
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From burner grates to kick plates 


it’s stainless steel for sales appeal 


You are seeing more and mote stainless steel in the 
products you sell, and there are many good reasons 
for it. Burner grates, for example. When made of 
Armco Stainless, they're bright and attractive, un- 
breakable, easy to clean, and a definite aid to selling. 

In kick plates, instrument panels and other parts 
of ranges, Armco Stainless gives the “new look” 
that immediately says gua/ity and quick acceptance. 
Burner bowls reflect heat better and clean up faster. 
Broiler pans and grids offer unsurpassed corrosion 
resistance and also cut cleaning time. 

Every housewife will appreciate the extra value 
of stainless steel in refrigerators, too. So be sure to 


ARMCO STAINLESS STEELS }& 
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call attention to the bright, rustless, easily cleaned 
shelving, the evaporators and trim, and the handy 
ice-cube looseners. 


Customers recognize the Armco triangle trade- 
mark as a guide to extra quality in steel. Thirty-five 
years of continuous advertising in national maga- 
zines have made them familiar with the greater use- 
fulness and longer life of products made of ARMco 
Special-Purpose Steels. You can speed sales and 
make more profit by using the Armco trademark as 
a selling tool. Armco Steel Corporation, 101 Curtis 
Street, Middletown, Ohio. Export: The Armco 
International Corporation. 
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Survey Shows Farm Need 
For Frozen Food Storage 


The farm use of locker plants builds 
home freezer sales in view of the fact 
that farmers need frozen food storage 
cabinets, according to a recent survey 
by Capper Publications, Inc. 

The study was based on 188 com- 
pleted questionnaires or 12.5 percent of 
the total mailed to 1,500 RFD sub- 
scribers of Capper’s Farmer in the 15 
midwestern states where more than 90 
percent of the magazine’s circulation is 
concentrated. 


86 Percent Use Frozen Food 


According to the survey, 86 percent 
use frozen foods of which 80 percent 
rent space in a frozen food locker 
plant, 12 percent buy from dealers, 
and eight percent rely exclusively on 
home freezers. In brief, 92 percent re- 
quire storage space in the home for 
frozen foods secured outside the home, 

Three out of four bring home a 
supply of frozen food once a week or 
oftener. The survey shows that 83 
percent rate their home storage ca- 
pacity at 25 lbs. or less a week as do 
89 percent of the locker patrons. The 
average amount that can be kept at 
home at one time by those who have 
lockers is slightly more than 14 
pounds. Therefore, small home stor- 
age capacity results in more frequent 
trips to the locker plants. More than 
80 percent of the farm families indi- 
cate that saving of time and travel are 
the chief benefits of adequate home 
storage with money and work econo- 
mies secondary. 


A Natural Market 


The report concludes that frozen 
food storage cabinets have a natural 
market on the farm because farm 
families use frozen foods, these foods 
are kept primarily in locker plants 
away from the home, home facilities 
for adequate storage are very limited 
which make frequent trips to distant 
lockers a necessity. As a consequence, 
farmers are aware of the fact that they 
could save much time and travel if 
adequate storage capacity existed in 
the home. 


It's Magic 


HIGHLIGHTED at Hotpoint’s Furniture 
Mart display space was a dramatization 
of the “Magic Circle” water heater which 
kept the lovely young lady supplied with 
plenty of hot water. This was one 
many display ideas now being 
which will be used for itinerant displays 
for key dealers in various parts of 
nation, according to Edward R. Toylot, 
manager of market development. 
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SESSIONS “‘TEAPOT” (No. 
339 —812" wide, 7” high, 4” 
banded dial, in white or Chit 
nese red. x 


Sessions kitchen clock suprem- 
acy has been achieved because of 
very sound reasons, Sessions 
clocks are handsome. They are 
appropriately designed in a 
choice of colors to harmonize 
with any kitchen decoration 
(don’t women appreciate that!). 
And they are very, very depend- 
able, for they are made with far 
fewer parts than ordinary clocks. 

All Sessions clocks are liberally 
advertised in national consumer 


magazines: The Saturday Eve- 
ning Post, Life, Good House- 
keeping, Cosmopolitan, House 
Beautiful, and others. So you can 
see that Sessions is a mighty fine 
line to handle, and feature in 
your store! 

GET THESE SALES HELPS FREE! 
Write today for folder showing a com- 
plete setup of advertising and display 
material prepared by Sessions to help 
you sell more. All are proven sales- 
builders, free, furnished upon request. 
Boost clock profits in you store! 


Sessions Clocks 


SELF-STARTING ¢ ELECTRIC 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
In Chicago: Merchandise Mart Plaza; In San Francisco: The Western Merchandise 
Mart; In Canada: Northern Electric Company, Ltd., Montreal, P. Q. 
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SESSIONS “THIRD DIMEN- 
SION” (No. 476W)—7'2" 
high, inside etched numerals, 
smooth, no-dust exterior, vari- 
ety of color combinations. 
Available for later delivery. 


SESSIONS SQUARE KITCH- 
EN (No. 386W)—7%4" high, 
7” wide, square dial, white 
plastic molded case. A favor- 
ite model for years, 


SESSIONS ROUND KITCH. 
EN (No. 462W)—7%4" diam- 
eter, 5” contrasting banded 


trous finish. Also available in 
chromium or copper finish, 


dial. Metal case in white lus- © 
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lectronies B tk — world center | 0 


BRINGS YOU THE WORLD’S FINEST 


TV Model 811 





TV Model 840 


TV Model 814 


TV Model 810 
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of Electronic Frogtess 


@ Today’s greatest selling features in television and 
radio come from Electronics Park. G-E DAYLIGHT 
TELEVISION ... 80% brighter than ordinary televi- 
sion under the same conditions! Clearer by far! Your 
customers no longer have to sit in darkness. G-E 
ELECTRONIC REPRODUCER .. . the most beau- 
tiful record reproduction your customers ever heard. 
General Electric NATURAL COLOR TONE... 
amazing realism of tone on both radio and records 
that’s easier to sell. And—the finest in FM reception 
by the pioneer in FM—General Electric. 


TELEVISION AND RADIO RECEIVERS 


Only Electronics Park, the world center of elec- 
tronic progress, could bring you such an array of 
advancements and selling features. Electronics Park— 
with its unmatched facilities, its modern laboratories 
and production lines, its famous scientists, electronic 
engineers and highly skilled technicians. You can 
depend on radio and television receivers perform- 
ance-engineered at Electronics Park! 

Call your G-E television and radio distributor for 
complete information or write General Electric Co., 
Receiver Division, Electronics Park, Syracuse, New York. 
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Radio-Phonograph 
Model 324 


Personal Portable 
Model 145 


FM Table Model 210 
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Table Model 115 


Clock-Radio 
Model 65 
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LEONARD - TOPS I VALUE SINCE 1881 


Bux in “the good old days,” enterprising salesmen went 
out and beat a trail to their prospects’ pocketbooks. 


Successful merchandising? You can bet old Dobbin’s 
straw hat it was! 


And, back in “the good old days”—in 1881—Leonard 
started its long career of service with something that meant 
greater value. Leonard started with a great new concept in 
food-keeping: the first cleanable refrigerator. 


In 1881, there was nothing comparable in value to the 
Leonard “Cleanable” . . . and in 1949 there’s nothing com- 
parable to Leonard’s “Cold From Top To Base” refrigerators! 


Yes! For four generations, Leonard has given dealers and 
their customers merchandise of outstanding value. This 
year, Leonard again anticipates buying trends . . . with 
three new sales-getting models that round out the greatest 
refrigerator step-up program in this industry. 


Look at Leonard’s great past . . . look at Leonard’s greater 
present . . . and you'll know why dealers who have the 
Leonard Franchise look with supreme confidence toward 
a great future. 


LEONARD, DIVISION NASH-KELVINATOR CORPORATION, DETROIT, MICH, 
Leonard's value-plus 8.6 cu. ft. models— 


a brilliant sales-getter and a prominent 
figure in the 1949 Leonard step-up story. 





Built for today’s market ! The SL, one of 








THE PROVEN FRANCHISE THAT BUILDS CUSTOMER 
SATISFACTION THROUGH LASTING DEPENDABILITY 


ELECTRIC REFRIGERATORS, RANGES AND HOME FREEZERS 
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for warming compartment and one for 
surface units on single oven model; 2 
convenience outlets, one controlled au- 
tomatically by timer. Corox surface 
units are spaced to permit use of large 
pots and pan on the 4 units; 2 alumi- 
num storage drawers mounted on rol- 
lers 1 inch wider than 1948 models; 

















HOTPOINT Refrigerator-Freezers 


Hotpoint, Inc., 5600 W. Taylor St., 
Chicago, 44, Ill. 


Device: Refrigerator models EC8, 
EC10, EG8, EG10. 

Selling Features: All 4 models have 
Y-shaped door molding, new plastic 
and metal nameplate, chromium panel 
behind handle; butter conditioning 
compartment in door has individual 
heat control; stainless steel adjustable 
shelves; left-over rack containing 3 
jars with transparent lids swings out 
of cabinet; 2 large sliding meat and 
vegetable pans in bottom. 

EG8 and EG10 are combination re- 
frigerator-freezers, have individual 
doors to freezing and refrigeration 
compartments; EG8 has 1.5 cu. ft. 
freezer, EG1O has 2 cu. ft. freezer; 
models are claimed to occupy no more 
space than conventional models, yet 
hold as much food below freezer units 
as conventional models do in entire 
cabinet. 


Electrical Merchandising, March, 1949 





WESTINGHOUSE Ranges 


Westinghouse Electric Corp., Appliance 
Div., Mansfield, O. 


Models: 2 Commander models, a 
Champion and Commodore. 

Selling Features: Commander models 
feature a 2-oven model and a single 
oven with a warming compartment; 
backsplasher runs full length of 40-in. 
Platform with 36 in. fluorescent tube; 
Platform has overhang designed to 
complement bowed drawer and door 
fronts; new toe space treatment sim- 
plifies cleaning; Tel-A-Glance rotary 
type control switches; single dial oven 
control and minute timer are standard 
€quipment; 3 signal lights, one for each 
oven and one for surface units on 
double-oven model; one for oven, one 
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balanced heat ovens; large oven has a 
3000-watt lower and an 800-watt upper 
element; utility oven has a 2100-watt 
lower and 800 watt upper element. Ele- 
ments in both ovens are increased to 
3800 watts; warming drawer in single 
oven model has a 325 watt element. 
Champion range has 40-in. wide plat- 
form; 4 full size Corox units; basically 
same as deluxe Commander with 3 alu- 
minum roller-type storage drawers; 
2-piece crumb tray under Corox units; 
single dial oven control and tel-a-glance 
switches, automatic timer clock, Min- 
ute Timer automatic outlet and a light; 
accessories available as extra equip- 
ment include warming compartment 
heater and a portable Econo-Cooker 
and a pressure cooker. 

Commodore has 38 in. platform; 3 
full size Corox units and a deepwell 
Econo-Cooker ; Tel-A-Glance switches 
and single dial oven control; accesso- 
ries include a platform lamp, oven 
timer, Minute Timer and a warming 
compartment heater. 
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G-E Washers 


General Electric Co., Home Laundry 
Equipment Div., Bridgeport, Conn. 


Models: AW-442, AW-342 and AW- 
142 wringer washers. 


Selling Features: Controls relocated 
for ease of operation; activator and 
pump controls on AW-442 and AW- 
342 now located at hand height and 
shift horizontally ; AW-142 control has 
been moved forward, and pump con- 
trol is on opposite side and operates 
vertically. 

AW-442 has “instinctive wringer” 
which can be stopped instantly by 
slight pull or push on wringer ; 6 posi- 
tions; adjustable timer regulates wash- 
ing time from 1 to 15 min. 

AW-342 has G-E 1-control wringer 
with finger tip controls—when handle 
is moved down the rolls start feeding 
and drainboard automatically tilts for- 
ward in right position, when handle is 
moved up the rolls reverse, pressure 
is released by pushing handle in, which 
automatically stops rolls. 

AW-142 has adjustable wringer 
with controls at left; pressure release 
bar is located above rolls, 
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¢ € 

All models have aluminum alloy 
activitator friction-drive, impeller type 
pump with spring mounting; perma- 
drive mechanism with 4 moving parts. 
Prices: Recommended national retail 
prices: AW-442, $179.95; AW-342, 
$159.95; and AW-142, $139.95; Models 
AW-342 and AW-142 available with- 
out pump as AW-341 at $149.95; and 
AW-141 at $129.95, 
Electrical Merchandising, March, 1949 





GENERAL MILLS Toaster 


General Mills, Inc., 400 Second Ave. S., 
Minneapolis, 1, Minn. 


Device: Automatic toaster. 

Selling Features: Double bi-metallic 
switch and timing unit to produce uni- 
form toast; non-ticking timer; extra 
high toast lift; color control selector ; 
hinged crumb tray with spring latch; 
6-ft. permanently attached cord; base 
and handles heat-resisting plastic; 1200 
watts, 110-120 volts a.c-d.c. 
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FASCO Circulator 
Fasco Industries, Inc., Rochester, 2, N. Y. 


Device: Fasco Lo-Level table type cir- 
culator No 55. 

Selling Features: Double duty—cir- 
culates air and serves as occasional 
table; new principle in air circulation 






—takes cool air from floor zone and 
spreads it to all parts of room quietly 
without drafts; new high diffusion 
quiet blades; 3-speeds; 12 in. 3500 
cim air delivery at high speed; 15 in. 
diam. 14 in. high. 
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ELECTRIGLAS Laundry Dryer 


Appleman Art Glass Co., 
Bergenfield, N. J. 


Device: Radiant glass laundry dryer. 


Selling Features: Element fired into 


glass; circulator fan dry clothes in 
4 hr.; adjustable rods; baked white 
enamel cabinet, Formica top; 1,000 
watts a.c.-d.c. 


Price: $59.50. 
Electrical Merchandising, March. 1949 


AMANA Refrigerator 
Refrigeration Div., Amana Society, 
Amana, lowa. 


Device: Model FR-9 deluxe Amana 
freezer-refrigerator. 

Selling Features: 9 cu. ft. capacity; 2 
separate doors, one to freezer compart- 
ment with 1.75 cu. ft. capacity, holds 
60 lbs. frozen foods; and one to re- 
frigerator compartment with 7.25 cu. 
ft. capacity; refrigerator compartment 
features “no defrosting’; high hu- 
midity refrigeration, which prevents 
uncovered foods from drying out; 
stainless steel shelves; jumbo size 
vegetable bins; quick release ice cube 
trays; interior lighting in both com- 
partments; separate temperature con- 
trols for freezer and refrigerator; 
double-coated white enamel exterior; 
finger-touch roller type latch door 
handles in 2-tone gold and silver 
chrome; 5 year warranty on entire 
system. 
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nlata rr 
we Cit Line 


The new expanded Red Cap line lets you offer your 
customers everything they want in power lawn mowers. 
Three sizes—18”, 20” and 24” reels. Choice of engines— 


2-cycle Power Products, 4-cycle Lauson. 


Red Cap is a tested line—backed with a record 

of more than 30,000 satisfied users—and its reputation 
is being expanded with dominant two-color 

advertising in Better Homes and Gardens and 


other consumer publications. 


y | iy r- 
Red Cap gives you everything you need to get more 

than your share of the power mower business in 1949. Point- 
of-sales material, folders and booklets, counter cards, 
newspaper advertising mats and spot radio announcements 


—and merchandising plans that mean business. 


Red Cap prices let you meet all competition without 
sacrificing your proper margins of profit. And you can 


depend on the Red Cap distributor-dealer policy. 


Red Cap is the profitable line, the competitive line, the 
complete line. Let us send you all the facts, and the name 


of your Red Cap distributor. 


well KC Ln 3 


STARBRAND CORPORATION, 


RED CAP MODEL 20, 
20-inch cutting reel, 
1% horsepower 4-cycle 
Lauson engine, 


RED CAP MODEL 18-S 


18-inch cutting reel. 

Three-quarter to 1 

horsepower 4-cycle 
Lauson engine. 








RED CAP MODEL 


24-inch cutting re 
1% horsepower 4 
Lauson engine, 


RED CAP MODEL 20-A 


20-inch cutting reel. 
1 horsepower 2-cycle 
Power Products engine. 


RED CAP MODEL 18-R 


18-inch cutting reel. 
1 horsepower 2-cycle 
Power Products engine. 


INDIANAPOLIS 18, INDIANA 
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CROSLEY Refrigerators 


Crosley Div., Avco Mfg. Corp., 
1329 Arlington St., Cincinnati, O. 


Device: Shelvador models No. DA-11, 
MA-11, EA-11, DA-9, MA-9, SA-9, 
EA-9, EA-7. 

Selling Features: 11.2, 9.1 and 7 cu. ft. 
capacities; Bonderized steel ; rock wool 
and Fiberglas insulation up to 4¥% in.; 
oversize door hinges, trigger action 
door latch; automatic interior light 
recessed in rear to save space; triple 
plated, rust-resistant chrome finish 
shelves; glass over Moist Cold com- 
partment in models DA-11 and DA-9; 
hermetically sealed 4 h.p. Electrosaver 
unit in 11 cu. ft. models, 4 h.p. in rest 
of models; 11 cu. ft. models are 653 in. 





high, 334 in. wide, 253 in. deep; 9 cu. 
ft. models are 614 in. high, 303 in. wide, 
25% in. deep; EA-7 is 55 in. high, 244 
in. wide, 243 in. deep; Storabins for 
unrefrigerated storage in all models 
except EA group; shelf area ranges 
from 14.65 sq. ft. in EA-7 to 21.02 sq. 
ft. in EA-11; Freon 12 refrigerant; 
Dulux enamel exterior, porcelain en- 
amel interior finish. 


Prices: DA-11, $409.95; MA-11, 
$369.95; EA-11, $299.95; DA-9, 
$379.95; MA-9, $339.95; SA-9, 


$299.95 ; EA-9, $269.95; EA-7, $229.95. 
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G-E Blankets 


General Electric Co., Automatic Blanket 
and Sunlap Diy., Bridgeport, Conn. 


Models: 3 deluxe G-E automatic 
blankets to complement standard G-E 
line has been added. 

Selling Features: New models consist 
of a double-bed 1-control deluxe 
model; a double-bed 2-control model ; 
and a twin-bed 1-control deluxe; by 
use of a “signal” wire and a new con- 
trol circuit, thermostats within blank- 
ets have been eliminated ; in same spe- 
cial insulating jacket as the heating 
wire is a signal wire separated from 
it by an insulating material; when re- 
quired this combination sends a signal 
to the control unit to guard against 
overheating ; degree of warmth is reg- 
ulated by a redesigned plastic bedside 
control which automatically compen- 
Sates for normal changes in room tem- 
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perature and provides same correct 
warmth at all times; light indicates 
when control is on; double-bed models 
measure 80 x 86 in., heated areas is 
55 x 70 in.; twin bed blanket is 66 x 86 
in. with a 41 x 70 in. wired area; 
available in pastel shades of rose, blue, 
green and cedar; 75 percent wool, 25 
percent cotton; packaged in showcase 
carton which serves as display unit and 
as gift package. 
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CARRIER Air Conditioner 
Carrier Corp., Syracuse, N. Y. 


Device: DeLuxe console type room air 
conditioner, 51H2. 

Selling Features: 1 hp. capacity for use 
in larger rooms; replaces former ? and 
13 hp. console models; special exhaust 
control; 2-speed fan; compressor and 
motor hermetically sealed; 2 knobs— 
one to switch on fan or complete 
system, one for speed or reversing 
rotation to exhaust smoke or odors; 
space provided for thermostat; stand- 
ard model operates on 230 or 208 volt, 
60 cycles, special models available for 
115 volt d.c.; 40 in. high, 34 in. wide, 
21 in. deep. 
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CHASE Floor Polisher 


Chase Mfg. Co., 3634 Bailey Ave., 
New York, 63, N. Y. 


Device: Light-weight floor polisher. 
Selling Features: Spring-powered disc 
brush revolves at 5000-7000 rpm; felt 
rim hugs floor; automatic speed con- 
trol; will not move unless attended; 
rz hp. a.c.-d.c. motor 110-130 volts; 
weighs 6 Ibs. 9 oz. 

Price: $29.95. 

Electrical Merchandising, March, 1949. 


FLECTRICAL MERCHANDISING—MARCH, 1949 














BEN-HUR Freezers 


Ben-Hur Mfg. Co., 634 E. Keefe Ave., 
Milwaukee ,12, Wis. 


Device: Farm and home freezers. 
Selling Features: 3 models in 9.1, 12.5 
and 18.45 cu. ft. have capacities from 
450 to 900 lbs. of frozen food; separate 
freezing compartments ; safety latches ; 
hermetically sealed insulation; sealed 
inner lining; extra-long refrigerated 
coils; positive cold seal with rubber 
balloon gasket and new molded rubber 
breaker strip; new Temperature Con- 
trol and Cold Control dials are tamper- 
proof; wire food baskets and dividers; 
12.5 cu. ft. model has Dual Latches 
with connecting bar of clear Lucite, 
l-piece cover, table-top surface, 
counter-balanced hinges; available as 
extra equipment—ice cube trays and 
carrying rack, alarm system, special 
locks. 
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PRESTELINE Ranges 


Presteline Home Appliances, 447 Furniture 
Mart, 666 Lake Shore Dr., Chicago, Ill. 


Models: Special Deluxe S-133; De- 
luxe S-122A and S-123A; and Custom 
Eight Series. 

Selling Features: Special deluxe S-133 
has full 40-in. working top; 7-heat 
switches; individual indicator lights; 
super-size oven with automatic pre- 
heating push-button control; oven 
light; extra large adjustable stor- 
age compartment; auxiliary storage 
drawer; 2 appliance outlets; newly 
designed lamp and timer as accessory 
at $15. extra. 

Deluxe S-122A has a divided top; 
S-123A has cluster top; both models 
include newly designed clock and timer 
assembly; faster surface units and 
automatic control for 4 cooking de- 
vices; standard equipment includes a 
Presto 6-qt. pressure cooker, a deep- 
well cooker and 3 surface units. 

Custom Ejight series features 2 
automatically controlled ovens; new 
high-speed units; new clock-timer 
combination; 2 top arrangement styles 
available. 

Prices: Special Deluxe S-133, $199.95; 
S-122A and S-123A $309.95; Custom 
Eight series, $384.95. 
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HOLLAND-RIEGER Washer 


Holland-Rieger Div. Apex Rotarex Corp., 
1070 E. 152nd St., Cleveland, 10, O. 


Device: No. 70 wringer type washer. 
Selling Features: 21 gal. capacity tub; 
heavy duty 8-position Lovell wringer 
completely sealed oil bath gear case; 
+ h.p. with direct connections to oper- 
ating gears; large 20 in. wrap-around 
skirt with contrasting blue band; skirt 
only 7 in. from floor. 
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CUPROMATIC Range 


Cuprometal Mfg. Corp., Div. Vulcan Boiler 
Mfg. Corp., Corona, N. Y. 


Device: Model 20-4EL apartment size 
range. 

Selling Features: Overall dimensions 
36 in. high, 20 in. wide, 21 in. deep; 
equipped with 4 Chromalox surface 
elements, 3-1250 watts and 1-2100.. 
Oven element 4000; 220-240 volts a.c.; 
7-heat switches provide cooking range 
from high to simmer; Robertshaw- 
Fulton oven heat control with red 
neon indicator ; Owens-Corning Fiber- 
glas ; appliance outlet on control panel; 
oven 13 x 164 x 183 in. separate broiler 
compartment; cooking surface 20 x 21 
in. 

Electrical Merchandising, March, 1949 





HOWARD PULSAIRE Circulator 


Howard Industries, Inc., 209 W. Jackson 
Blyd., Chicago, 6, Ill. 


Device: Table type cool-air circulator. 
Selling Features: Silent, 1/15 h 
EMC motor, a.c., 115-volt (also avail- 
able in 115-volt dc. at slightly higher 
price); 12 in. 3-blade fan; 3-s 
switch; no radio interference; 18 in. 
high, 18 in. diameter on top; glass top; 
available in dark mahogany or walnut, 
blond mahogany. 

Price: $54.95. 

Electrical Merchandising, March, 1949. 
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SIMPSON ELECTRIC COMPANY 


RANGES at 20,000 ohms per volt DC, 1000 ohms per volt AC 
VOLTS: AC & DC—2.5, 10, 50, 250, 1,000, 5,000 
DC CURRENT: 10, 100, 500 MA—10 AMP—100 MICRO AMP 
OHMS: 0-2,000 (12 center), 0-200,000 (1200 center), 0-20 MEGOHMS (120,000 ohms center) 


DECIBELS: (5 ranges) —10 to +52 DB 
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TITAN Wall Heater 


Titan Mfg. Co., Inc., Prudential Bldg., 
Buffalo, N. Y. 


Device: Built-in radiant-fan wall 
heater, No. 600. 

Selling Features: Combines forced 
draft from fan with radiant coil heater 
and amplifies with a polished chrome 
reflector; suitable for bathroom, bed- 
room, nursery, laundry installations; 
1600 watts, 110-120 volts, 60 cycles 
a.c.; front panel is 10 x 14 in; wall 
box dim are 3 x 9 x 12% in.; white 
baked enamel finish, polished chrome 
grill, 

Price: Approximately $16. 

Electrical Merchandising, March, 1949 





CLIMAX Evaporative Cooler 


Climax Machinery Co., 301 S. La Salle St., 
Indianapolis, 6, Ind. 


Device: Climax 3-speed 1500 evapora- 
tive room cooler. 

Selling Features: Vertical and hori- 
zontal louvres on front are adjustable 
to direct air flow; improved, fool- 
proof, non-clog, water drip system; 
simple, positive water regulator valve 
for maximum efficiency ; complete with 
extension cord ready to plug in 110 
volt, 60 cycle a.c.; no brackets or 
braces necessary; water connections 
including drain may be of copper 
tubing or ordinary pipe or rubber 
hose ; adjustable extension panels to fit 
windows up to 393 in.; walnut brown 
hammered baked enamel finish plus 
water-proof coating inside. 

Electrical Merchandising, March, 1949 





KOOLMASTER Window Fan 


Air Equipment Co., 1713 W. Carroll Ave., 
Chicago, Iil. 


Device: Koolmaster 24 in. window fan. 
Selling Features: Compact; 4700 cfm 


a 


capacity; belt driven; % h.p., 110-volt, 
60 cycle single phase 2-speed standard 
G-E motor; maximum speed 650 rpm.; 
portable, easy to install; quiet opera- 
tion; 104 in. wide, 252 in. high, 283 in. 
long. 

Electrical Merchandising, March, 1949 





INTERNATIONAL Fan 


International Oil Burner Co., 
St. Louis, Mo. 


Device: Model 120 combination win- 
dow ventilating and floor fan. 


Selling Features: Exterior designed 
for either window or floor use; belt- 
driven; spring mounted to eliminate 
hum and vibration; 20 in. fan blades 
deliver 3130 cfim.; enclosed in grill; 
12x24x26 in. 


Electrical Merchandising, March, 1949. 





GENERAL CHEF 


General Air Conditioning Corp., 4542 E. 
Dunham St., Los Angeles, 23, Calif. 


Device: Combination 2-unit electric 
stove and refrigerator. 

Selling Features: For use in small 
apartments, motels, and other places 
where space is limited; 220-volt heavy 
duty unit; top is removable for 
cleaning stove; 4 cu. ft. refriger- 
ator equipped with hermetically sealed, 
self-oiling Tecumseh unit; Fiberglas 
insulation ; triple chrome plated hard- 
ware, 7 settings on temperature con- 
trol; complete unit occupies 274 x 214 
in. floor space. 

Electrical Merchandising, March, 1949 


CORRECTION: 


NORELCO Shaver 


North American Phillips Co., Inc., 100 E. 
42nd St., N. Y. C. 


A line was omitted in description of 
above shaver in February New Prod- 
uct Section. Selling Features sheuld 
have read: “Rotary motion cuts 
whiskers instead of breaking them 0 
by oscillating action.” 
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Jim Dealer 

knows Hamilton sells 
fast at a profit. He 
knows every washer 
buyer’s a prospect! 
He knows the added 
appeal of exclusive 
Sun-E-Day ultra-violet 
light and ozone! 


Joe Salesman 

knows his prospect 
isn’t shopping around 
for the best deals! 
She wants a Hamilton! 


Sam Serviceman 

knows Hamilton’s 
simplicity and gentle, 
rctary motion mean 
long, trouble-free life. 


Harriet HomeEc 
knows her women’s 
Magazine articles on 
Hamilton labor-sav- 
-ing and exclusive 
Sun-E-Day ultra-violet 
“- gays and ozone are in- 
fluencing millions of 
“women readers. 


Bill Buyer 

knows Hamilton in- 
door clothes drying 
makes a lot of sense! 
He’s even easier to 
* sell than his wife’! 


SAW, 1B Mrs. Bill Buyer 


wants freedom from basket-lugging, 
clothesline-tugging, weather-worrying, 
extra ironing, missed-up and messed-up 
washdays. She wants Hamilton’s ex- 
clusive Sun-E-Day ultra-violet lamp to 
freshen her wash. She wants Hamilton’s 
year-round, everyday, convenience and 
the extra time it gives her ! 


te ad BT Ait eggs we re 






















































The Original Automatic CLOTHES DRYER 


From the moment Hamilton pioneered automatic clothes drying, Hamilton dealers have felt 
the powerful pull of public desire for this great saver of work and worry and time. They’ve 
made money with Hamilton. And now, when so many appliance lines have “cooled off,” 
Hamilton is really HOT! Especially since Hamilton’s new, exclusive, Sun-E-Day ultra-violet 
lamp has been added! Production schedules now and for months ahead, are the highest 

in Hamilton history. If you handle amy washer and ironer lines, Hamilton profits belong 

in your reckoning. Maybe your locality is open (a few are). Why not write—NOW ? 


HAMILTON MANUFACTURING CO., TWO RIVERS, WIS. 


in Canada the Hamilton Dryer is known as the Coffield-Hamilton Automatic 
Clothes Dryer, and distributed by Coffield Washer Company, Hamilton, Ontario 


Pre-sold by persuasive National Advertising 
ANO persuasive National Magazine _—. 


wit KGa Tht HAMILTON h ot 
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IF YOU’RE INTERESTED IN BIG SALES 





Tele-tone PORTABLE TELE- 
VISION...TV 208—Yes...c 
full-powered, full channel 
television set with easy-view 
7” screen that goes EVERY- 
WHERE, plays ANYWHERE. 
Finished in handsome tan 
leatherette. Weighs only 26 
pounds. Super-powered to 
bring perfect reception from 
all channels. 


With Built-in Aerial 


] AQ? 


Tele-tone “lele-ncope TELEVISION... 


Now...AT THE 


If you’re interested in TURNOVER . . . fast moving radio and televi- 
sion stock... . then feature every one of these sensationally priced 
Tele-tone sets. There’s new styling, new performance, new POWER 
that defies comparison and competition. Tele-tone’s the line...for ‘49. 


Full 62 sq. inch round screen picture 
TV 209— Now... MORE PICTURE AREA... 


MORE PICTURE PLEASURE with Tele-tone’s 
NEW Tele-scope television. There’s PLUS 
value in this sensational set . 
ing features than any set anywhere near 
the price. In handsome mahogany veneer 


cabinet. 





TELE-TONE TV 149...the steady sales builder, 
traffic builder that made television history . . . 
still the feature-full sensation of the Tele-tone 
line. Full channel tuning, new PICTURE-LOCK 
insures perfect tuning. $169.95 





TELE-TONE TV 249. . . the BIG SCREEN table 


model that made 


Tele-tone the leader in tele- 


vision . . . and is keeping Tele-tone right at the 
top. All channels, plus new PICTURE-LOCK that 


insures perfect tuning. 
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vs LOWEST PRICES 




















f Tele-tone " , . @ 
Model 
AM & Fu B # 158. Bor 

t H 

ton from ee “A new sensa. Tele-tone Mode! 

both broadeg ‘ ne. Gives you SUPerheterog le #205. A Stub 

Usual ‘ st bands f, toi : yne in w i 
Price of or the ns built ; alnut. Con 

Cabinet. one. In Plastic Powerfy| we loop ontenng 


recepti 
Ivory sand a nee #215, 






have “built in ho nO" Models 





'n hand 
+ Without ma" in 


95 in Colors 






Tele-tone 12% INCH TELEVISION 
TV 282—Here’s a decorator beauty 
and large screen performance at a 
price that beats the market. Tele- 
tone’s console features a full 12% 
screen... in a splendid mahogany 
veneer cabinet. It’s sure fire! A cinch 

Tele-tone Mo 


to sell! 
del 
AM @& FM BANDS # 198, BOTH 


erful recept; - Brings in 
t Pow. 
cast lene, a on BOTH broad. 





with handle. 

















- Giv, 
DO . S$ your 
pes@®eeenw eee eee see au listening tin ee ad 
Yling b and 
Cabinet, @ Seauty. tn mahogany 






$44.95 





RADIO CORPORATION 
540 WEST 58TH STREET e@ NEW YORK, 19, N.Y. 


Prices slightly higher in southwest and far west 
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THE... 


FOR FUTURE SALES AND PROFITS 


setier Homes 


Aline that's right to meet 
1949 sales demands. 











FUTURE PROFITS 
FOR YOU WITH— 


WRITE OR WIRE ABOUT DISTRIBUTORSHIPS— 
DEALERSHIPS. YOUR TERRITORY MAY BE OPEN. 


Outstanding value meets 
competitive selling needs! 


Consistent national adver- 
tising paves the way! 


Cooperative advertising 
program helps you sell! 


MANY YEARS OF STEADY SALES INCREASES prov 
HARDER-Freez to be the franchise in the one rn 
market that hasn't even approached saturc 


"tf program to improve distribution set 





TOP QUALITY materials, construction, engineer- 
ing, design—in a complete line you can sell! 


COMPETITIVE PRICE—well below practically all 


other makes with comparable specifications. 


OUTSTANDING FEATURES include Exclusive 
Center Plate Coil, Hermetically Sealed Compres- 
sor, Self-Balancing Lid, Pressure-Lock Hardware, 
Adjustable Dividers, Handy Freez- Basket, Temper- 
ature Indicator, Warning Sonal Recessed Base, 5 
Year Warranty Plan. (Ice Cube Trays— optional.) 


OUTSTANDING VALUE, more for your money, 


means bigger return on your sales efforts. 


FULL LINE, both Chest and Upright models— 
sizes that sell, and offer adequate capacity. 


SALES HELPS include effective literature, mail- 
ing pieces, stuffers, newspaper mats, dealer signs, 
and point-of-sale material to help you sell. 


CONSISTENT NATIONAL ADVERTISING 
since 1945, influences the best prospects in your 
territory. The 1949 schedule includes Better Homes 
& Gardens, McCall's, Saturday Evening Post, Field & 
Stream, Country Gentleman, Farm Journal. 


a MANUFACTURER with over 
ears’ background in the food refrigeration field. 
Tyle r originated the welded-steel refrigerated Meat 
Fans he Coe—tea been a pioneer in home freezers. 














TYLER FIXTURE CORPORATION, 


DEPT. EM-3 NILES, MICHIGAN 



















FEDDERS Air Conditioner 
Fedders-Quigan Corp., Buffalo, 7, N. Y. 


Device: Console model room air con- 
ditioner. 

Selling Features: 8500 Btu rating; 
circulates 300 cim of conditioned air, 
including up to 50 cfm of outdoor air 
for ventilation when desired, has pump- 
out capacity of 100 cfm; control knobs 
concealed under top lift; 4-position 
switch—“off”; “fan,” which operates 
only evaporator fan for circulating 
room air without cooling; “exhaust,” 
which operates both fans on pump-out ; 
“cool,” which operates entire unit for 
cooling and recirculating room air; 
mahogany cabinet; has expandable 
base to allow for varied window 
heights or wall openings ; 338 in. wide, 
35% in. high, 18¥s in. deep. 

Electrical Merchandising, March, 1949 





WESTINGHOUSE Refrigerators 


Westinghouse Electric Corp., Appliance 
Div., Mansfield, O. 


Models: 5 new refrigerators with new 
automatic Hold-Cold control: “Aristo- 
crat” 10 cu. ft. across-the-top freezer- 
refrigerator ; “Deluxe” 9 and 11 cu. ft. 
side-mounted freezer-refrigerators ; 
and “Super” 7 and 9 cu. ft. side- 
mounted freezer models. 

Selling Features: New Hold-Cold 
control development maintains balance 
between very low freezer temperatures 
and correct holding temperatures for 
main compartment; sensitive control 
bulb mounted in food compartment 
near freezer automatically allows unit 
to turn on-and-off in response to need 
for refrigeration, automatically pro- 
viding colder cold in freezer and main- 
taining steady cold in food compart- 
ment; a fixed horizontal baffle below 
freezer in “Aristocrat” model controls 
flow of cold air from freezer to balance 
of refrigerator. “Deluxe” models with 
vertical freezers have an “L” shaped 
baffle below freezer. 

10 cu. ft. “Aristocrat” combination 
refrigerator-freezer has full-width 
Freezer Chest; has an anodized alu- 
minum meat keeper; a butter keeper 
which will store 4 lb. butter at spread- 
ing consistency for immediate use— 


equipped with glass butter dish; frozen 
food storage capacity 12 cu. ft. will 
freeze and store 43 lbs. food; 2 14-cube 
Handi-Out ice cube trays; . 14-cube 
Select-O-Cube ice trays; one 2-qt. 28 
cube Select-O-Cube dessert tray; stor- 
age tray below Freezer Chest holds 
more than 100 cubes; 2 aluminum 
Humidrawers hold ? bu. vegetables 
and other food needing high humidity ; 
Humidrawers may be stacked one 
above the other, glass tops seal tightly; 
flexible shelving has _ triple-plated 
chrome finish; automatic door closer; 
trigger-type Triplok door latch with 
plastic door handle grip; adjustable 
glides for leveling on uneven floors. 

Deluxe models have super freezers 
which hold approximately 35 Ibs. 
frozen food and ice; refrigerated on 
bottom, sides and top shelf for fast 
freezing; removable shelf for easier 
storage of frozen foods; plastic liner 
on freezer door provides’ better insula- 
tion; ice cube making equipment in- 
cludes 2-14 cube Handi-Out trays; one 
2-qt., 28-cube Select-O-Cube dessert 
tray; sliding drawer type aluminum 
meat keeper holds 18 Ibs. meat, 
equipped with chrome finished trivet 
to assure air circulation around meat; 
aluminum Humidrawers with glass 
tops; in 9 cu. ft. model. Humidrawers 
hold 4 bu.; in 11 cu. ft. model, ? bu. 

Super models 7 and 9 cu. ft. models 
have new styling, Automatic Hold- 
Cold control; freezers with aluminum 
doors; 7 cu. ft. model occupies floor 
space formerly used by 5 cu. ft. models; 
freezing compartment has refrigerated 
bottom, sides and shelf; holds approxi- 
mately 21 lbs; freezer of 9 cu. ft. model 
is identical with the addition of the 
top also being refrigerated; both 
models have sealed freezing compart- 
ments; Humidrawer holds + bu; is 
made of acid-resisting porcelain en- 
ainel with glass top. 

All models used the same hermeti- 
cally-sealed Westinghouse Economizer 
mechanism ¢ h.p. compressor; Built-In 
Watchman automatically resets after 
overload. 


Electrical Merchandising, March, 1949 





CLIMAX Home Cooler 


Climax Machinery Co., 301 S. La Salle St., 
Indianapolis, 6, Ind 


Device: Climax B-22 home cooler. 
Selling Features: Window-type unit 
designed to cool not 1 or 2 rooms, but 
an entire apartment or small home, up- 
stairs and downstairs; % h.p. motor 
mounted in rubber, standard unit, sin- 
gle speed (2- -speed unit at extra cost; 
easily installed; plugs into 110-volt, 60 
cycle, az. standard adjustable exten- 
sion panels fit windows from 29% to 

§ in.; extra panels for larger win- 
dows available at slight extra cost; 
special panels up to 60 in. made to 
order; Venturi orifice prevents return 
of hot, stale air into house; cold-rolled 
steel plate ivory baked enamel finish 
with chrome trim. 


Electrical Merchandising: March, 1949 
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It's going to bea 
COOLER YeAR 


~Ueorhorn on the job! 


KEEP YOUR CUSTOMERS COOL—AND COLLECT 
WITH THESE OUTSTANDING DEARBORN COOLERS 
_. THE FINEST COOLERS ON THE MARKET 


DEF-22 Evaporative Cooler 
Fan-Type, 2200 CFM 


The name Dearborn on an evaporative cooler 
makes your selling job easier, because Dearborn 
is a name your customers know and rely on. And 
this year, more than ever, product name is impor- 
tant. People are buying by brand .. people are 
getting ‘“choosy”.. people are demanding their 
money’s worth. That’s why you'll sell Dearborn 






































; 4 
‘ coolers — because the name Dearborn is an 
} automatic guarantee of quality, value 
F DEB-25 & 35 Evaporative Coolers and performance. 
j Blower-Type, 2500 and 3500 CFM 
! Us, whe NATION 
e 
n , Cotter / 
- ah Singlet Set er a — 
- Dearborn coolers will be advertised 
: throughout the nation with the strong- 
. est advertising campaign of any cooler on 
the market. Your customers will read about 
9 them in the Saturday Evening Post, Better Homes 
& Gardens, Capper’s Farmer and leading farm 
and regional magazines throughout America. 
reg ate “ple. 
Backing up the smashing national campaign will 
be free dealer helps, advertising mats, point of 
sale displays, radio announcements — everything 
to help you sell more Dearborn coolers. Tie in 
DWF-25 Window Exhaust Fan with Dearborn’s strong national advertising 
2500 CFM campaign — get your share of the cooler sales. 
{ 
DEALERS: Write for complete bi Ona Relat the Maher, 
details on the Dearborn coolers . . ae Tem at! ¢ 
MAIL THIS COUPON TODAY! 
te, & DEARBORN STOVE COMPANY H 
S T oO V b Cc oO M PA N y i 1700 W. Commerce St., Dept. E-1 i 
’ i Dallas, Texas 
P 1700 W. COMMERCE ST @ DALLAS, TEXAS Gentlemen: Please send me more information about the complete 1 
- BRANCH OFFICES I line of Dearborn coolers. ' 
yut Chicago, Illinois San Francisco, California i Name 5 
ip- Kansas City, Missouri Denver, Colorado 
tor Omaha, Nebraska Los Angeles, California i Store Name. i] 
in- Columbus, Ohio Oklahoma City, Oklahoma 6 i 
. } Memphis, Tennessee Lubbock, Texas Address 
st; Tampa, Florida New Orleans, Lovisiana { ® 
60 Houston, Texas I City. Zone State & 
in- 
st; 
to 
urn 
led 
ish 
949 
ING 
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AS A WAF- 
FLER: Each 
huge waffle 
serves four 
people. Drip 
rail minimizes 
effect of bat- 
ter overflow. 
Temperature selector permits choice 
of any desired shade of brown. Waf- 


fles easily removed without sticking. 





AS A GRILL: Turn over the waffle 
grids and presto! —it’s a sandwich 
toaster or grill, ready to cook any- 
thing that’s fried. Roomy cooking 
surface—144 sq. in. The most cook- 
ing satisfaction per dollar that you’ve 
ever offered! Easy to see why it’s 
another “Family Favorite.” 















— 





ar ° fe) 9 
UJominlons 
COMBINATION WAFFLER & GRILL 


A pleasure to own —a thrill to use 


Dealers and users alike are praising this new multi- 
purpose grill. Dealers are happy because they have so 
much to offer for the money. Users are delighted because 
they have a good looking, dependable, combination ap- 
pliance that answers so many cooking needs. They 
especially like the single pair of grids with which they 
can make waffles, or, by quickly reversing the same grids, 
they have a roomy cooking surface for any kind of gri! 
cookery. No extra grids to get lost! 
And the price is right -- only $23.95 


(Denver and west — $25.10) 


DOMINION ELECTRIC CORPORATION 
MANSFIELD, OHIO 


Sales Offices: Atlanta: S. C. Stockdale, 688 N. Highland Ave., N. E.; 
Boston: Boudrot & Garside, 157 Federal St.; Chicago: Steinmetz & Kelly, 
1422 Merchandise Mart; Cleveland: Maurice J. Lackritz, 709 Union Bldg., 
1836 Euclid Ave: Dallas: Sam E. Lee, 2205 Cedar Springs: Kansas City 
(Mo.): Lou S. Gershon & Son, 504 Merchandise Mart, 2201 Grand Ave.; 
Los Angeles: Charles E. Mockbee, 1025 Mateo St.; Miami: Jules J. Dreyfuss, 
68 N.W. 7th St.: New York: Charles Martin Co., 200 Fifth Ave. ; Norfolk: Good- 
man Bros., 823 W. 32nd St.; Philadelphia: Louis M. Harmelin, 6661 Wayne Ave. 


A Full Line of Traffic Appliances—available through 
reputable distributors across the nation. 
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SILENT BREEZE Ventilators 


Holcomb & Hoke Mfg. Co., Inc., 
Indianapolis, Ind. 


Device: Window-type ventilator and 
attic fans. 

Selling Features: Window ventilator 
has ivory finish, fits window 27 in. and 
wider, extends into room 34 in.; ad- 
justable bracket arm across top, 2 re- 
ceiving brackets attach inside window 
frame; easily removed; four blade 
fan, 24 in.; 2-speed motor, 115 volts 
a.c.; 4000 cfm high, and 2450 cfm low 
speed; 27x27x54 in.; can be converted 
to portable circulator by addition pro- 
tective grille with handle grip and 2 
rubber-cushioned feet. 





Attic fan can be installed horizon- 
tally, vertically or at any angle for 
home or industry; installation parts 
kits are supplied to give dealer a com- 
plete horizontal or vertical ventilating 
“package” merely by switching instal- 
lation kits; each kit includes flexible, 
air-tight, fabric boot which forms suc- 
tion chamber, and automatic ceiling 
shutter; V-belt drive is always accessi- 
ble in any installation; motor has con- 
duit box attached for all 110-volt ap- 
plications; entire unit is “rubber- 
float” mounted ; fan has 4 blades; units 
avajlable in fan sizes 24 in, 30 in, 
36 in., 42 in. and 48 in. 


Electrical Merchandising, March, 1949. 





FRESH’ND-AIRE Fanette 


Fresh'nd-Aire Co., Div. of Cory Corp., 
221 N. LaSalle St., Chicago, 1, Ill. 


Device: Portable fan. 
Selling Features: Less than 10 in 


high, 9 in. wide, less than 4 in. thick; 
weight, 34 Ibs.; carrying handle; 
pastel green plastic housing; U-legs 
permit 90 degs. of arc to air flow. 
Price: $11.95. 


Electrical Merchandising, March, 1949. 
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BUCKINGHAM .. . reflects a note of richness and : 
splendor. Retails at $19.95, tax extra. a 
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@ The five distinctive, authentic Seth have strong appeal to customers who 
. Thomas* clocks pictured here are among _— appreciate Seth Thomas quality .. . 
today’s best-sellers. And now they are for themselves and for anniversary, ‘ 
: : even greater values than before. Why? birthday, wedding or other very special 4 
i- Because the steady increase in de- gift occasions. 
a mand for these five clocks, without in Get in touch with your Seth Thomas 
: any way altering the fine craftsmanship _ wholesaler. He now has complete stocks x 
7 for which Seth Thomas clocks are world- and will gladly... promptly... fill your an 
- famed, has developed production advan- _ orders for these five and other fast-sell- ; if 
2 tages now reflected in a new schedule _ ing, nationally advertised Seth Thomas * 
of prices. These materially enhance the — models. New tags for repricing clocks on 
value in each model, and the new pric- hand, in conformity with currently ad- € if 
BAXTER .. . dignified and impressive desk model ing will undoubtedly further stimulate _ vertised prices, are available upon request. a 
retailing at $19.95, tax extra. sales. It represents extra value that will Seth Thomas Clocks, Thomaston, Conn. 3 
A ° " 
oe 
a 4 TIP FOR SALES PEOPLE 
or : 
rts i In showing Seth Thomas clocks to your Show these models . . . they'll be 
ne £ customers, call attention to the fine —_ advertised in The Saturday Evening Post 
i £ cabinet-work...the luxurious finish and and other popular home magazines for 
aC- attractive design of the models in which = March and April. 
a they are interested. They'll readily appre- SHARON «+ BUCKINGHAM «+ ECHO 
m- ss ciate the value in Seth Thomas quality. BROOKFIELD + BAXTER « SEQUIN 
er a 
uts oe 
in., ba 
49. f - 
LUSTRE... modern, crystal-clear plastic case. FA ' 
Popular gift at $18.50, tax extra. i & ~ —— 
eG =! at eel en 4 ti 
= ee Wy a ” 
: ¢Miaedd late lie clocees 
an: 
in. 
ick; 
a HITT... smart and trim for the modern kitchen. YUKON... . an ideal gift model moderately priced Seth Thomas Clocks, Thomaston, Conn. 
Retails at $5.50, tax extra. at $8.95, tax extra. Products of GENERAL TIME 
0. u.&: par. one: (Prices subject to change) Instruments Corporation 
949. 
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By 





Your Local Dodge Man 
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/YESSIR, | SURE GET THE JUMP ON JOE! — 
J DODGE REPORTS LEAD ME TOHOT =| 
PROSPECTS —PEOPLE Sy R 

‘“—.™ 


WHO ARE BUILDING oo 
| | ; a 


“* 


US IS WISE! HE LET'S DODGE TELL HIM WHEN AND 


SS 
A WHERE TO GO AFTER PROFITABLE BUSINESS. 


HE REACHES THESE PROSPECTS FIRST! 


as 







































LET DODGE 
REPORTS HELP 
YOU TOO! SEE { 
FOR YOURSELF — } 
MAIL THIS 
COUPON TODAY! 
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I'M GO-GETTER GUS! | HAVE MANY THINGS 
YOU'LL NEED IN YOUR NEW HOME— = y 


1 SELL TO THE BIG-PROFIT 











REFRIGERATORS, RANGES, 
HOME FREEZERS, 
WASHERS ... 





NO HIT-AND-MISS LEADS FOR GUS! HE SAVES MONEY 
AND TIME BY USING DODGE REPORTS. HE CONTACTS HIS 
“BIG ORDER” PROSPECTS BY MAIL AND IN PERSON. 
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MARKET — THANKS TO 


LET'S SEE=— MR. AND MRS. 
ALBIN ARE BUILDING A 
NEW HOME ON CLARK 


SH-H! GUS IS READING 
HIS DAILY CONSTRUCTION 
NEWS REPORTS — HE'S 
GOING PLACES! 





















Without cost or obligation, let me 
see some current Dodge Reports. 

1 do business east of the Rockies. 
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LIGHTING AND NON-ELECTRICAL 





HOMECRAFT Fluorescent 


Homecraft Electronic Products, 1208 S. 
Kedzie Ave., Chicago, 23, Ill. 


Device: Homecraft sidewall fixture 
with Westinghouse “Circlarc” bulb. 
Selling Features: Fits flush to wall, 
for above the medicine cabinet, over 
the kitchen sink, in workshop; uses 
18 in. bulb, equivalent to 60 watt in- 
candescent ; baked white enamel finish ; 
patented reflector; chrome center 
strip; 144 in. long; 4§ in. wide, 6% in. 
deep. 

Electrical Merchandising, March, 1949 





CROWN Infrared Lamp 


Crown Mfg. Co., 1025 N. Sixth St., 
St. Louis, Mo. 


Device: Infrared lamp with protector 
and holder. 

Selling Features: Protector and holder 
made of wood treated with fire-re- 
sistant materials; complete with 250- 
watt infrared lamp, 12 ft. of heater 
cord, chain socket. 

Price: $6.25. 

Electrical Merchandising, March, 1949. 





SUN-DAY-LIGHT 


Sterling-Freeland Industries, Imc., 4701 N. 
Western Ave., Chicago, 25, Ill. 


Device: Cold cathode fluorescent 
lighting unit. 

Selling Features: Designed to simulate 
sun and day light coming through a 
window; instantaneous, shadowless 
light; 10,000 hrs. life expectancy ; 6 ft. 
cord; corrosion resistant chromate 
priming finish; fits flat against wall, 
either permanent or transferable; 
gloss baked enamel reflector back. 
Electrical Merchandising, March, 1949 


Illuminated House Number 


Dome Co., 401 Endicott of Fourth St., 
St. Paul, 1, Minn. 


Device: Plastic lighted house number. 


Selling Features: Can be read at a 
glance from street, day or night; also 
acts as night light; ebony numbers are 





fused on permanently at factory; plas- 
tic shell retains luster in any weather; 
unit comes with 12 volt bulb, socket, 
reflector, can be easily attached to bell 
transformer; words like “in” “out” 
“men” or “women” may also be fused 
on shell instead of numbers; shell is 9 
in. long, 4 in. high. 

Price: $4.95 


Electrical Merchandising, March, 1949 





STEADY-STAND 
Whitman & Robinson, Weedsport, N. Y. 


Device: Stand for portable Easy 
Whirldry washer. 

Selling Features: Saves sink and table 
space; sink level height for filling and 
emptying; washer can be stored under 
stand on leg braces when not in use; 
can be converted into stand for lamp; 
steel angle iron, painted white; rubber 
feet. 

Price: $9.95. 


Electrical Merchandising, March, 1949 





TRACY Sink Cabinet 


Tracy Mfg. Co., 3125 Preble Ave., 
Pittsburgh, 12, Pa. 


Device: Porcelain sink and cabinet 
unit. 

Selling Features: 66 in. double bowl, 
double drainboard sink top in white 
porcelain enamel; crumb cup strain- 
ers; faucet has spray attachment; 
complete with steel undersink cabinet 
featuring Dulux enamel finish, recess 
center section, stainless steel handles, 
insulated doors and drawers, concealed 
ventilation, large storage space; Sup- 
plements 54 in. single bowl unit re- 
cently announced. 

Electrical Merchandising, March, 1949. 
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The advertisers listed below know that your business—and theirs— 
depend upon brand-minded STORE TRAFFIC. 


They know, too, that 47.2%* of your customers read 


Ladies’ Home Journal. That’s why they spend more advertising dollars in 


each issue of the Journal than in any other magazine—to help you 


sell their products quickly and profitably. 


for} tore” taffic 


FOR YOUR PART stock} PROMOTE) DISPLAY) ADVERTISE 
THESE FAMOUS BRANDS ADVERTISED IN THE MARCH, 1949, ISSUE OF LADIES’ HOME JOURNAL. 


ADMIRAL DUAL-TEMP REFRIGERATORS HOTPOINT ELECTRIC RANGE 
EASY SPINDRIER INTERNATIONAL HARVESTER REFRIGERATOR 
G-E AUTOMATIC WASHER AND FREEZERS 
GIBSON ELECTRIC REFRIGERATOR, LEWYT VACUUM CLEANER 
HOME FREEZER AND ELECTRIC RANGE SEW-GEM ROTARY ELECTRIC 
HAMILTON BEACH FOOD MIXER SEWING MACHINE 
WITH MIXGUIDE UNIVERSAL WASHERS 
HOOVER CLEANERS ZENITH RADIO-PHONOGRAPH 


*On the average, for 2885 women shoppers interviewed at 28 electrical appliance stores in 
28 cities and towns across the country. 
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THE LABEL 
THAT SELLS 


THE TABLE 5 <7] ; RCA 
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A new, simple, positive-working 
Finger-Tip Release makes the G.P.&F. 
MET-L-TOP easy to open and close. 
No sticking, no binding, no pinching, 
no accidental closing. It’s as simple RC. 
and convenient as operating an elec- 
. . . D 
tric light switch. rte 
Sel 
nev 
in, 
con 
mu! 
aut 
fro 
2 bac 
. . 7 . . set 
° This newest feature is the result of the same engineering skill and hig 
: e 7 zest for improvement that enabled G. P. & F. to develop the orig- in 
inal, all-metal ironing table. MET-L-TOP is always out front with Pri 
+ 
és ° more features that women want... Adjustable-Height that reduces me 
‘ back-strain, arm-strain and ironing fatigue... smooth-as-glass, Ele 
ple ila . * white-enameled, ventilated top that never sags or buckles, stays 
e BE SURE TO SELL...a MET-L-TOP . smooth and level, fire-proof, warp-proof and crack-proof. The all- 
, tailored-to-fit pad and cover set with ° welded and riveted construction prevents wobble, squeaks and 
. each table for complete customer satis- p 5 
e faction. These sets are made exclusively , n * creeping. 
e for MET-L-TOP Ironing Tables, and e« . od : . 
© are attractively packaged for a combi- ¢ IT’S EASY TO SELL the original, all-metal ironing table . . . the 
* nation display. It not only fits like a ° genuine G. P. & F. with its assurance of faster, easier ironing and 
: . . . 7 
| e Slove, but is exactly the right thickness lifetime durability. NATIONALLY ADVERTISED every month. 
e and texture for best results with a , 1 
e MET-L-TOP. Sell one with every table ¢ \ FAIR TRADED 
* ...it will bring repeat business to ¢ | Adjustable-Height Model 
- * 
. your store. Ss \ $1095 
eeeeeeeseeeseeseneeeeneeeee a 
Standard Model $945 D 
GPE Se 
ne 
_ ssacrte 7 GEUDER, PAESCHKE A FREY CO:, MRR COIO| 
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RCA Table Television 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Device: Model 8-T-270 Table TV 


Selling Features: 16 in. metal-coned 
picture tube; extra large electro-dy- 
namic speaker mounted at top of 
cabinet; automatic gain control for 
uniform picture brightness; shielded 
chassis for minimum outside electronic 
interference; continuous variable tone 
control: height and width 22% in., 
depth 23 in. 

Prices: $495-walnut or mahogany; 
$520-blonde. 

Electrical Merchandising: March, 1949 
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RCA Television Consolettes 


RCA Victor Diy., Radio Corp. of America, 
Camden, N. J. 


Devices: Television consolettes Nos: 
8-TC-270 and 8-TC-271 

Selling Features: Model 8-TC-270- 
new metal-coned 16 in. tube 138 x 102 
in, image; continuous variable tone 
control; protective shielding for mini- 
mum outside electronic interference; 
automatic gain control; tuner operated 
from coaxial cable or wire; doors fold 
back alongside cabinet when using 
set; brass-finished hardware; 48 in. 
high; 223 in. wide; 244 in. deep: 
Model 8-TC-271- 126 sq. in. tube; 43 
in. high; 254 in. wide; and 26 in. deep; 
Queen Anne styling. 

Prices: No. 8-TC-270 mahogany-$550; 
blonde $575. No. 8-TC-271-$595 (sug- 
gested Eastern price). 


Electrical Merchandising: March, 1949 





MOTOROLA Television Console 


Motorola, Inc., 4545 Augusta Byid., 
Chicago 51, Ill. 


Device: Television console VF-103 
Selling Features: 10 in. tube ; 12 chan- 
S$; automatic control of horizontal 
synchronization; dynamic speaker; 
F -AM; automatic record changer 
for use with LP and standard records; 






ELECTRICAL APPLIANCE NEWS 
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TELEVISION 


record storage space; mahogany cabi- 
net; 36 in. high; 19 in. deep; 33 in. 
wide. 


Electrical Merchandising: March, 1949 





EMERSON Table Teleset 


Emerson Radio & Phonograph Corp., 
111 Eighth Avenue, New York 11, N.Y. 


Devices: Table models 612 and 611 


Selling Features: Model 612-52 sq. in. 
picture, 10 in. tube; full coverage on 
channels; 105-125 volts, 60 cycles AC; 
long range circuits; minimum opening 
controls; installation controls at rear; 
“miracle” picture-lock automatic fre- 
quency control; 6 in. “sealed unit” 
Alnico V permanent magnet dynamic 
speaker; high-Q iron core IF coils; 
staticlear FM sound channel; auto- 
matic gain control circuit; 14 tubes, 1 
ballast and 4 selenium rectifiers; acous- 
tically constructed cabinet, pin-striped 
solid and veneer Honduras mahogany ; 
173 in. wide ; 208 in. deep; 168 in. high. 
Model 6ll-operating controls con- 
cealed by decorative panel; 173 in. 
wide; 19% in. deep; 15 in. high. 

Price: No. 612, $299.50; No. 611, 
$269.50. 

Electrical Merchandising: March, 1949 





ADMIRAL Tele Combinations 


Admiral Corp., 3800 Cortland St., 
Chicago, Ill. 


Models: 4H117, 4H126, 4H137, 4H16, 
4H18, 8C11, 8C12, 8C13 and 30B16. 
30C17 consolettes 

Selling Features: Model 4H117-direct- 
view 10 in. kinescope picture tube; full 
12-channel station coverage; simplified 
station selector ; super-powered televi- 
sion chassis; automatic picture lock- 
in; wide range picture and sound con- 
trol; powerful 8-stage picture amplifi- 
cation; “ratio-detector” FM sound 
circuit; sound IF system; Alnico V 
dynamic speaker; balanced antenna in- 
put; two power transformers; FM- 
AM “Dyna-Magic” Radio; dual-triode 
converter; triple chassis construction; 
superheterodyne circuit; iron core IF 
circuit tuning; Pentode push-pull out- 
put; continuously variable tone con- 
trol; built-in aeroscope and FM an- 
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tenna; plays automatic standard and 
LP records; new Miracle tone arm 
and split-second tone arm adjustment ; 
2 oz. pressure on records; roto record 
selector; finger-tip record rejection; 
super-sensitive eccentric trip; 2 speed 
motor; 484 in. wide; 35 in. high; 20 in. 
deep; 4H113-walnut; 4H116-mahog- 
any; 4H117-blonde; modern styling. 
Model 4H126-16 in. direct-view picture 
tube; 12 in. extended range Alnico 
speaker; 41 in. wide; 35 in. high; 23 
in. deep; shipping weight-215 Ibs. all 
traditional styling. 





le Pe 


Model 4H137-direct-view 16 in. kine- 
scope picture tube; 41 in. wide; 24 in. 
deep ; 37 in. high; 24 in. deep; all con- 
temporary styling; 4H136-mahogany; 
4H137-blonde. 

Model 4H16-52 sq. in. direct view tele- 
vision tube; FM-AM “Dynamagic” 
radio; compact chassis; permits AM- 
FM circuits to be combined with two- 
speed changer in one streamlined unit; 
radio-phono super-powered by video 
power supply ; automatic changer plays 
standard 12 and 10 in. records as well 
as 12 and 10 in. LP records; cabinet 
available in walnut, mahogany and 
blond oak. 

Model 4H18-in addition to above rec- 
ords, will also play 7 in. microgroove 
record; direct-view tube of 72 sq. in.; 
Chinese modern styling with authentic 
oriental handworked scenes in antique 
gold on doors; available in ebony or 
jade green. 

Model 8C11, 12, 13—direct-view 10 in. 
picture tube; 13 channels; simplified 
station selection; wide range picture 
control; powerful 8-stage picture am- 
plification; “ratio-detector” FM sound 
circuit; sound IF system; Alnico V 
dynamic speaker ; balanced antenna in- 
put; two power transformers; con- 
tinuously variable tone control; built- 
in AM aeroscope; tilt-tune dial; 8 
tubes; plays LP, 78 rpm. and standard 
groove 334 records; snap-in cartridge; 
3 second automatic record change V; 
roto record selector; finger-tip record 
rejection; 48 in. wide, 34 in. high; 18 
in. deep; 8C1l-walnut; 8C12-mahog- 
any; 8C13-blonde. 





Model 30B16—direct-view 10 in. kine- 
scope picture tube; full 12 channel 
station coverage; simplified station 


selector; super-powered television 
chassis; automatic picture lock-in; 
maximum eye comfort; wide-range 
picture and sound control; powerful 
8-stage picture amplification; “ratio- 
detector” FM sound circuit; sound IF 
system; powerful dynamic. speaker ; 
balanced antenna_ input; two power 
transformers; economical operation; 
back service controls ; compact design ; 
18 in. wide; 34 in. high; 194 in. deep; 
102 Ibs. weight.; 30B15-walnut; 
30B16-mahogany ; 30B17-blonde. _ 
Model 30C17—direct-view 124 in. 
kinescope_ picture tube; shipping 
weight-110 Ibs.; 30C15-walnut ; 30C16 
mahogany; 30C17-blonde. 


Electrical Merchandising: March, 1949 





MOTOROLA Portable Teleset 


Motorola Inc., 4545 Augusta Biyd., 
Chicago 51, lil. 


Device: Portable television receiver 
Selling Features: Detachable dipole 
“Golden Beam” aerial eliminates need 
for permanent installation; easily re- 
moved for packing and fits inside set 
cover when not in use; in operation, 
removable, hinged lid is open and col- 
lapsible aerial extends to fit into jack 
on top of unit; plugs into standard 
110 volt circuit; aerial turms for maxi- 
mum signal strength; 9 ft. translucent 
plastic cord; 7 in. screen; sun tan 
leatherette, polished brass hardware; 
weighs 33 lbs. 182 in. deep; 172 in. 
wide; and 934 in. high. 

Price: $199.95 (including all taxes) 
Electrical Merchandising: March, 1949 





BELMONT Tele Console 


Belmont Radio Corp. (subsidiary of 
Raytheon Mfg. Co.), 5921 W. Dickens 
Ave., Chicago, Ill. 


Device: 10DX22 “Observer” television 


console 













































Selling Features: 24 tubes plus 3 recti- 
lers; 52 sq. in. picture tube; instant 
and accurate tuning-in of all 12 chan- 
nels ; AC-DC; 4 knob controls; power- 
ful Alnico V dynamic speaker; uses 
Model 300 hi-gain outside antenna in 
average installation; stabilized humless 
frequency control; lock-in multivibra- 
tor circuits compensate for transmitter 
frequency drift; simplified transform- 
erless sweep circuits minimize mainte- 
nance; one stage RF plus 4 stages of 
IF amplification; Intercarrier sound 
system circuit; 354 in. high; 20 in. 
wide; 174 in, deep; mahogany veneers, 
finish. 

Price: $349.50 plus Federal excise tax 


Electrical Merchandising: March, 1949 
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OLYMPIC Table Telesets 


Olympic Radio & Television Inc., 
34-01 38th Ave., Long Island City, N. Y. 


Devices: “The Cruzair” TV 104; “The 
Beverly” TV 944 

Selling Features: TV 104- 10 in. tube, 
52 sq. in. screen; compact mahogany 
cabinet, 204 in. wide; 122 in. high; 198 
in, deep. 


TV 944- 12% in. picture tube with 90 
sq. in. “Wide Screen”; straight AC 
circuit incorporates automatic gain 
control; extra IF sound stage; high- 
gain tuner for coordination of sound 
and picture; good performance up to 
and frequently beyond normal 12 chan- 
nel station range; FM sound system 
and heavy duty 6 in. PM speaker; 
contemporary style mahogany; 23 in. 
wide; 173 in. high; 21 in. deep. 





Model TV 945 “The Plaza’, while a 
console, incorporates the same circuit 
and features as TV 944, with an 8 in. 
heavy duty Pan speaker; 35 in. high; 
224 in. wide; 21 in. deep in contempo- 
rary design and of mahogany. 

Prices: TV 104, $229.95: TV 944, 
$369.95 blonde oak $10. extra and TV 
945, $399.95 $20 extra for blond oak. 
Electrical Merchandising: March, 1949 





MOTOROLA Table Telesets 


Motorola, Inc., 4545 Augusta Blvd., 
Chicago 51, Ill. 


Devices: Models VT-121, VT-107, and 
VT-71 table television sets 

Selling Features: Model VT-121- 12 
in, picture tube, 75 sq. in. viewing 
space; cover 12 television channels; 
automatic control of horizontal syn- 
chronization ; mahogany cabinet; 17 in. 
x 18 in. x 192 in.; VT-107- 10 in. tube; 
controls at cabinet front; dynamic 
speaker; brown, red mahogany or 
limed oak cabinet; 16 in. high; 194 in. 
deep; 17 in. wide; VT-71- 7 in. tube; 
locked-in pictures; pretuned for 8 sta- 
tion reception; walnut, blonde or ma- 
hogany; 92 in. x 168 in. x 16% in.; 
264 Ibs. 

Electrical Merchandising: March, 1949 
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DEWALD Television 


DeWald Radio Mfg. Corp., 35-15 37th 
Avenue, Long Island City 1, N. Y. 


Device: Model CT-101 television con- 
sole 

Selling Features: 27 tubes plus 3 rec- 
tifiers; 16 in. direct view tube; all- 
channel coverage; extra-high brilliance 
and high fidelity speaker; balanced 300 
ohm input; improved signal-to-noise 
ratio; tunnel RF stage on all channels; 
Hi-Q trap circuits; plastic bezel; 6 
tuning controls; illuminated indicator; 
simplified adjustment controls; full 
FM audio circuit; 41 in. high; 252 in. 
wide; 25% in. deep; modern cabinet 
walnut and mahogany veneers. 

Price: $495.00 

Electrical Merchandising: March, 1949 





VIDEO Table Telesets 


Video Corp. of America, 
385 Flatbush Ave., Brooklyn, N. Y. 


Device: Table model television. 
Selling Features: 90 sq. in. screen; 
Eye-Light panel to minimize eye 
fatigue; improved circuit design for 
sharper pictures; automatic lock-in 
synchronizer to snap picture into 
place; perfected intermodulation sys- 
tem keeps sound continually locked 
with the picture; hand-rubbed piano 
finished cabinet. 

Price: $395.00 

Electrical Merchandising: March, 1949 





TRANSVISION Tele Kits 
Transvision, Inc., New Rochelle, N. Y. 


Devices: Television kits for dealer 
assembly. 

Selling Features: New kits and acces- 
sories include Dealer Economy Kit 
Package with two basic video kits 
which allow assembly of a variety of 
different kits; set completed by adding 
desired picture tube, tube support and 
tuning unit from accessory list; Com- 


plete Remote Control Video Kits 
which permit control from distance; 
Video Standard Cabinets for use on 
10 in., 12 in. or all-angle lens kits; can 
be used for video only or video, FM 
and AM;; plan works also for selling 





assembled kits and custom-built sets as 
follows: for example, Model AH in- 
cluding TV, AM and FM with serv- 
iceman’s cost including cabinet at $271 
is sold at the suggested price of $451. 
The serviceman’s profit is $180 with 
nearest competitive set priced at about 
$550 with installation. 


Electrical Merchandising: March, 1949 





AIR KING Television Console 


Air King Products Co., Inc., 170 - 53rd St., 
Brooklyn 32, N. Y. 


Device: Television receiver A-1001 
Selling Features: Direct view 10 in. 
tube; 30-tubes including rectifiers; 13 
channels; FM; 10 in. Alnico V PM 
speaker; 320W power rating; 4 con- 
trols on front panel ; eye-level viewing ; 
hardwood mahogany or blonde cabi- 
net; 36 in. high; 27 in. wide; 19 in. 
deep. 

Electrical Merchandising: March, 1949 





DEWALD Table Teleset 


DeWald Radio Mfg. Corp., 35-15 37th 
Avenue, Long Island City 1, N. Y. 


Device: Model CT-102 table television 
Selling Features: 10 in. direct view 
picture tube;. 52. sq. in. picture; all 
channels; extra high brilliance and 
high fidelity speaker ; improved signal- 
to-noise ratio; tuned RF stage on all 
bands; Hi-Q-trap circuits; tuning con- 
trols; fixed focus adjustment; 22 tubes 
including 2 rectifiers and damper tube; 
hand-rubbed cabinet, walnut or ma- 
hogany veneer; 20 in. long; 14% in. 
high; 193 in. deep. 

Price: $299.95 

Electrical Merchandising: March, 1949 





EMERSON Tele Consoles 


Emerson Radio & Phonograph Corp., 
111 Eighth Avenue, New York 11, N. Y. 


Devices: Nos 608 & 609 television 
consoles 

Selling Features: Model 608-132 sq. in, 
picture, 16 in. direct-view tube; full- 
channel coverage; 115 volts, 60 cycles 
AC; long range circuits; minimum 
operating controls; installation con- 
trols at rear; “miracle” picture-lock 
automatic frequency control; staticlear 
FM channel; high-Q iron core IF 
coils; improved 12 in. Alnico V per- 
manent magnet dynamic speaker; au- 
tomatic gain control circuit; 10 tubes 
plus rectifier, picture tube, ballast 
tube, 4-selenium rectifiers ; acoustically 
constructed cabinet of solid Honduras 
mahogany veneers ; 32 in. wide; 34 in, 
high; 20 in. deep; Model 609-192 sq, 
in. picture projection type; installation 
controls at front; 14 tubes plus pro- 
jection .box picture tube, 4 selenium 
rectifiers and ballast tube; 28 in. wide; 
22 in. deep; 39 in. high. 

Price: $599.50 (both models) 
Electrical Merchandising: March, 1949 





ADMIRAL Table Radio-Phonos 


Admiral Corp., 3800 Cortland St., 
Chicago 47, Ill. 


Devices: Models 5T12, 6V12, and 
6W12 table radio-phonos 

Selling Features: Model 5T12—plays 
ten 12 in. or twelve 10 in. records 
automatically ; roto record selector tor 
quick adjustment; finger-tip record re- 
jection; 3 second record change; 
miracle tone arm; snap-in cartridge; 
free-swinging action; heavier turn- 
table; rubber-cushioned motor ; super- 
heterodyne circuit; higher wattage at 
lower voltage; high fidelity audio sys- 
tem; automatic volume control; aero- 
scope; 5 in. permanent magnet 
speaker; new slide rule dial; smart 
modern styling; 163 in. wide; 102 in. 
high; 143 in. deep; approximately 4 
Ibs. weight; 5Tll—ebony; 5T12— 
mahogany. 

Model 6V12—2 speed for 4 hours un- 
interrupted performance; split-second 
tone arm adjustment ; ¢ oz. pressure on 
records; efficient spindle design; 2 
speed motor; automatic bass compen- 
sation on radio; weighs about 43 |bs.; 
6V11l—ebony ; 6V12—mahogany. 
Model 6W12—ratio-detector FM te 
ception ; 88-108 Mc.; iron core IF cit- 
cuit tuning; 4-gang RF condenser; 
inverse feed-back audio; built-in 
antenna; weighs about 45 Ibs.; 6W1I 
—ebony; 6W12—mahogany 
Electrical Merchandising: March, 194 
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Uomitn is tirst to give you 
the Automatic Water Heater 
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con- Every dealer has wanted it...every dealer has waited for it—the 
+ os automatic water heater you can DEMONSTRATE! 
clear 
e IF The Mallet Test, pictured here, is just one of the dramatic, con- 
B vincing tests you can demonstrate for your customers. This and other 
tubes tests—matched with the performance records of hundreds of thou- 
allast sands of installed units—is proof that the glass-surfaced steel tanks 
— of Permaglas Automatic Water Heaters will not crack or chip under 
34 in, use conditions. They are fully guaranteed by A.O.Smith. 
= This built-in protection against destructive rust and corrosion 
pro- demonstrate that ‘Permaglas’’ is the water heater that CANNOT rust 
wm ..- because glass cannot rust. 
wide; 
1949 DIAMOND-TOUGH GLASS surface of the bottom head of a 
Permaglas Automatic Water Heater tank withstands repeated Alert Dealers 
blows from a wooden mallet without cracking or chipping! 
Blurred hand and mallet in this photo show force of impact. Display This Emblem 
ONLY PERMAGLAS Automatic Water ‘“Permaglas” electric model—at no extra 
Heaters provide the lasting economy of |= cost—is one more. Other features, of equal 
Hot Water “Packaged-in-Glass.” Yet this sales advantage, are standard in models for 
is just one of many research-developed fea- all types of gas. 
sees that make “Permaglas” first — Se Be first for automatic water heaters in 
pletely satisfactory hot-water service ...and your community with the complete SMITH- 
first in sales appeal. way Water Heater line! The coupon will 
1 High Temperature Limit Control in every bring you all the facts you want to know. 
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n- Angeles 14 + Midland 5, Texas 
+ Kankakee, Illinois Firm__ — on aw « Gee 
1 Pittsburgh 19 * San Diego 1 
a ie Tell us how we can make “a | Seattle 1 » Tulsa 3 
F cit ue money by being ‘és = _ International Div.: Milwaukee 1 
. irst with “‘Permaglas.” Licensee in Canada: 
mast Ne ebligoton, . | Joha Inglis Co, Lid. Sizes es needs, including both upright- 
6WIl City. tate ; round and table-top electric models. 
ee a 
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A good man to know 


OUR Classified Telephone Directory representative is 
a good man to know better . . . because he can show 
how you can boost business. 


He'll show you how the ‘yellow pages’ (Classified sec- 
tion) of the telephone directory can help build business 
by directing more shoppers to your door. He'll advise you 
on the best type of promotion for you to use in the 
Classified section...and he'll give you all the information 
on this valuable buying guide for your town. 


Remember,. he’s in contact with many types of busi- 
nesses ... asa result he has many business-building ideas 
...and he wants to help you! 


Maybe instead of waiting for his call, you'll want to 
call him now. Just ring your local telephone business 
office. We think you'll be glad you did. 





America’s buying guide 
for over 60 years. 





ELECTRICAL APPLIANCE NEWS 


WILE 


BELMONT Radio-Phono 
Belmont Radio Corp. (subsidiary of 
Raytheon Mfg. Co.), 5921 W. Dickens 
Ave., Chicago, Ill. 

Device: Model 7AF21 “The Vogue” 

radio-phono console 

Selling Features: FM-AM; 7 tubes 
plus 2 rectifiers; FM; 10 in. heavy duty 
PM speaker ; built-in antennas for both 
AM-FM;; record player plays 12-10 in. 
or 10-12 in. records; 535-1600 Kc; 
88-108 Mc; two large album cempart- 
ments; mahogany cabinet; 30 in. x 
34 in. x 174 in; 

Price: $189.50 

Electrical Merchandising: March, 1949 





ADMIRAL Table Radio 


Admiral Corp., 3800 Cortland St., 
Chicago 47, Ill. 

Devices: Model 5R11 table radio 
Selling Features: 5 tubes; superhet- 
erodyne circuit; high fidelity audio 
system; automatic volume control; 
aeroscope; AC-DC; 5 in. Alnico dy- 
namic speaker; modern designed dial; 
plastic cabinet; 104 in. wide; 64 in. 
high; 54 in. deep; weighs 84 Ibs. 5R10 
—maroon; 5Rll—ebony; 5R12—ma- 
hogany; 5R13—ivory. 
Electrical Merchandising: March, 1949 





RCA Record Player 


RCA Victor Diy., Radio Corp. of America, 
Camden, N. J. 

Device: 45 RPM record changer 

Selling Features: Distortion-free at 
45 rpm; 7 in. vinyl plastic records 
loaded on automatic changer by slip- 
ping 14 in. center hole over plastic- 
capped spindle; small tone arm exerts 
pressure of only 5 grams on recorded 
surface; metal fins emerge from naf- 
row horizontal slots in spindle to hold 
upper portion of stack as latch-type 
projections below recede to drop bot- 
tom record; noiseless drop action. 

Electrical Merchandising: March, 1949 
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Here's how A.0. Smith 
helps you give faster, 


hetter service on SMITHway Water Heaters 




















Ss Good service means good business . . . and to No waiting for repairs. All parts are shipped 

4 give your customers good service requires an ad- immediately. Each part carries a full one-year 

"i equate stock of parts, always ready on demand. warranty. 

i That’s where the A. O. Smith Replacement Let us give you full information and service 

. Plan for parts on all SMITHway Water Heaters literature on SMITHway Products in which 

helps you be “first for service” in your commu- you are interested. * 
nity. Out of three convenient Product Service & 
9 Division Branches—Los Angeles, Chicago, and 
metropolitan New York—A. O. Smith provides FASTER MOTOR SERVICE. The same speedy 
24-hour, off-the-shelf service on parts for all service isalso available on SMITHway Electric 
SMITHway Water Heaters... Permaglas, Dura- Motors. Write the nearest office for all the 
clad, and Milwaukee. facts... now! 
z A. O. Smith is first 
“ again with so com- 
ot plete a replacement 
lio plan. One more rea- 
a1; son SMITHway Water 
ly- Heaters are first in 
al; profit opportunities for you! 

in. 

10 HOW TO MAKE THIS PLAN WORK FOR YOU: 

1a- Dealers secure replacement parts 
from their distributors. 

149 Distributors and Utilities are served 
direct by the nearest Product Serv- 
ice Division Branch (see addresses 
below). 

All save time, papeg work, and money. 
Good service is easy! 














ao. Sore 


Corporation 








: @, 


™ ae 








= SERV ‘4 PRODUCT SERVICE DIVISION* 
EASTERN CENTRAL WEST COAST 
825 Lehigh Ave. 8312 South Chicago Ave. 1637 N. Spring St. 
Union, N. J. Chicago 17 Los Angeles 12 
at 
rds *Also serving these SMITHway Products: Motors, Liquid Gas Systems, Vertical Turbine Pumps, 
lip- Stokers, SMITHway-Burkay Water Heaters and Burkay Heating Equipment 
tic- 
erts 
ded 
lar- 
old 
bot- 
1949 
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High value is combined with 
attractiveness, efficiency and 
high capacity in International 
Window Fans. Internationals 
fit any window just as they fit 
any purse. Feature Internation- 
als — the fans with the features 


that make them outsell others. 


Model 224— Variable speed 24” 


= 


— qe eee 
* - . 4 
’ ‘ + + 


i) 


nT 


CHECK the 
° FEATURES 
* PERFORMANCE 
° VALUE 


Super Zuiet 


INTERNATIONAL 


has the 


SPRING-SUSPENDED 
aw 











= 


Cloverleaf blades, 4240 CFM Rating. Complete with adjustable brackets, stand, 
vinyl shrouds, plug-and-cord. Model 316—Variable speed 16” Cloverleaf blades, 
2000 CFM rating. Complete with adjustable vinyl wings, stand, plug and cord. | 


PROMPT DELIVERY —ORDER NOW 


Distributors: Some territories open—Write for particulars 


Intenational 


OIL 


BURNER CO. 
SPRING & PARK AVES. 


ST. LOUIS 10, MO. 




















ELECTRICAL APPLIANCE NEWS 


Vira Uf- 





— 


RADIO AND TELEVISION 





BENDIX Consoles 


Bendix Aviation Corp., Radio Div., 
Baltimore 4, Md. 


Devices: Radio phono models 69B8, 
69M8, 69M9, and 79M7,. 

Selling Features: 69B8-FM-AM; 5 
tubes plus rectifier; aviation quality 
chassis; 3 gang FM condensers; tuned 
RF amplification on FM; 10 in. Alnico 
V speaker; crystal tone reproducer; 3 
point tone control; dual speed 
changer; “All Front” record changer 
controls; permanent point needle; dual 
built-in antennas; 333 in. high, 32 in. 
wide, 16 in. deep; modern, blond ve- 
neers ; 69M8—same except mahogany; 
69M9—has standard record changer 
only ; 79M7—same except for mahog- 
any veneer. 


Electrical Merchandising: March, 1949 


WILCOX-GAY Record Player 
Wilcox-Gay Corp., Charlotte, Mich. 


Device: Wireless record player. 
Selling Features: Works with any and 
all radio sets, radio-phono combina- 
tions; available for reproducing rec- 
ords at 78, 334 or 45 rpm; no connec- 
tions required; easily transportable; 
weighs less than 6 Ibs. 

Price: $29.95 


Electrical Merchandising: March, 1949 





EMERSON Radio Phono Console 


Emerson Radio & Phonograph Corp., 
111 Eighth Avenue, New York, N. Y. 


Device: Model 604 Phonoradio Con- 
sole 

Selling Features: Radio-improved 
superhet for AC; “sealed-unit” Ainico 


V permanent magnet dynamic speaker ; 
inclosed super loop antenna; illumi- 
nated slide-rule dial; extra beam 
power output; automatic volume con- 
trol; tone control operates on both 
phono and radio; velvet drive tuning; 
special inverse feed-back circuit; 
High-Q iron core IF coils; Phono- 
automatic record changer ; continuous 
playing of 10 in. and 12 in. records; 
finger-tip control; slide-out panel: 
shock-proof floating tone-arm; crystal 
pick-up; self-starting, constant speed 
motor ; feather-weight tone-arm; long- 
life phono needle; acoustically con- 
structed console; striped mahogany 
veneers; 243 in. wide; 164 in. deep; 
33 in. high; 4 tubes plus rectifier. 

Electrical Merchandising: March, 1949 





TELEVISTA Table Radio 


Televista Corp. of America, 114 E. 16th 
St., New York City 3, N. Y. 


Device: “Sky Ranger” table model. 
Selling Features: 3 gang superheter- 
odyne 6-tube set including rectifier; 
tune RF receiver; proper separation 
of crowded channels with optimum 
fidelity ; signal to noise response better 
than 5 to 1; walnut plastic with 14-K 
gold-plated, brass fluted grille; illumi- 
nated slide rule dial in gold and black. 
Price: $29.63 (slightly higher west of 
the Rockies) 


Electrical Merchandising: March, 1949 





CRESTWOOD Tape Recorder 


Crestwood Recorder Corp., 
218 S. Wabash Ave., Chicago 4, Ill. 


Device: Magictape portable recorder 
No. CP 200 

Selling Features: 7 watt output; 50-8,- 
000 frequency response; microphone 
and radio-phono input channels; high 
impedance and external speaker output 
jacks; 6 x 9 oval speaker; tone con- 
trol-in-operative in record position; 
automatic erasure rewinds in less than 
2 min.; 105-120 volts AC, 60 cycles; 
consumes 100 watts c.; high fidelity; 
two channel recording; simplified con- 
trols; 18 in. x 12% in. x 93 in., 25 lbs.; 
light brown case gold trim ; accessories 
include high impedence crystal micro- 
phones, radio connection cable, and 
plug network detachable line cord, ex- 
tra reel. 

Price: $189.50 


Electrical Merchandising: March, 1949 
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ter 


better Homes & Gardens 


is selling these 


APPLIANCES and UTENSILS 





; _ in January, February and March 


: b HaG Serves...so it Screens...so it Sells 
: And here’s how it’s done: —» 
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JANUARY + FEBRUARY AN 





* What a steam iron can do for you * Suit your kitchen to you 

* New plan, new equipment * It’s fun to cook in these kitchens 

* Designed for air conditioning * Know what a dryer can do for you? 
* Longer life for your home motors * How to wax your floor 


* It’s magic your sewing machine can do 


Note the titles of those articles. They're another example of Better Homes & Gardens’ 100% 
service on better living in better homes. No side lines, no fiction. Better Homes & Gardens 
is addressed entirely to husbands and wives whose big interest is the home—and who have 
the money to meet the high living standards that BH&G takes for granted. 


No wonder the readers of Better Homes & Gardens relish every page 
of every issue! 


It’s the one magazine that gives them 100% real service in editorial 
and advertising pages alike. Take a look for yourself. Better Homes 
& Gardens editorials and ads cover the same subjects, so readers find 
them equally interesting. In fact, when BH&G editorial titles and 





advertising headlines are isolated on a list, most people can’t tell the 
difference between the two! 





Singled-minded, 100% service like this screens out the casual reader— 
screens in the 3,000,000 husbands and wives who read BH&G solely for 
suggestions, ideas, information. It doesn’t matter to them whether the 
facts they want come from an editorial or an ad, because both are on 
the same side of the street in BH&G. 


The result? BH&G sells and sells and sells—to a pre-screened, multi- 


million audience that no manufacturer can afford to overlook. 


Mus fist 
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AND MARCH 


are selting these Apphances and Utensils 


DISHWASHERS 


General Electric 


DISPOSAL UNITS 
General Electric 
Hotpoint 
Westinghouse 


HOME FREEZERS 
Coolerator 

Harderfreez 

Harvester 

Kelvinator 

Schaefer 

Victor Quickfreeze 


RADIOS 
Admiral 
Bendix 


General Electric 


Beller [lomes 


and Gardens 


CIRCULATiO,, oveR 3,000,000 





Serves... 
so it Screens... 
so it Sells 


Magnavox 
Zenith 


RANGES 

CP Gas 

Caloric Gas 
Coolerator Electric 
Florence Gas 
Frigidaire Electric 
General Electric 
Gibson Electric 
Hotpoint Electric 
Kelvinator Electric 
L & H Electric 
Norge Gas 

Roper Gas 
Tappan Gas 
Universal Gas 


REFRIGERATORS 
Admiral 

Coolerator 

Frigidaire 

General Electric 
Gibson 

Harvester 

Kelvinator 

Servel Gas 


WASHERS 
Dexter 

Easy 
Maytag 
Speed Queen 


Universal 
Voss 7 


Westinghouse 


WIRING & 
TELEPHONES 
Bell System 
Burgess Batteries 
Cutler-Hammer Fuses 
Davis Ironing Cord 
Delta Power Lite 
General Electric Lamps 
Liberty Door Chimes 
Lightolier Fixtures 
Onan Power Plants 
Spencer Post Lamps 


MISCELLANEOUS 
Bissell Sweeper 
Cadillac Vacuum 
Everhot Appliances 
Frigidaire Water Heater 
General Electric 

Water Heater 
General Floor Polisher 
Hamilton Clothes Dryer 
Hoover Vacuum 
KitchenAid Mixer 
Majestic Incinerator 
Rheem Water Heater 
Smithway Water Heater 
Toastmaster Toaster 
Westclox Time 
Westinghouse Roaster 
Westinghouse Vacuum 








1) Some Mugu 
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THE AIR YOU BREATHE SHOULD BE AS PURE AS THE WATER YOU DRINK! 


ELECTRICAL APPLIANCE NEWS 














Double purpose fan. Secured with chain 
in window for night cooling. Pivots on stand 
to serve as circulating fan. New "Q" wheel 
for extremely high efficiency and quiet 
operation. Reody for volume sales. 











A beautiful, new, portable fan—and it's 
budget priced! Lightweight—easily rolled 
to window or storage closet. Adjustable 
height. Two speed. Remarkably quiet. 
Huge capacity. 
PRICED TO SELL @ NATIONALLY ADVERTISED @ LARGE 
CAPACITY @ EXCEPTIONALLY QUIET © SEND COUPON NOW 


Paste on penny postcard and mail today ! 
ILG ELECTRIC VENTILATING CO., 2874 No. Crawford Avenue, 


Chicago 41, Illinois. Offices in more than 40 Principal Cities —consult 
classified directory. 


C) Hurry! Send data and price on new Windofans! 
Firm Name 


Individual 
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RADIO & TELEVISION 





ADMIRAL Table Telesets 


Admiral Corp., 3800 Cortland St., 
Chicago 47, Ill. 


Models: 19A11 and 19A15 table tele 
sets 

Selling Features: No. 19A11-direct- 
view 7 in. tube; wide viewing angle; 
12 channels; simplified station selec- 
tion; 4 simple controls ; switch station 
automatic circuits; “ratio-detector” 
FM circuit; inter-carrier sound sys- 
tem; Alnico V dynamic speaker; 
balanced antenna input; shielded chas- 
sis; safety interlock; 164 in. wide; 93 
in. high; 162 in. deep; 27 lbs. weight. 
19All-mahogany; 19A12-ebony 
Model 19A15-modern styling; 16% in. 
wide; 102 in. high; 17 in. deep; 30 lbs. 
weight ; walnut cabinet. 


Electrical Merchandising: March, 1949 





ITI Television Console 


Industrial Television, Inc., 
359 Lexington Avenue, Clifton, N. J. 


Device: Model 221D Century televi- 
sion console 


Selling Features: Only two controls 
needed after channel selection, one for 
picture clarification, other for contrast 
adjustment; sound tuning follows pic- 
ture; 12 in. direct view tube, 72 sq. in. 
picture; 12 channels with lock-in sta- 
tion selector; high fidelity tone quality ; 
12-in. permanent magnet speaker and 
tone control; consumes 185 wate 
high-efficiency electronic circuits; 
tubes plus 3 rectifiers ; Models ap 
and 221L, 254 in. wide, 22% in. deep, 
38 in. high, dark and blonde mahogany, 
respectively; Models 421D and 421L, 
254 in. wide, 24 ys in. deep, and 38 in. 
high. Both have doors, and are dark 
and blonde mahogany, respectively. 


Electrical Merchandising: March, 1949 





SCOTT Record Player 
Scott Radio Laboratories, Inc., 

4436 Ravenswood Avenue, Chicago, Ill. 
Device: Ail-speed-record player 
Selling Features: Handles 78 rpm 
standard, LP microgroove 334 rpm 
and Victor 45 rpm records; two pick- 
up arms with single arm handling two 


MARCH, 


slow speeds, second arm the conven- 
tional speed; gear driven and governor 
controlled; automatic for conven- 
tional; manual for slow speeds; {fine 
speed adjustment by small knob. 


Electrical Merchandising: March, 1949 





EMERSON Table Model Radios 


Emerson Radio & Phonograph Corp., 111 
Eighth Ave., New York 11, N. Y. 


Models: 615, 616, 610, 561 and 587 
table radios 

Selling Features: Model 615—AC-DC 
superheterodyne; “sealed unit” Alnico 
V permanent magnet dynamic speaker ; 
inclosed loop antenna ; power line noise 
filter; illuminated slide-rule dial ; beam 
power extra output; automatic volume 
control; bridge-balanced hum cancella- 
tion; velvet drive tuning; high signal- 
to-noise ratio; connection for external 
antenna; High-Q iron core IF coils; 
4 tubes plus rectifier ; acoustically con- 
structed cabinet of selected burl wal- 
nut veneers; 12¥% in. wide; 8 in. deep; 
7%» in. high; 





Model 616-full-vision slide- rule dial; 
5 tubes; 82 in. wide; 5 in. deep; 6 in. 
Model 610-5 tubes; maroon plastic 
with translucent plastic slide-rule dial 
and gold colored beaded grille; 9 in. 
wide; 54 in. deep; 64 in. high. 





Model 561-AC-DC superheterodyne; 
“sealed unit” Alnico V_ permanent 
magnet dynamic speaker ; inclosed loop 
antenna; illuminated slide-rule dial; 
high extra beam power output; auto- 
matic volume control; bridge- balan 
hum cancellation; noise filter; con- 
nection for external antenna; high-Q 
iron core IF coils; 4 tubes plus recti- 
fier; acoustically constructed cabinet; 
114 in. wide; 7 in. deep; 73 in. high. 
Model 587-full- -vision, slide-rule dial; 
5 tubes; ebony plastic acoustically cor- 
rect molded cabinet. 

Price: 615—$39.95 ; 616—$29.95 ; mp 


$19.95 ; 561—$34. 95 gfivors) and $29.95 
walnut ; 587— $16. 
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FEATURE “CP” models and you'll make 
more money in any kind of market. “CP” gives 
women what they want...and it’s backed by 
the biggest brand names in the gas range busi- 
ness—the top profit lines that put dollars in 
your pocket. 








NEW BIG gas industry promotions continue 
to drive home to women everywhere that GAS 
has got it with “CP”...the most modern auto- 
matic features—cooler, cleaner kitchens—bet- 
ter, easier, more economical cooking. 








=. NOW FIND OUT today how your manufacturer 

GF 1S, im e / and your Gas Company can help you to &% 
A. G00 a. tie-in with the gas industry’s hard hitting as 

“CP” promotion...and get the extra sales 


and profits “CP” offers YOU. A ppli anc e 
HOOK UP a “CP” model on your floor and M anufacturers 


demonstrate to your customers how these hand- 


2 * 
some new automatic gas ranges can save them A ssociation 
time, food and money ... and give them what 60 East 42nd S 
. . ae treet, N » 
they want in carefree automatic cooking in — 


their New Freedom Gas Kitchens. 








ELECTRICAL MERCHANDISING—MARCH, 1949 PAGE 165 







































= —— oe eee eee coe 


~ 


795 
os 


We are Distributors [] Dealers [_] Please send 
information on Magic Defroster. 


Name — 


Address 


PAT. PEND. 


ACTUAL SIZE 2% x 3% x 3% 


Dept. E. 102 
1700 N. Harrison St. 
Ft. Wayne, Ind. 


a, BASIC PRODUCTS CORP. 


110 VOLTS 
60 CYCLE 
A. C. ONLY 


us complete 








City 
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Room Cooler Specialists 











the owners of a table which seats four, 
she explains. This restaurant is a very 
busy place with a waiting line almost 
200 nights a year and the loss of even 
a single table would be a serious con- 
sideration. The Grays suggested in- 
stallation of six small units which 
could be used without loss of seating 
space. The restaurant followed the 
suggestion and is now able to use only 
the number needed at any one time. 

Many new hotels are springing up 
on the Miami Beach waterfront and 
the Grays are pointing toward obtain- 
ing many sales here, as well as in the 
numerous delicatessens, restaurants 
and business shops of the area. The 
couple’s idea is that small air-condi- 
tioning units can be installed as cheaply 
as an entire system and that the small 
units may be taken out and resold very 
easily at any time. 


Office Business Is Goal 


A natural field for the sale of room 
size air-conditioning units is the offices 
of doctors and dentists in the down- 
town city areas. The Gray firm has 
gone after this market by assisting its 
dealers with installations and service 
in every way possible. Excellent sales 
have been made to radio stations in the 
territory, and such installations are 
made to serve a double purpose, simce 
they are shown frequently as demon- 
strators. At the Shell Super Market in 
Miami, called “the biggest grocery 
store in the world”, the Fedders unit 
installed in WBAY’s radio broadcast- 
ing booth in the store, is seen daily by 
thousands of shoppers and gets high 
praise from “Uncle Jim”, local radio 
favorite who puts on the program 
there. 

“The best and nicest customers we 
have are in private homes,” says Mrs. 
Gray, in discussing this field of cover- 
age. “Naturally, this is where we are 
trying to get our dealers to concentrate 
their greatest efforts. And they have 
every advantage on their side. The 
room air-conditioner fits in perfectly 
with other furniture and hardly takes 
up more room than an ordinary radio 
set.” 

A look at the many rambling beach 
houses designed with low ceilings and 
small rooms and exposed to eight 
months of torrid weather, indeed makes 
an observer wonder that Floridians 
haven’t already tumbled all over them- 
selves to obtain these unit air-condi- 
tioners. The territory certainly appears 
to offer the finest potential selling field 
in the nation and building again is at 
an all-time peak. 

To reach these householders, the 
Grays have worked out two plans 
which appear to be meeting ready 
acceptance. The first is a rental plan, 
under which the customer may rent 
an air-conditioning unit for a six 
months period by paying two months 
rental in advance. At the end of the 
period, if the customer wants to buy 
the machine, he can do so and 50 per- 
cent of the rental payments will be 
allowed by the firm on the purchase 
price. A half-ton unit is rented for $35 


CONTINUED FROM PAGE 74 








per month and a three-quarter ton unit 
for $40 per month. Units also may be 
rented on a straight month-to-month 
basis under a different arrangement, 
The rental plan makes for increased 
sales, according to J. W. Blaine, sales 
manager of the firm. 


Customer Acquaintance Sought 


“The major purpose of the rental 
plan is simply to acquaint people with 
the machine,” Mr. Blaine explains, 
“We have pretty good evidence so far 
that if we can get the unit into a home 
and let people sleep under it a while, it 
almost always leads to a sale. We have 
plenty of testimonials from buyers who 
tell us that their apartments just 
wouldn’t be livable except for their 
air-conditioning units. Lots of them 
too, tell us that they are able to air- 
condition an apartment of several 
rooms although the unit isn’t designed 
for this much space. In this climate, 
it seems, the unit really does more than 
we or the manufacturers claim for it.” 

The second plan offered by the Grays 
is a routine one which the firm does 
not advertise but is ready to undertake 
at any time. According to Mrs. Gray, 
if a prospective customer who wants a 
home demonstration will pay for the 
cost of installation (ranging from 
about $18 to $25 for cutting window 
frames, etc.), the firm will put in a 
conditioner for him on free trial for 
10 days. The result of this plan is 
almost always a sale to the customer, 
Mrs. Gray says. There are some 
stumbling blocks to the plan, however, 
since a signed agreement to the in- 
stallation must be obtained from both 
the landlord and the tenant, and oc- 
casionally this involves considerable 
red tape. 

A new field for small unit air-con- 
ditioner sales has been pioneered by 
the Grays through the installation and 
sale of units to trailer families. Mrs. 
Gray believes the firm made the first 
installation on record of an air-condi- 
tioning unit for a family in permanent 
trailer residence. This installation at- 
tracted wide attention in the Miami 
newspapers and trade journals and 
paid off handsomely in publicity. The 
trailer, residence of a family of five, 
quickly became a showplace and proved 
an opening wedge to contacts with 
other permanent trailer residents. 

(Continued on page 168) 





“THIS IS REALLY A MUST 
FOR THE NURSERY!” 
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nit EUREKA AUTOMATIC GETS MORE 
be 
= DIRT THAN ANY OTHER CLEANER! | 
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les qual OR REFUND 
on >> 
~* Guaranteed by ~ 
tal Good Housekeeping 
ins, 4S apvennisto WSS 
far 
. "EUREKA GETS MORE DIRT, 
“n Faster, Easier, Better—BY ACTUAL TEST! 
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_ the new Eureka Automatic’”’ / SA 4 <& 
ned $ ' th, | 
ate, NS - ' 
han “23 
be “SS 
loes yi 
take y 
ray, 
its a 
:| ASELLING PLAN THATWORKS! | 
=| e | 
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able ~ Designed Specifically for Use in Your 
+ a Store — By Your Own People. Hundreds 
oa  ~S —. el of Dealers Will Tell You This Sensa- 
be 4 = 7 | Me tional New Selling Idea Works! 
. 
iami 
and 
The 
five, 
‘oved 
with 
™ 












Order Complete Eureka Store Demonstrating Station. 
Beautiful (light green) Table Stand 45” x 27” and 
special EUREKA Demonstrating Rug. ..Only $29.00. 


" 
I 
i 
l 

To: Eureka Division, Eureka Williams Corporation, Bloomington, 
i 
I 
1 
I 
I 
| 
| 





Illinois 
I am definitely interested in your new store dem- 



















IT WA Z KS” onstrating program. Please send full details. 

you merely guide it - es 

(T CLEANS eney | 
\ by itself automatically { 


Address 














ELECTRICAL MERCHANDISING—MARCH, 1949 PAGE 167 











To make ranges easier to SELL... 


T’S as simple as that. Build your sales story 


around the range’s surface heating units. 


Then see how quickly Inconel’s advantages 
help prospects make up their minds. 


That’s because the top of the range gets the 
most use. And Inconel* Sheathed Heating Units 
provide rugged dependability on top. They win 
approval because they’re easy to keep clean; 
spilled foods simply burn off. And they’re rust- 
proof. They never warp or crack at high cooking 
temperatures. They can be depended on for years 
of trouble-free service. 


What’s more, Inconel Sheathed Heating Units 
heat quickly and evenly. They speed up cooking, 
too—and those are all solid advantages that prac- 
tical homemakers appreciate. 


As for the man of the house (who usually has 
a say in the buying of major appliances) —he’ll 
approve when you mention the low cost of op- 
erating ranges equipped with Inconel Sheathed 
Heating Units. 


Of course, before you can feature the advan- 
tages of Inconel Sheathed Units in your sales talk, 
you've got to be sure your ranges have them. But 
then, most of today’s models do. 


So capitalize on one of the range’s most con- 
vincing features. When you sell, sell Inconel! 


*Reg. U.S. Pat. Off. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 


LET Inconel se YOU SELL 
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The interesting story of NICKEL, 
from ancient discovery to mod- 
ern day use, is told in our 60- 
page, illustrated booklet, “The 
Romance of Nickel.” Write for 
your free copy. Address E. B. 
Bitzer, Consumer Products Di- 
vision. 
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Room Cooler Specialists 


CONTINUED FROM PAGE 166 smmmmmmen 


The Grays expect to sell a lot of 
room conditioners to such dwellers in 
the immediate future, because the unit 
effectively cools every nook and corner 
of the trailer and seems made to order 
for them. Of course, few other sections 
of the country can present as many 
trailers serving as permanent resi- 
dences as can the Miami area. It is a 
field which can pay off handsomely in 
future sales of air-conditioning units 
and the Grays fully realize it. They 
expect to have a small army of sales- 
men rapping on trailer doors in the 
near future. 

Aid to retail dealers who handle the 
Fedders product is a prime factor in 
the Gray merchandising program. The 
distribution territory is visited about 
once a week and dealers are given first 
hand information on new develop- 
ments, sales ideas and promotional 
plans. Occasionally, a seminar or 
dealers’ forum is held at the store’s 
headquarters in Miami and dealers can 
hear talks by factory representatives 
or may exchange experiences with each 
other. 

At every possible opportunity the 
Grays participate in local exhibits or 
events and had a prominent display in 
the famous “Fun In The Sun” show 
held in Miami last year. They also take 
part in the annual Pan-American Hotel 
Show, an event with an international 
aspect. Other methods of aiding deal- 
ers include a constant mail service for 
circularizing lists of prospective cus- 
tomers, diversified advertising slanted 
toward the neighborhood or commu- 
nity angle and specially built displays 
for window or shop floor. 

This last feature deserves special 
mention. As Mrs. Gray points out, few 
dealers know how or are able to build 
an effective window display featuring 
air-conditioning. So the Grays do it 
for them by building and painting a 
complete display designed to fit the 
dealer’s particular window. The dis- 
play is an elaborate and costly one; 
consequently the dealer is asked to put 
up a small deposit, which is refunded 
at once if the franchise is terminated. 
The display embodies the best selling 
ideas and the most eye-appealing fea- 
tures to draw traffic which the Grays 
have learned through their experience 
in the field. 


Partnership Works Well 


The husband and wife partnership is 
one which works very well. Mrs. Gray 
sparks the selling and promotional end 
of the business, assisted by Mr. Blaine 
and a staff of office workers, The 
service and installation end is Mr. 
Gray’s particular job and he has had 
plenty of experience. 

Shortly after the Grays began their 
distributorship, M. C. E. Damron, in- 
dustrial writer for The Miami Herald, 
took a long look at the firm’s activities 
and paid them an unusual tribute. Said 
Mr. Damron: “Our hunch is that time 
will prove that all parties to Fedders’ 
initial bow in South Florida are very 
much to be congratulated...... Russ 
and Dorothy’s store may become fa- 
mous yet.” E 












































of 
in 
‘it 
er 
er 
ns 
ay 
3i- 
a 
in 
its 
ad Chatlenger 2-speed 
“at Switch — available 
with models V-520 
a and V-524. 
in 
he 
ut 
rst 
»p- 
nal Signal Model V-520 and V-524 
or Size: 20” 24” 
e’s Wherever healthful, efficient, economical ventilation 
an is important, the acceptance of Signal’s new 
ves Challenger Line of Vent Fans is nothing short of 
ich sensational: 
the 
or 
in Smoother flow of air, eliminat- 
Ow ing back eddies and noise, means top operating effi- 
ake Signal Model. Size: ciency, a result of the Challenger's specially designed 
tel V-510 10” fan opening and quiet type blades. 
nal V-512 12” 
eal- V-516A 16" 
for 
us- erosional al Soros ae continuous fan-duty motor, 
ited totally enclosed and featuring porous bronze, self- 
mu- lubricating bearings, assures years of maintenance-free 
jays service. Finish is long-wearing black lacquer. 
cial 
few 
uild Signal’s Challenger Line is long 
ring famous for bringing “high-priced” vent fan features to 
o it : the low price field. Because of their light weight, quiet, 
ig a vibration-free performance and easy-to-install frames, 
the Challenger Vent Fans are particularly suited for instal- 
dis- lation in walls of light construction, windows and tran- 
one; -soms. Yes, they cost less to buy, less to install and less to 
- use—for Challenger Fans are built to take it! 
ide 
ited. Challenger 3-speed Controllers— available with 
ling models V-510, V-512 and V-516A. 
fea- Yes, easy to sell . . . profitable to sell. 
rays For the Challenger Line anticipates your customers’ 
ence requirements. Weather-proof shutters available with 
all models. Two-speed, push-button control or three- 
speed controllers also available. Dealers acclaim Signal’s 
at Challenger Line for combining quality, performance and 
ip & economy—which adds up to profits on your ledger. 
sray 
end } 
laine GWE 
The 4 i laue wey Uk Cd llayggpy / 
Mr. 
had @ 4 
write, wire or phone for full details today! 
their ; 
, & Signal Automatic Shutters— 
ral, open automatically when 
pag fan is started and close 
7 when fan is stopped. A- 
ime ‘ 
ders’ vale eee ELECTRIC MANUFACTURING COMPANY 
very DEPT. A-2, MENOMINEE, MICHIGAN 
Russ 
e fa- 
End 


ING ELECTRICAL MERCHANDISING—MARCH, 1949 PAGE 169 



















A Complete line 
MORE FAN SALES 
MORE PROFITS THIS FAN SEASON 


‘Investigate the AIR EQUIPMENT LINE 


e Nitecool Attic 
and commercial 
Belt-Driven Fans 


























e Nitecool 
Vertical Fan 


Another unit in the 
well-known Air 
Equipment line de- 
signed especially 
for homes or com- 
mercial buildings of | 
pitched roof constructid 
Easy and economical to i 
stall. A package unit 
READY FOR INSTALLA- 
TION. 


\ ; vs aa e Koolmaster 
‘ Window Fan 





portable unit—no ins 


You want these features in your products. Why 
not find out how easy they are to sell to others? 


STANDARD GE MOTORS + TORRINGTON FA 
BRONZE BEARINGS + STANDARD V-BELT D 


No Bolts or Nuts—Assembly completely wel 
Standard Test Codes CFM—NAFM and ASH & VE Rating 


* 
Write today and get complete information on protected franchise 


Distributor 


{ 
AIR EQUIPMENT CO. °* 


bal | management | 
1713 W. Carroll Ave., 


| om Agent Deoler 








years of 


progressive 


Chicago, Ill 





Warehouse—630 5S. Miller St =\ Go 
~~ 
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inventory of 4%, 34 and one ton pack- 
age coolers, devoting one window en- 
tirely to their display from the end of 


| April to the first of October each year. 


At the same time, he set up a training 
program for three salesmen in the 
store, sending each to study install- 
ations in the St. Louis area, reading 
literature on figuring cooling capacity 
per square foot of room, and trying 
out room coolers in their own homes. 

“We discovered immediately that it 
was far better to sell from practical 
experience rather than from the manu- 
facturer’s claims for each cooler,” the 
St. Louis dealer said. “Each sales- 
man spent several months in studying 
applications, until we felt that each 
could estimate properly the size cooler 
for each room, the amount of sun load 
on the building, cooling influences 
such as shades, etc., to make certain 
that the installation gave plenty of 
satisfaction. It wasn’t long before we 
learned that the smaller units had 
little value in St. Louis’ high-humid- 
ity, high temperature summer weather, 
and that we should specify 3% or one 
ton units for almost every job. Also, 
we found out quickly that every good, 


| efficient installation was the best possi- 
| ble source of worthwhile prospects for 


more sales; and that a poorly esti- 
mated job would create serious ill 
will.” 

With these facts in hand, Singer 
eliminated virtually all the small mod- 
els from his stock, and began concen- 
trating sales appeal on doctors, den- 
tists, lawyers, insurance agents, bro- 
kers, etc., in business buildings 
throughout St. Louis. The telephone 
directory provided a handy source of 
such prospects, and Schweig-Engel 
began bombarding the entire list with 
manufacturer’s literature on package 
coolers, beginning early in the spring, 
and repeated monthly until winter. 
Next, the St. Louis store went heavily 
into “telephone prospecting” calling 
one by one the entire professional-man 


| list for a friendly conversation on the 


benefits of package cooling during hot 
weather months. “We simply came 
right out and told each prospect that 
we had a room conditioner which 
would give him 75-80 degree com- 
fort during 100 degree weather,” 
Singer explained, “emphasizing the 
comfort of patients, clients, etc., ac- 
cording to the type of profession in- 
volved.” 


Make Personal Estimates 


If the prospect proved interested, 
Singer himself or any of his three 
salesmen followed up with a personal 
call, taking along pictures and litera- 
ture. All trained in estimating pro- 
perly, each Schweig-Engel represent- 
ative elaborately tape-measured office 
area, and figured out the proper cool- 
ing tonnage in the prospect’s presence. 
Pointed out at the same time was 
Schweig-Engel’s excellent service de- 
partment, which maintains complete 
air conditioner repair service at all 
times. 

These methods paid off with 90 
percent of all sales closed outside the 
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| Handpick Room Cooler Prospects 





store. Where the prospect wouldn't 
buy because of high prices, his name 
went on an intensified direct mail 
list, whereby folders reached him 
every week during the summer months, 
Where he was “on the fence” through 
unfamiliarity or lack of conviction 
about the room cooler’s benefits, 
Singer came up with an ace in the 
hole—which was renting the dubious 
prospect a room cooler for an entire 
season, the rental amount to apply on 
purchase if satisfied. Because install- 
ing and depreciation were expensive, 
Singer rented the smaller units at 
$125 per season and the large model 
at $175. Each rental installation was 
carefully engineered, and the plan 
worked out so well that only one con- 
ditioner had to be taken back out of 
scores placed on trial in this way. “I 
could have rented five times as many,” 
the dealer said, “if we hadn’t preferred 
to sell them.” 


Home Demand Grows 


By Pearl Harbor, Schweig-Engel 
had a topnotch reputation for good 
air conditioning installations, and had 
branched out to soliciting small stores 
along the pofessional offices. The war, 
of course, virtually ended room cooler 
merchandising until early 1946, when 
Singer’s well-established quota put 
him back in the field. “We found a 
lot of changes in the market,” he 
explained. “For one thing, where 
prospects had been 99% professional 
men, room cooler demand is just as 
strong in the home. The business men 
who got used to comfort cooling in 
their offices were installing them in 
bedrooms at home, and we found we 
could make sales to homeowners as 
well as professional prospects. As in 


the case of office installations, each. 


home job was creating prospects 
among friends and neighbors, to the 
point that we found we could get 
enough leads from keeping after our 
users to do away with canvassing al- 
together.” 

During the past three years, Singer 
has built up a package air condi- 


(Continued on page 172) 
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“DARLING, WILL YOU MARRY ME? M4 
ANSWER THIS QUESTION CORRECTLY, YOU be 
A D NEW HOME, A TELEVISION st, A 
AUTOMATIC WASHER, A HOME FREEZER, 
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at ! Handybreeze brings you a quality line of‘ electric fans 

FED. EXCISE TAX é especially designed for home use. These sensibly priced 

INCLUDED Beet models have many exclusive features. They will help you 
sell the rich residential market! 


ssssee** NEW “SHOW ALL” ACTION DISPLAY -------- 


* Spectacular attention-getter + A sales builderthat shows the 
that will sell more fans for you cooling action of Handybreeze 


The complete Handybreeze 
promotional package for deal- 
ers includes the “Show All’ ac- 
tion display, window banner, 
counter card, local mat service, 
and 50 fan folders. 

VALUE $5.00 
No charge to dealers with the 
purchase of one model No. 
3104 fan. See your Handyhot 
distributor today or mail the 
order form below. 


dl 


Lee SS ae 


RETAIL PRICE 
FED. EXCISE 
] TAX INCLUDED 





eeeeoeeeeee? 


* Tear out and mail with your letterhead to your Handyhot Distributor. $ 


* If uncertain as to location of Handyhot Distributor, send to Chicago * 
Electric Manufacturing Company for remailing. > 


& 


MAKERS OF HANDYHOT QUALITY APPLIANCES 


See A a 
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what the 


| Wile hiowsed 


store is 


@ Merchants from coast to coast 
have proved that the store that is 
“tailored” with Pittsburgh Products 
is the store that is always well- 
dressed. And where a thorough re- 
modeling job has been done (not a 
half-way measure! )—both inside and 
out—they have been rewarded with 
the immediate attraction of more 
customers, and their sales and profits 
have increased. Equally important, 


burgh Products to your particular 
needs. He knows all about these ma- 
terials and will see to it that you get 
a design that is well-planned and 
economical. Both of you can count 
on our fullest cooperation. And 
should you prefer it, the Pittsburgh 
Time Payment Plan is available to 
you for arranging payments to suit 
your convenience. 

Right now, though, why not send 











they have found that this has been a 
sound investment in the future of 
their businesses—not an expense. 

These same rewards can come to 
you. And now is the time for you to 
give serious thought to the remodel- 
ing of your electrical appliance store 
with Pittsburgh Glass and Pittco 
Store Front Metal. 

Ask your architect for his ideas on 
the best possible application of Pitts- 


for a free copy of our store moderni- 
zation book, “Modern Ways for 
Modern Days”? It contains a wealth 
of material, including illustrations 
and descriptions of remodeled stores, 
projected designs by some of the 
world’s foremost architects . . . with 
many other valuable features of in- 
terest to retailers. Simply fill in and 
return the coupon below and your 
copy will be sent immediately. 














A REAL INVESTMENT in the future of your business—that is 
what remodeling your store with Pittsburgh Products will 
mean to you. Here is an excellent example of the modern- 
ization of an electrical appliance store in York, Pa., with 
Pittsburgh Products. An open-vision design has been utilized 
which makes the entire store interior an eye-catching, sales- 
producing display. Plan now to do an adequate modern- 
ization job on your store. It’s the proven way to greater 
success. Architect: Clair §. Buchart, York, Pa. 


BEFORE ¥ 


Pittsburgh Plate Glass Company | 
2097-9 Grant Building, Pittsburgh 19, Pa. | 
Without obligation on my part, please send me a FREE | 
copy of your book on store modernization, “Modern | 
Ways for Modern Days.” | 
Pe iivinmiemewivordtetaoenntiabidemasans emma | 
ROT cccnncacancnctecsnsnesenereuadscenesucesens | 
City_. ini Dicttennel | 





PAINTS + GLASS + CHEMICALS + BRUSHES - PLASTICS 


PITTSBURGH 


SATS GLASS COMPAN Y 
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tioner staff of real experts, including 
himself and two outside salesmen whe 
operate the department on an exclusive 
basis. Eight years of experience qual- 
ify Schweig-Engel to state Positively 
that this installation will require two 
34 ton units, where a one-ton model 
will do for that one. All three men 
have attended manufacturer schools 
and demonstrations at distributors’ 
headquarters, and can estimate costs 
and cooling efficiency in any type of 
installation. “Most of our prospects 
know that we’re package cooling spe- 
cialists,” Singer said, “with the re 
sult that we’re now getting drop-in 
customers, who have been referred to 
us by other homeowners.” 

Singer contacts the owner of each 
unit he has sold at regular intervals, 
and follows up the prospect leads by 
telephone, asking for an appointment 
at the home or in the store to demon- 
strate the proper sized room cooler, 
Frequently he drives out to pick up 
the prospect and family, demonstra- 
ting in the store, which has six models 
ready for operation at any time. With 
installation costs prohibitively high, 
Singer cannot loan out conditioners 
for trial as he’d like to do, and there 
aren't enough coming through to per- 
mit rentals. Therefore, since the end 
of the war, all selling has been carried 
out by demonstration only. An occa- 
sional help has been taking the pros- 
pect to a business office where a 
Schweig-Engel installation has been 
made, and showing the cooler in use. 


Prices a Barrier 


Chief bugaboo to conditioner sales 
at present is their high price, which 
combined with Regulation W, has 
made the market considerably thinner 
in 1948. “Home installations are run- 
ning up to $500 and more,” Singer 
said, “which is enough to cause hesi- 
tation even among better income pros- 
pects. However, we point out that 
electrical operating costs are no higher 
than before the war, and that we can 
guarantee service at all times to keep 
the investment paying its return in 
comfort.” As pointed out above, every 
Schweig-Engel installation in St 
Louis’ wealthier western suburbs has 
led to worthwhile prospects in the 
same area. The “keeping up with the 
Joneses” attitude among many wealthy 
homeowners has resulted in many sales 
produced from merely a telephone call 
and a visit to the store. 

“Package conditioner sales are 
tremely clean business, so long as the 
unit is properly sized to eliminate ht 
midity and give comfort without cot 
stant attention,” Singer summed up 
“Our best sales argument, we have 
found, is to emphasize that the m& 
chine will give a sharp difference be 
tween outside and interior temperatute, 
rather than telling the prospect that 
it will maintain 80 degrees, etc. 
high temperatures in our area, W 
can’t guarantee that—but we do guar 
antee cooler comfort, and see to it by 
picking the right size for the i 
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wh. YES, Huggins Furniture Company, L. H. HuGGins and every Deepfreeze 
. ‘ home freezer dealer is backed by 
dels Bishopville, S. C., sells Deepfreeze home freezers. hard-selling national advertising. Mr. | 
ber It’s a fact... they sold 15 units in 9 days... Huggins makes this advertising MORE | 
high, 4 1 effective by plenty of local action —per- | 
oners 47 in less than 14 months. sonal selling, displays, demonstrations. 
there 
ap HOW DID THEY DO IT? | 
arried L. H. Huggins, owner of this outstanding company, says he 
occa- put many different types of Deepfreeze selling aids to work. | 
ros- 
hae Here’s what he had to choose from... | 
been 
a CHECK THE ONES YOU NEED AND ORDER TODAY ! 
e Deepfreeze Recipe and e Deepfreeze Complete Full 
aa Instruction Book _ Line Folder i 
po e Deepfreeze Dealer e Miniature Deepfreeze | 
— Advertising Kit (Recipe and Inventory Box) 
, has ‘ re . in . 
em e Window and Floor trim set e Salesman’s Visualizer |} 
cr ¢ Illuminated Display e The Deepfreeze Digest of 
Singer Background Home Freezing 
e hesi- e Fluorescent sign e Cooperative Newspaper | 
e pros e Outdoor Metal sign Advertising Mats | 
it that © Colorful Counter Cards e Wall Chart A LITTLE EFFORT MEANS A BIG PROFIT! | 
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ay Se eee sea eg Deepfreeze home freezer dealers have a complete FREEZER line to sell | 
7 e Deepfreeze Envelope Stuffers —real features to talk about—the best known name in the home freezer 
‘0 keep e Deepfreeze Specification e The Deepfreeze Evaluator business. Smart dealers have found that group demonstrations invite 
urn in Sheets e Deepfreeze Lid Visualizer customers interest, —— whet customers appetite. Everybody needs 
. every . “ a home freezer . . . tell them why, watch ’em buy! 
a e Deepfreeze Newsprint e Deepfreeze Window | 
in Ob . ° - 
‘as Broadside Display Spots DEEPFREEZE DIVISION © Motor Products Corporation | 
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” as the Deeprre@Ze —America’s Fastest Selling Home Freezer and Refrigerator Line 
rate hu- 
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En 





ELECTRICAL MERCHANDISING—MARCH, 1949 PAGE 173 


























































































































































































Seven new planes completed 
eee at a cost of £4.30! 






New planes can’t fly without control cable, and this manufacturer needed 
some — fast. He got it the same way he regularly gets many supplies and 
parts — by Air Express. The cable was ordered in A.M., delivered to 
plant same day. 500 miles, 28 lbs., Air Express charge only $4.30. And 
plane production continued without a break. 






$4.30 included pick-up and deliv- 
ery at no extra charge—and receipt 
for shipment. All this, plus the 
world’s fastest shipping service. 
That’s Air Express—used with 
profit by every business. 


Shipments go on all flights of 


Scheduled Airlines. Speeds up to 5 
miles a minute—no waiting around. 
Around-the-clock service. Direct 
service to over 1,000 airport cities, 
air-rail for 22,000 off-airline offices. 


Facts on low Air Express rates: 


22 lbs. of new fashions goes 700 miles for $4.73. 
6-lb. carton of new jewelry line goes 1,000 miles for $2.24. 
Same day delivery in both cases if you ship early. 


Only Air Express gives you all these advantages: Special 
pick-up and delivery at no extra cost. You get a receipt for every ship- 
ment and delivery is proved by signature of consignee. One-carrier 
responsibility. ionanlamiedion, too—valuation coverage up to $50 
without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Railway 
Express Agency. And specify “Air Express delivery” on orders. 


SEY jj zoo 


GETS THERE FIRST——____—__ 








Rates include pick-up and delivery door 
to door in all principal towns and cities 


Py 
Ss 
AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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Second Annual Laundering Conference 





Mr. Geldhof: “One inch of suds 
after the soap has been assimilated is 
O.K. It isn’t the amount before you 
put the clothes in the water. I suggest 
a measuring device with each package 
of soap or detergent, such as one cup 
full to five gallons of water, with a 
chart for hardness of 5, 15, 20 grains, 
plus extra measure for badly soiled 
clothes. 

Helen Kendall, Good Housekeeping: 
“When detergents are not correctly 
formulated they precipitate some alka- 
line salts on the fabric. Eventually 
this could have some effect on the color 
is our guess—just as soap left in the 


| fabric does. 


Mr. Byerly: “Do you think of any 
cases where the choice between a soap 
and synthetics should depend upon the 
kind of fabric?” 

Helen Kendall: “I cannot. Should 
softeners be used in conjunction with 
synthetic detergents ?” 

Mr. Byerly: “We put softeners in 
our products. We put in the amount 
we think will do the best job. Built 
soaps react with the hardness of water. 
You have different situations as you 
go from soft to hard water. Synthetic 
detergent functioning is identical in 
hard or soft water.” 

Eleanor Ahern—‘Synthetic deter- 
gent doesn’t clean any better than soap 
in soft water.” 

Mr. Byerly—“Will detergents clean 
delusterized rayons better than soap? 
these are hard to clean.” 


Delusterized Rayon Problem 


Miss Ahern—‘Rayon is delusterized 


| by the addition of pigment to the sur- 


| than the 


| are satisfactory. Sudsing is not neces- 


face of the fabric. The synthetic de- 
tergent might clean better because 
some of the pigments react with soap. 
In the spun type rayon, “delusterizing” 
has no special advantage. There is no 
difference in effect of synthetic de- 
tergents and soap on either natural or 
synthetic rubber, which is used freely 
in girdles and brassieres. All reputable 
synthetics affect woolens alike. There 
are non-shrink woolens and the old 
fashioned type. The chief thing that 
causes shrinkage is the action, rubbing 
and agitation. The sudsing action of 
soap does have a lubricating effect, so 
do sudsing synthetic detergents. The 
non-sudsing type is at a disadvantage, 
because the woolens get a greater 
pounding in the non-sudsing product. 
The lubricating action doesn’t refer to 
oil in the soap. It has no effect on the 
shrinkage of wool. 

“Synthetic detergents are more ef- 
fective at low temperatures compared 
to soap. They dissolve more readily. 
But once you get your solution I see 
no advantage of synthetic detergents 
over soap. I prefer synthetic detergent 
to soap plus water softener. The cost 
of water softener plus soap is higher 
synthetic detergent costs 
alone.” 

Mr. Byerly: “The synthetic deter- 
gent doesn’t break down while standing 
on the shelf in the box. Damage to 
metal depends on the formula of the 
product. Those in use for some time 
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sary for good cleansing. Manufac- 
turers do it because women are accus- 
tomed to suds. Also suds have a lubri- 
cating effect. If you use too much ofa 
product, cleansing doesn’t become poor, 
Synthetic detergent-washed clothes 
don’t need to get gray or stiff, any more 
than with soap. A synthetic detergent- 
washed fabric has a dryer feel, is less 
oily, because the grease from the hard 
water has not been deposited on the 
fabric. Rinsing with the synthetics is 
very similar to what you get with soap 
in soft water. Synthetic detergents can 
be mixed with soap, but manufacturers 
don’t recommend it because the user 
can get poor results unless they are 
carefully balanced.” 


About Wash Water 


G. M. Rohde, Jr., Ruud Mfg. Co.: 
“There is no such thing as a standard 
temperature for hot water in laundry 
work. The U. S. Department of Agri- 
culture wanted 165 deg. water for in- 
fected blankets immersed for 20 min- 
utes. The Association of Commercial 
Laundries book says the housewife 
uses 2.4 gals. of water per pound of 
clothes while the commercial laundry 
uses 44 gals. of water for the same 
thing. The commercial laundry washes 
at 160 deg. Dr. Bach of Penn State 
speaks of “washed at tests.” (There 
is a drop of about 15 deg. when clothes 
are put in the washer.) He generally 
accepted 140 to 150 deg. as proper 
with an automatic washer. However, 
in the home the first gallon comes into 
the machine stone cold from the pipes. 
He discovered you have to drain off 10 
quarts of water before you get 120 deg. 
Bacteria are very uncooperative—they 
are not destroyed until the temperature 
hits 160. They don’t die at 140 because 
of the lime in the water. If you go 
above 150 deg. in hot water you are 
likely to scald everyone. A woman 
can put her hand in 100 to 125 deg. 
water; at 135 to 140 it will make you 
scream. Double fast corrosion of the 


pipes also takes place with tempera- 
tures from 140 to 150. The American 
Gas Association has found that you 
can draw out only 35 percent of the 


(Continued on page 176) 
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World-famous artist, 4) 
traveler and storyteller — NN FF Se El 


brings to the television E 


ae! de — Believe It or Not cartoons have helped 
HIS FAMOUS sell enough newspapers to reach from 

élieve lt’ or Nots here to the moon and back every day for 20 yrs. 
THIS TREMENDOUS SELLING POWER 


ARE NOW WORKING 
/S NWOW WORKING FOR YOU... 
FOR You! 
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i is “The Finest Line for poet 


Beeeeeeeeeeeeeeeeeeeeeeeseseeeeeeseeeeeeeseeeeeeeeeee® 


PORTABLE 


The all-around marvel, the 18” “Portable,” 
has been put to an improved use as a 
window fan. Besides its many other uses 
on tables, floors, transoms, etc., it has 
been equipped with plastic adjustable 
side expanders that permit a wonderful 
operation in any window. Add up all the 
fine improvements in the Lau fan line 
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YOU’LL AGREE 
when you see the 





that GREATER PROFITS and 
STEADY SALES can be YOURS! 


Compare and prove to your own satisfaction that here indeed is the 
finest-built, lowest-priced line of fans on the market. They’re all 


new! and better than ever! Handsome design . 
added safety features . . 


tion . . . increased performance .. . 


. Stronger construc- 
. new 


uses .. . Certified Ratings! Yes! Compare and you'll agree that LAU 


-—- 
pao 


AAPLETE NeW 


"Wewair FANS 


..- Quick aad Easy to Install 


PANEL UNITS 


New style construction makes the Panel 
Unit stronger than ever. The outstanding 
fan for homes, stores, factories and many 
other worthwhile applications. With 
these added features, “Niteair” is the best 
buy on the market. Four sizes 30”, 36”, 42” 
and 48” with discharge capacity for every 
need. 


WINDOW FANS 


Here’s the easiest Window Fan to install 
that can be bought. Thousands of people 
the country over were amazed at the won- 
derful results obtained so quickly and 
economically. Thousands more WANT 
them this year. Perfect for homes, apart- 
ments, offices. Now, NEW .. . IM- 
PROVED! Two sizes, 30” and 36”. 


RANCHER 


An outstanding new addition to the 
famous LAU fan line. The “Rancher” 
especially designed for homes of low- 
pitched roof construction. Tops in effi- 
cient cooling. Quick . . . easy . . . eco- 
nomical to frstall and operate. Mounted 
horizontally to discharge upward and out- 
ward. A complete Package Unit with 
superior features. Sizes, 30” and 36”. 





and compare! 
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WORLD'S LARGEST MANUFACTURERS 
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Second Annual Laundering Conference 
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water in a tank before the temperature 
starts down.” 

Miss Ahern: “What is a practical 
temperature for maximum cleaning and 
washing ?” 

Mr. Rohde: “Some say 160 deg. Dr. 
Bach says it depends on how white you 
want to get the clothes.” 


Fabrics 


Miss Margaret Furry, U. S. Depart- 
ment of Agriculture: “Some group 
should assume the responsibility of 
screening out the really dependable and 
reliable methods for laundering a 
fabric.” 

J. C. Harris, Monsanto Chemical Co. 
—‘The novelty fabrics are the bane of 
existence for the laundry and the dry 
cleaner. Knit goods are a difficult type 
to handle. The difficulty in the washer 
manufacturers getting together with 
the fiber manufacturers is that too 
many people—such as the converter— 
handle the fabric.” 

Dr. W. E. Coghlan, Good House- 
keeping—Few buyers outside of the 
chains, with their own laboratories, 
are in a position to test fabrics. Some 
manufacturers take the easy way out 
and label all fabrics as a ‘must’ for dry 
cleaning. The Federal Trade Commis- 
sion is considering standards because 
the textile industry has been talking 
through its hat.” 

Natalie Barry, General Electric: 
“New fabric tests are very important. 
By testing before they are available in 
large quantities, it is possible to have 
specific laundering instructions avail- 
able to the consumer as soon as the 
fabric is on the market. This can help 
cut down consumer resistance to new 
fabrics. For a few over-the-fence com- 
ments about poor washability of a 
fabric is almost certain to affect its 
acceptability. 

“Socks having 65 percent wool and 
35 percent nylon, for instance, have a 
definite resistance to shrinkage. Water 
temperatures up to 130 degs. have 
been used with regular heavy duty 
soap, yet the socks remain as soft and 
resilient as the control washed sample. 
Nylon and rayon combinations (65 
percent nylon and 35 percent rayon) 





garments are also fairly sturdy and 
may be washed safely in a washer, 
Washing knitted nylons, no matter 
how well constructed, on the other 
hand, will prove a controversial sub- 
ject. Color retention, particularly in 
more delicate shades is going to be a 
definite problem. Frelon treated wool 
requires either French seaming or 
binding of any seams. Washing with 
standard brands of soap, at 100 degs 
water, was found to be the optimum 
water temperature. So far, test gar- 
ments have been laundered five times 
with excellent results,” Miss Barry 
states. And it has been found that this 
fabric irons easiest and best if ironed 
when very damp. Allowed to dry and 
then pressed results in a badly marked 
finished product. 

“Tests with austinized rayon have 
been equally interesting. One of the 
biggest problems in laundering rayon 
has been slipping at the seams and at 
other points of strain. Six launder- 
ings, with one week of wear in between 
tests, indicates that austinized rayon 
does not present such a problem. One 
difficulty found, however, is the diffi- 
culty of ironing this type of fabric 
without marking the material. It must 
be ironed on the wrong side, and great 
care must be taken so that each stroke 
won’t show.” 


Plumbing Problems 


E. J. Zimmer, Department of Public 
Works, Chicago—‘“‘As a result of the 
amoebic dysentery outbreak of six 
years ago, we in Chicago have a plumb- 
ing testing laboratory. It is still pos- 
sible to absorb contamination from a 
closet bow] into a drinking water sup- 
ply. The amoebic outbreak during the 
World’s Fair was caused by taking too 
much water on the lower floor and set- 
ting up a reduction in pressure below 
the atmospheric level in other water 
pipes. With automatic devices we are 
interested in knowing whether dirt can 
get back into the water supply. Some 
gimmicks are murder weapons. In the 
laboratory we try to simulate all of the 
things that might happen, operating 
contrary to instructions, etc. 

(Continued on page 178) 
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@ The day is past when an appliance 

dealer has to saw away at one old product 

theme or handle a half dozen lines in order to 
satisfy the laundry equipment needs of his customers. 


Now, with Blackstone, the COMPLETE Home 
Laundry Line, he can sell the Blackstone Wringer Washer 
(the only washer with triple cleansing HYDRACTOR 
ACTION) and follow up that sale with a Blackstone lroner. 


Or, he can sell the BLACKSTONE AUTOMATIC, (the 
Automatic Washer that was rated TOPS by leading 
Consumer Testing Laboratories when it was tested in com- 
petition with the other makes of Automatic Washers). Then 
he can double his sales by suggesting a Blackstone Cabinet 
Dryer to match the Automatic Washer ... or, triple his 
original sales by interesting his customer in matching 
the Automatic and the Dryer with the Blackstone Automatic 
lroner at a later date. 


So... if YOU are looking for MORE SALES...look to 
Blackstone, the only COMPLETE line and the only line that has 
PROVED ITSELF BEST in FAIR, UNBIASED, COMPETITIVE TESTS. 
BLACKSTONE CORPORATION, JAMESTOWN, N.Y. 

America’s Oldest Washer Manufacturer 


Blackstone Model 180 
Portable lroner 


She BLACKSTONE Franchise BACKS YOU UP 


with a COMPLETE line 
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You can MULTIPLY your 

PROFITS with BLACKSTONE 
..- The only COMPLETE Home 
Laundry Line 





Blackstone Combination Laundry 
Matching Washer, Dryer, lroner 
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UNIT SALES* 


3-Year Period 
1939—1941 





ooeCONTINUED FROM PAGE 176 ses 
3-Year Period 


PRODUCT ie aes 





“A vacuum breaker is a mechanical 
device to dissipate the vacuum created 
within a water distributing system, 
The ‘air gap’ is the most satisfactory 
way of doing it. All automatic washers 
now meet requirements of the Chicago 
laboratories. A booklet containing 
names of devices acceptable is mailed 
on request.” 


Refrigerators 8,000,000 9,700,000 





Ranges 1,513,000 3,277,000 





Washere Caprentinnst ond 4,677,000 9,920,000 





Laundry Starches and Bluing 


Miss Helen Hamilton, Corn Prod- 
ucts—“There are three starches, lump, 
crystal powder and liquid. Also a cold 
water starch that goes into solution 
instantly, which does not mask or 
streak dark clothes. Making a starch 
is like making coffee. Some like it 
weak and some like it strong. It is a 
good idea to strain starch. We don’t 
have the answer for starch for use in 
the automatic washer and dryer. You 
have to squeeze the starch solution 
through the clothes in order to do a 
good starching job. The rotary ironer 
takes less starch than the hand iron, 
With dryers you must have a heavier 
concentration of starch. We tell a 
woman to spfinkle her clothes lightly 
and roll up for at least two hours to 
get a good penetration. Clothes that 
have been starched are easier to wash, 
as the dirt does not penetrate the 
fiber.” 

K. W. Fawcett, Luther Ford & Co.: 
“There are 2,300 different shades of 


lroning Machines 


562,000 1,169,000 











WATER HEATERS 420,000 2,588,000 


Lleciic Water Heaters 
ae realy hot! 


i THE three-year postwar period, 1946-48, It's no wonder then that water heaters are 
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2,588,000 water heaters were bought by Amer- proving to be one of the greatest appliance profit- 


ican consumers—a tremendous jump of more than makers in history .. . 





2,000,000 unit sales over the three-year period 


from 1939 to 1941! 


Advanced designs, engineering improvements, 
better service, greater economy —these are some 
of the many reasons why water heaters lead 
the appliance field in percentage sale increase! 
This terrific demand shows sure signs of continuing! 


. so, if you sell appliances, you can’t afford 


not to stock water heaters, they’re really hot! Ask 


*From the “Annual Marketing Issues of Electrical Merchandising” 


your distributor today about General Electric 
Automatic Water Heaters, and cash in on the 
roaring water-heater market! General Electric 
Company, Appliance and Merchandise Dept., 
Bridgeport 2, Connecticut. 


Why G-E Automatic Electric Water Heaters 
are demanded by thousands of dealers, consumers: 


The G-E Automatic Electric 
Water Heater, with the special 


Calrod} heat wrap units, gives you the 
utmost in water-heater efficiency. 
Tank service openings are reduced to 
just two—thereby minimizing chances 
of tank leakage. 
Magnarod 


alloy protector designed to 


special magnesium- 


lengthen galvanized tank life—is in- 
stalled in G-E Heaters shipped to cor- 
rosive water areas. 

© Noninflammable Fiberglas in- 


sulation surrounds the tank. 


tT rade-mark Reg. U. S. Pat. Off. 


“nectc WATER HEATERS 
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Heat trap and cold-water baffle 
are built into the heaters, to cut 
operating costs. 


General Electric Water Heaters 

are easily installed in the kitchen, 
closet, bathroom, or cellar. No chim- 
neys, no flues, no flames, no fumes! 


Maximum of six standard Gen- 

eral Electric units will meet every 
wattage requirement in your area—thus 
simplifying unit stocks and servicing. 
Ask your G-E distributor today about 
the “Electric Salesman” — handy, fast, 
convincing demonstrator. It’s only $3.50 


.. comes in an easy -to-carry box. 





«and G-E Electric Water 
Heaters are economical, too. 

In many localities, elec- 
tricity is the cheapest way 
to heat water. Check electric 
rates in your town! 











15-to 82-gallon capacities ~~ 
—Galvanized and Monel 
Tanks 


~Y/ 
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white. The textile people use bluing in 
new fabrics. This wears off and you 
must add bluing. How much should 
you use? One tablespoonful. Put the 
bluing in the last rinse. Bluing is not 
poisonous. A 10-oz. bottle costs 18¢ to 
20¢ and is good for 25 to 50 washings.” 

Clifford Spiller, General Foods: “In 
1941, 89 percent of the housewives did 
their laundering at home, in 1948, 69 
percent, and two percent use coin laun- 
dries. Despite these figures women 
must be doing more laundry as the 
sales of soap are up 72 percent since 
1941. The coin laundry users serve 
people with incomes from $3,500 to 
$5,000, and are good prospects for new 
machines.” 

“The fluorescent dyes will not take 
out spots or stains or mask them. You 
still need a bleach. Fluorescent dyes 
will brighten colors under daylight, but 
not under tungsten, because it contains 
no ultraviolet rays. 

“The presence of a fluorescent dye 
doesn’t mean you will get whiteness 
and brightness. In large doses of 
fluorescent dye, white clothes will have 
a peach hue. With fluorescent bluing 
a washing machine will light up like 
a pinball machine under a purple X 
lamp. Rinsing does not remove the 
fluorescent dye.” 

In summing up the conference, 
Elizabeth Sweeney of McCall’s said 
that good laundering research is badly 
needed, as is washing instructions for 
various fabrics. There is a lack of tag 
instructions on washable fabrics, too. 
There exists dissatisfaction of the 
effects of synthetic detergents on metal. 
Dryers need a fabric drying manual. 

It was recommended that meetings 
be held twice a year, June and Decem- 
ber. End 
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COMPLETE 
















ing 
led ECONOMY IRONER 

Full-size 26” x 6” roll, thermostat, knee 
and hand controls. 


STANDARD IRONER 


Useful table-top cover opens to form 
handy, roomy clothes bin. 


DELUXE IRONER 


Dual thermostats and elements; de- 
signed for beauty and convenience. 
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MODEL 10 WASHER 


A price leader for you, a fine utility 
washer for budget buyers. 


MODEL 20 WASHER 


Giant nine-pound capacity, with worlds 
of washability at low cost. 


MODEL 30 WASHER 


Outstandingly beautiful design, extra 
convenience and efficiency. 


MODEL 40 WASHER 


Automatic timer and shut-off. The finest 
wringer washer built. 
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“ECONOMY” WASHER 


Three-pound capacity, big-washer per- 
formance and durability. 


AUTOMATIC DRYER 


Perfect match for automatic washer. 
Automatic moisture control. 


AUTOMATIC WASHER 


Re-uses hot, soapy water; proved agi- 
tator action; no bolt down. 
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make WHIRLPOOL your exclusive home laundry line. . . 
WHIRLPOOL’S attractive dealer franchise. 
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ING | NINETEEN HUNDRED CORPORATION sv. JosePH, MICH., U.S.A. Rn | 
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Twin Efficiency is the Monarch motto, 
emphasizing the features of speed and 
economy built into all Monarch products. 


And with these goes dependability—that 
“hidden asset” whose virtue increases from 
year to year as range and water heaters 
pay off with top-level, trouble-free per- 
formance. That’s where Nichrome comes 
in—takes over in a big way; for in the 
matter of dependability, no single part of a 
heating appliance is so important as the 
heating element itself. 


The Monarch electric range features a 
“five foods” cooking top, plus over-size 
oven heat-powered with 2000- and 2400- 


watt heating units; the electric water superior el 
heaters, the instant convenience of hot them to ¢ 
water 24 hours a day. And teamed with _ satisfy more 
the advanced engineering design, attractive keep them s 
HARRISON, NEW JERSEY 
The 8, GREENING WIRE COMPANY, LID. “ 
SE ne Se 


styling and superb finish of these modern 
household aids, is the unfailing stability 
of Nichrome ... the high heat- and cor- 
rosion-resistant _alloy that is the very 
— of good electrical appliances every- 
where. 


Says Malleable Iron Range Company, 
Beaver Dam, Wisconsin, maker of Mosaics 













Open House 
for Prospects 


CONTINUED FROM PAGE 68 oom 


The Clarks will continue to use their 
model kitchen and its array of appli- 
ances as a regular sales tool for their 
appliance store. As shown in the 
accompanying photos, Mrs. Clark al- 
ready has this method of selling under- 
way, taking serious prospects out to 
her home to give them a clear picture 
of the appliances in use. She feels 
that the prospects receive a_ better 
understanding of the value of major 
appliances, particularly the new auto- 
matic washers, disposers, dishwashers 
and dryers, when they see how they 
fit into a kitchen and how they climi- 
nate the messy utility rooms as well as 
the messy jobs. Particularly for the 
prospects who are remodeling or build- 
ing a new home, the visitor to her 
home allows them to get a finished 
view of the kitchen and just how to 
arrange the appliances. And, as both 
Mr. and Mrs. Clark know that much 
of the success in selling is the con- 
fidence the prospect places in the sales- 
person, there is a great deal of value 
in being able to back up any store 
sales talk with “I use these appliances 
in my own home” and then take them 
out there and show that it is done. 


More Meetings to Come 


Next on the list of promotions in 
hoem and its model kitchen are 
home and its model kitchen include 
invitational meetings in which local 
groups of women will be invited to the 
home to receive cooking, ironing, 
washing and drying, home freezing, 
etc., demonstrations by the home econ- 
omists of the distributors of the appli- 
ances Clark handles. At the time of 
this writing, arrangements for these 
demonstrations had been completed 
with one distributor, and were under- 
way with others. 

Promotions, demonstrations, kitchen 
planning and special events are not 
new to the Clarks of Sacramento, al- 
though the couple is relatively new in 
the retail appliance business. When 
not building sales for their store, Mrs. 
Clark is assistant professor of home 
planning at Sacramento State College. 
And she is a graduate home economist. 
These talents, combined with those of 
Mr. Clark, who was a local newspaper- 
man before getting his business and 
selling experience, lead to above aver- 
age interest in the unusual in promo- 
tions. 

Keystone of the Clarks’ advertising 
and selling, their successful bid to make 
their relatively new appliance business 
known throughout Sacramento’s large 
trading area, is the candy cane—the 
simple red and white striped pepper- 
mint cane known to everyone. Coupled 
with the phrase “Automatic Appliances 
—the symbol of leisure,” the candy 
cane is used in the decoration of the 
store, in the tape that seals packages, 
on the Clarks’ business cards, in their 
advertising, and physically through the 
distribution of candy canes. 

The Clarks report that the idea of 
the candy cane came as an accident, 
but kept growing to large proportions. 

(Continued on page 182) 
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More famous people are heard 
on Headline Edition than 
on any other news program series! 





QW can sponsor this 
eo 
: great network radio show 


| | «ssat low local rates 


- HEADLINE EDITION, ABC’s top-flight news program, costs as 


- little as $6.00 per week—5 broadcasts—sponsored locally. Here 

e are typical low local talent costs (weekly): 

7 WOLS Florence, So. Carolina................ $ 6.00 
WARK Hagerstown, Maryland............... 12.00 

" WORC Worcester, Massachusetts............ 36.00 

ni Time costs are additional. For details, consult your 

al local ABC station. 

1e 

-“ An ABC “local network” show makes it possible for YOU to 


n- sponsor a nationally known program over your local ABC station ' 
7 at a price you can afford. Because the total cost is pro-rated over hk 
se the whole network, you pay only your local share. _ 
ed 
Look what you get when you sponsor an ABC ‘‘local network” 


‘a show! 1) All the proved power of radio advertising to sell your ED ITI 0 N 


merchandise. Radio reaches virtually every home in your trading ry with TAYLOR GRANT 
a area—and an ABC ‘“‘local network” program assures you a large, etl Editor and Narrator 


en receptive audience. 2) Your local announcer gives your commercials Headline Edition—is a fast-paced, 





a to your audience against the background of a great network show! ero Sse tee program. It 
ne ° ; P . rings listeners on-the-spot news— 
re. 3) YOU get full credit, the prestige, the good will, and the full selling enhthn aiabneatinasin:- 
st. impact in your area when you sponsor one of these bigtime programs. from every corner of the globe. On 
of the ABC network every Monday- 
eT . — ee ” : q through-Friday 7:05-7:15 PM EST, 
nd Here is the complete line-up of ABC ‘‘local network shows: Head Mendes Géliien celelvetes ite 10000, 
er- line Edition, Elmer Davis, Ethel & Albert, Martin Agronsky, Nancy broadcast this month. 
10- ° ° . . 
Craig, Baukhage Talking, George Hicks, Harry Wismer, George a ve 

ng Sokolsky, Abbott & Costello, Mr. President, America’s Town “local network“’ sponsors say:* 

€ ° > e . 
o, Meeting of the Air, Piano Playhouse, Breakfast in Hollywood ee a a 
ge and Dorothy Dix. For complete details, ask your local ABC station sold to people who asked for radio-adver- 
the an Sie Shunt tor tised items to pay for the 13-week contract. 
ler- = wens ec ‘ ‘“Very often ... merchandise that arrives 
ed in the morning is advertised at noon and is 
"eS sold out before the store closes.” 
bly **In a recent telephone survey, we averaged 
he 53 per cent of the available audience.” 
os CO-OPERATIVE PROGRAM DEPT. * Names on request. 
ie 

he 7 West 66th Street, New York, N. Y. 

of 

nt, . . 
rm American Broadcasting Company 
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Open House 


MIGHTY BIG SELLING POINTS |jtianm 


wees CONTINUED FROM PAGE 180s 


THAT WILL MEAN PROFIT FOR YOU [Eee 


florist’s shop with a red and white 


striped awning and it reminded them 

Wala YOU SELL FLGIN STEEL KITCHENS of the name of their oldest girl, who 
has been nicknamed “Candy” since 

birth. When they opened their new 
store they decided to use the same 
attention-getter, so they painted the 
whole outside of the two story building 
in red and white stripes, one-foot wide, 
running vertically. The neon sign is 
made with the lower curl of the “C” 
running along under the “lark’s” and 
is made of alternately red and white 
neon tubes to give the cane effect. The 
>” as a candy cane is 











same use of the “C 
used in Clark’s advertising. 

Physical use of the candy canes has 
a long-time promotion value, according 
to Mr. Clark. Whenever a sale of a 
major appliance is completed, the cus- 
tomer is presented with a three-foot 
candy cane, plus one three-inch candy 
cane for each of the customer’s chil- 
dren. The three-foot cane is not avail- ~ 
able on the market. Clark has them 
made in lots of 50 or 100 at a cost of 
75¢ each. They are of such fine quality 
(without the stabilizer that goes into 
commercial canes) that breakage is 
high—several are broken each time a 
_ lot is picked up at the factory. The 
| three-inch canes cost Clark 5¢ each, 
and are used to keep the kids happy and 
to keep them from wanting some of the 
large cane. Clark added the small canes 
when he found that many families 
were keeping the large canes as souve- 
nirs or decorations and that whenever 
a visitor asked about it the customer 


would have to say, “We got that at 
THE ELGIN LINE is COMPLETE Clark’s when we bought our refriger- 
ator,” or washer or dryer, etc., and 
there would be some more advertising 
for Clark’s. 

The reserve supply of canes is kept 
in the store, each cane hung on wires 
to form decoration and to be ready to 
hand to the next major appliance pur- 
chaser. And indications are that the 


tion-minded Clark ing t 
APPROVED BY ELGIN HAS SEAL OF APPROVAL i ieaiine aan: ao : sa ppt 
QUALITY future. End 
TESTED 


STEE 
KITCHEN CABINET 
INSTITUTE 


_— 3 NEW ELGIN SALES PORTFOLIO 
\ 3 
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ELGIN STEEL KITCHENS 


ELGIN, ILLINOIS . | PVE GOT TO GO TO THE BETTER BUSINESS 


BUREAU’S LUNCH!” 


“THE FLOOR’S PACKED WITH CUSTOMERS, AND j 
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4 Liason 


NOW THAT COMPETITIONS HERE 


















“n. DAISY,« S—— 


) HEATS 33% FASTER... HAS 
5Q% MORE HEATING SURFACE 
















BAKES, 
BROILS, ROASTS 


--.and Each 
Is Automatic 





PROVED 
4 BY INDEPENDENT 
LABORATORY TESTS 


AND IN SPITE 
OF COMPETITION 





SELLING IS y EXTRA! 

GOOD WHEN 2 

YOU'VE GOT J Cet Big Dealer News! 
e viility oven and big, many-dish meals properly and safely. Does 21 cooking 





jobs UP . . . and when it's up it's a 
GIANT 7-heat surface unit, not 5-heat. 


2 NEW RANGE MODELS 
One Priced at 


3199" 
Concealed é 
OVEN VENT 2 New 9 Cubic Ft. 
Contuwnes dane REFRIGERATOR MODELS 
greasy vapors. This alone One Priced at 
has sold many Gibsons! $2 59° 





Copyright, 1949, 
Gibson Refrigerator Co. 


GIBSON REFRIGERATOR COMPANY e Greenville, Michigan 
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(Dail é 7 hd 


value 


18 é Stratton 


You get greater value, dollar for dol- 
lar, when your equipment is powered 
by Briggs & Stratton 4-cycle, single- 
cylinder, air-cooled gasoline engines! 


No. 1 in design, workmanship, and 
materials. No. 1 in performance, 
economy, and durability. No. 1 in 
quality and availability of service. 
‘hat’s ‘why Briggs & Stratton pow ered 
equipment gives better service and 
greater satisfaction. 
These sturdy, compact engines are No. 
1 with manufac turers, dealers, and 
users alike because they know that 
these precision-built engines run 
smoother, last longer, with less operat- 
ing cost. Specify ~America’ s me, 
power— Briggs ‘& Stratton — for your 
gasoline engine power requirements. 


BRIGGS & STRATTON CORPORATION 


Milwaukee 1, Wisconsin, U.S. A. 


BRIGGS& STRATTON 
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“| STILL THINK HE LOOKS SUSPICIOUS.” 














Bottleneck 





Regulation W 


CONTINUED FROM PAGE 60 


markets. Now appliances are in 
abundance and the consumers’ dollars 
are in items that are still in the black 
market—dollars that should be spent 
on much-needed appliances.” 

From a large major appliance manu- 
facturer : 


“W” Limits the Market 


“Regulation W reduces the sale of 
appliances by the simple process of 
limiting the market to consumers who 
can meet the down ‘payment and 
monthly payments stipulated in the 
Act. And that limitation excludes a 
large part of the buying public, usually 
considered logical home appliance cus- 
tomers. Regulation W has made it 
possible for all the scarce items to be 
sold to people in the upper income 
brackets who could pay cash, or who 
could make large down payments and 
meet stiff monthly payments. ... It 
is a basic bit of economy in a free 
enterprise that the price tags of mer- 
chandise and the terms under which it 
can be bought, are far greater aids to 
the control of prices and terms than 
any regulation. If the buying public 
cannot see its way clear to meet the 
price tags and terms on merchandise 
it wants, hundreds of thousands of 
‘no sales’ soon make for a change, and 
the voice of the consumer, which is 
being raised on every hand, has more 
wisdom than artificial control of in- 
dustry’s price structure. We firmly 
believe that in the best interests of not 
only the appliance industry, but to 
business generally, the termination of 
Regulation W will have to precede the 
prosperity of a free market.” 

From an ironing machine manu- 
facturer : 

“We feel that the advent of Regula- 
tion W caused a reduction in our sales 
of 26 percent, directly traceable to this 
government action.” 

From an appliance manufacturer : 

“If the members of the Federal Re- 
serve Board understood the contribu- 
tion made to our economy by mechan- 
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ical products in the home, they would 
immediately relax the regulation that 
denies to the large group of low in- 
come homes these labor-saving devices. 
Ninety percent of our homes have 
never saved money in advance of an 
appliance purchase because of their 
habit of making all payments out of 
current income. These homes spend 
their money on expendable goods, un- 
less given the privilege of small pay- 
ments on durable products.... If 
the appliance business is to continue 
in sufficient: volume to justify reason- 
able cost, a more liberal partial pay- 
ment plan to the customer must be 
available for the spring of 1949.” 

From a radio-appliance distributor: 

“Regulation W at this time is to a 
great extent retarding the sale of 
washing machines, refrigerators, radio 
sets and other consumer durable goods. 
The pipe lines have been filled, and it 
is no longer a market where there are 
more purchasers than there are goods. 
Our own experience with the line of 
merchandise we handle, has proved 
that Regulation W has curtailed our 
volume. We have discussed the matter 
with hundreds of first-rate appliance 
dealers, and all of them tell us that 
they are losing many sales due to 
present government restrictions.” 

These comments are typical of many 
received by ELectricAL MERCHANDIS- 
ING recently. They reveal a unanimity 
of opinion and outlook on the damaging 
effect Regulation W has had on our 
business—an effect which will become 
increasingly severe as long as_ the 
Regulation is administered in its pres- 
ent restrictive form. 


Other Contributing Factors 


We would be less than fair, how- 
ever, if we did not admit that there 
undoubtedly exist other factors which 
have contributed in part to the decline 
in consumer buying of appliances and 
radio. One of the factors mentioned 
by many of our correspondents was 

(Continued on page 186) 
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“Breeye-M "? Gloor Fan 


Durable, mottled-mahogany 
plastic cover and band. Chro- 
mium-plated legs and grille. 
Safe from top, bottom, sides. 
Doubles as extra seat or table. 
Extra-low-cost operation. 
Rubber-mounted motor is 
quiet. Twelve-inch, 2 speeds. t 
$47.95, retail. 





«“Slome Cooler”’ 


It’s portable, sets into open 
window. Appealing to home- 
renters and owners alike. Ultra- 
quiet, no belts, no pulleys. 
Clean ivory finish. Only 614” 
deep. In 24- and 30-inch blades. 
Adjustable stand available for 
24-inch model. Guaranteed 
one full year. Three speeds. 
From $97.50, retail. 
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Id 9 4 
a 
: Meet the R&M Line For 49! 
S. Smart new styles, attractive new finishes, and trade- 
ve up-priced for bigger-dollar dealer profits. Yes, beau- 
in tiful new name merchandise, plus everything you 
ir need to sell it. Think of it! Ten ads in The Saturday 
of Evening Post for a total of 40,000,000 messages. 
id That’s 4 million messages each and every week for 
n- ten solid weeks beginning May 28! 
ye But wait, there’s more! Colorful consumer fold- 
Tf ers, window and shelf strips, complete newspaper ad 
ne mats, fan cuts—all at no cost to you. And all this 
- selling support topped off with a co-operative adver- 
“a tising allowance you'll really like! | 
«a So get all the facts . . . today . . . now. Write for 
‘*Fan Promotion Kit.’’ Robbins & Myers, Inc., Fan 
- Sales Div., Springfield 99, Ohio. | 
b < ROBBINS « MYERS, INC. ) 
“4 | “DPodestal’’ SPRINGFIELD 99, OHIO » BRANTFORD, ONTARIO 
it Adjustable height, 38 to 62 inches from * { 
re floor to center of fan. Beautiful gun- SS G2 i 
ds. metal finish. Attractive, telescoping, chro- , 2 A 
di mium-plated and gunmetal column. E vy) pigs 
a Wide, quiet blades. Totally enclosed JZ . Re ge 
| oscillating mechanism. Guaranteed five LA y 4 is | 
ur full years. Sixteen-inch, 2 speeds. $58.95, bey 8 = 
ter retail. V4, 4 ap 
we shee ‘ av 
nat =f Tp r| 
a Dak} 
to 4 ye | 
ny va ii 
IS- | 
ity < | 
ing - } 
yur 
me 
the —= { 
es- “Quiet” “«Quiel De Luxe” 
Wide-blade, high-price design Large, ultra-quiet, overlapping 
at a popular price. Handsome blades. New gunmetal-enamel t 
, bronze-lacquer finish. Sturdy finish. Distinctive cadmium- | 
vel die-cast body and base. En- plated guard. Die-cast body f 
ere closed oscillating mechanism. and base. Oscillating mecha- 
ich Guaranteed one full year. In nism totally enclosed. Guaran- 
ine 10-, 12-, and 16-inch blades. teed five full years. In 12- and 
and Two speeds on 12- and 16-inch. 16-inch sizes. Three speeds. 
ned With wall bracket, from Wall bracket included. From 
vas $19.95, retail. $44.95, retail. 
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Success 2a HOUSEHOLD ord 


1. More than 200 new accounts since new Household 
format!- 


2. Advertising revenue up almost a million dollars! 
3. Household now in $2,500,000 to $3,000,000 class! 


4. As much four-color advertising in one Household as 
used to run in six! 


5. Circulation over 2,000,000! 


6. Compare Household’s cost per page per 1,000— 
$2.40 for black and white, $3.20 for four colors! 


7. Advertising revenue up more than 35% in 1948 
over 1947! 








ia 





with whole 


families 


This scene is typical. The whole 
family working together, using 


Household as a guide. 


For Household is a whole-family 
magazine—appealing to Pop, Mom, 


and kids alike. 


Then, too, Household hits straight 
at the big-family market—small cities 
and towns. (Big? Household par- 
ents average over two children per 


family!) 


Most important to you, these are 
buying families—they have more to 
buy with than ever before. And 
Household spurs their buying... with 
Idea-Planned editorial features... 


more than 255 “‘buy-ideas” per issue! 


Add ’em up—family interest, family 
size, family buying power—and you 
get family influence that counts. 


Count on Household! 


Capper Publications, Inc., Topeka, Kansas 


HOUSEHOLD 


a magazine of action sor small cities. and Towne. 
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the campaign speeches of the Presi- 
dent, who virtually promised that 
prices would be lowered following his 
election. This particular piece of bait. 
dangling is thought to have had ; 
deterring effect on many prospective 
purchasers. We might also note that 
the re-imposition of Regulation W, 
taking effect as it did in late Septem- 
ber, came at a time when a slower 
selling season normally sets in, 
Whether the traditional spring pick- 
up will revive a presently dormant 
business is still a matter of conjecture. 
The feeling at present is that Regula- 
tion W will effectively hamper it. 

We are also aware that many small 
retail dealers do not lay the whole 
blame for the present recession in their 
business at the door of Regulation W. 
Even before the Regulation again went 
into effect, they were obtaining a siz- 
able down payment and collecting the 
balance within a reasonable time. But 
an extensive dealer survey by one 
large manufacturer points up the fact 
that, almost without exception, they 
would like to see the terms extended to 
18 or 24 months. In addition, they 
would like to see the trade-in—which 
has become increasingly important as 
a sales tool—considered as a part of 
the down payment. Many of them con- 
sider the present price levels as the 
chief deterrent to sales. But high 
prices call for relaxation rather than 
restriction of credit terms if sales vol- 
umes are to be maintained. 


Summary 


We have endeavored, gentlemen, to 
present the case of the appliance and 
radio industry as fairly and impar- 
tially as possible. The weight of the 
evidence, however, points to Regula- 
tion W as one of the most important 
contributing factors in the sharp de- 


| cline in consumer buying of our goods. 


We know that the Regulation was im- 
posed in order to achieve just such 
ends. But the inflationary pressures 
which it was designed to ease have 
largely disappeared. Inflation is not 
the problem today—it is deflation. 
When the controls were clamped on, 
the appliance and radio business had 
already filled the pipelines, exhausted 
the ready market for goods and entered 
a sterner period which called for the 
use of all the sales stimulants that 
might be marshalled to sustain busi- 
ness. We have long since dispensed 
with waiting lists. The public no 
longer bids for our goods. We are in 
a hard, competitive buyers’ market. 
In itself, this was to be expected. The 
industry has accepted the challenge 
and has called upon all its resources to 
do a more creative selling job. Only 
the existence of arbitrary controls in 
the important field of consumer credit 
stand in the way. We respectfully, but 
urgently request, therefore, that steps 
be taken to bring a measure of relief 
to this important industry. 


Very truly yours, 
LAURENCE WraY 
Editor 
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Combining an appeal to the gift buying done for 
both Mother’s Day and Weddings, another great 
PreEsTo CooKER Power Promotion opens with a 4-color 
advertisement in the April 23rd Saturday Evening 
Post. With additional insertions in women’s service 
magazines and newspaper supplements, this latest 
promotion will help stimulate demand for PRESTO 
Cookers during this great gift buying period. 


Tie in with this national advertising with local 
newspaper advertising and store displays. Send to 
Advertising Department, National Pressure Cooker 
usted Company, Eau Claire, Wisconsin, for free window 
tered : streamers, top-of-cooker cards, newspaper mats and 
r the In answer to public demand—here’s a larger in size, lighter information on latest promotions. 
that in weight and lower in price PRESTO COOKER, pressed ; ee : 
busi from finest quality, heavy gauge aluminum. This latest Remember, millions of homes still do not own a 

asi addition to the Presto CooKkER line is truly a kitchen single pressure cooker, while every family with a 
ensed jewel. With 10 models for your customers to choose PrREsTO COOKER is a potential customer for more. 
> no from, in sizes ranging from a 3-quart to a 21-quart, the 


: PRESTO CooKER line is the onl. lete 
nS line on the market. a Check with your distributor for details concerning the 


ket. . : 
The PRESTO COOKERS retail from $10.95 PRESTO COOKER 30-day Home Trial Promotion. 
lenge 
es to 
Only NATIONAL PRESSURE COOKER COMPANY 
Is in 
redit 
r, but 
steps 
relief 

















VRAY 
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y | Questions 
dealers most aa - ask about 


1-De on have a complete line? 


Yes. Kitchen-Kraft builds one of the most complete 
lines of sink, floor, wall and broom cabinets, to standard 
architectural specifications. Corner cabinets, sink fronts, 
fillers and accessories make it possible to fit any size kitchen 
right to the inch. For complete catalog, send coupon 
for Form 16-B. 


2-What about construction ? 


| D 


We 
Be pe OR Mune o> 
oa Geere ened by = 
Good Housekeeping 


SS aovennu® att 





Kitchen-Kraft cabinets are welded steel construction 
and meet or exceed the rigid quality standards of the 
Steel Kitchen Cabinet Institute. Cabinets are completely 
enclosed, bonderized, finished with Dupont Dulux baked on 
enamel. Shelves are adjustable, drawers and door fronts 
are sound insulated. Rubber bumpers prevent metal to 
metal contact. Drawers operate on rollers. 





Yes. Tremendous warehouse space at the factory 
permits prompt delivery of all units to Kitchen-Kraft 


° 
3-Can you deliver ? 
distributors, which in turn makes complete kitchens available 


T= 
a) % 
for immediate delivery to dealers. 


; What about cabinet tops? 


Now in production are two cabinet top lines for all 
= 


Kitchen-Kraft sink and floor cabinets: a standard top for the 
“Package kitchen” customer where economy is the buying 
a factor—and the new Kustomized Top for the “Custom 
kitchen” customer seeking distinctive styling as well as 
service. For information, send coupon for Form 11-B. 


5° Is hither, fie advertised ? 


eX } Yes. Kitchen-Kraft national advertising appears in 
“aii 4 
VE 


American Home, Better Homes & Gardens, Farm Journal 
and Good Housekeeping. Inquiries are answered with a copy 
genes *Y won of a 28-page illustrated kitchen planning book in full color. 
nen Leads are passed on to dealers for follow-up. Send for 
your free copy of booklet, Form 4-B. 


6-Do you provide sales helps? 


; Yes. Dealers are furnished Ps booklets, literature, 
lesz it newspaper mats, counter cards, headers and dummy windows, 
— 
| rT j 


planning kits, dealer’s sales books, direct mail pieces, wall 

charts, photographs, catalogs and dozens of aids that lighten 

the salesman’s job. For details on sales aids and the 1949 

advertising program, mail coupon for Form 34-B. 

= -Do have national distribution ? 
manufacturers of steel kitchens, and has the distributor 
organization to supply complete kitchens to dealers 

MAIL COUPON FOR FREE KITCHEN-KRAFT LITERATURE 
MIDWEST MFG. COMPANY, 


Yes. Midwest Mfg. Company is one of the three largest 
~~ 
m tg 
ww throughout the United States. 
GALESBURG, ILLINOIS 


Standard-line 
Catalog, 16-8 
Kustomized 
Catalog, 11-8 
Kitchen Planning 
Book, 4-B 
1949 Advertising 
Program Book, 34-B 
(Check one or all) 


NAME 
COMPANY 
ADDRESS 
CITY. 




















OOOO 





PAGE 188 





| 
| 
| 
| 
| 
| 
| 
| 





TELEVISION HEADQUARTERS is reputation Ken Roberts has built for above 


15-year-old appliance concern of Stowers, Inc., Pasadena, Calif. 


Store carries 


full lines of G-E, Westinghouse, Norge, Philco, Bendix, Maytag, Deepfreeze, 


lronrite, Thor appliances. 


Video Follow-up 





chase of 300-ohm lead in 5,000-ft. rolls, 
and other savings obtained by thor- 
ough study or television installation 
has enabled Roberts to put in first-class 
installations for an average cost of 
$15, including labor. Although this 
cost was covered by the standard flat- 
fee installation charge, the saving over 
more costly methods of installing gave 
Roberts more of the fee to use for the 
time involved in call-backs and demon- 
strations for the customers. Stowers 
installed all telesets it sold, except the 
RCA line which had to be handled by 
the RCA division. However, to pro- 
vide reception immediately and to in- 
crease greatly the number of sets sold, 
Stowers put in temporary antennas for 
RCA receivers which were replaced 
by RCA later. Roberts reports that in 
some cases it was five months before 
the purchaser was far enough up on 
the RCA installation list to have the 
temporary antenna replaced, although 
it is likely that RCA, recognizing the 
satisfactory quality of Stowers installa- 
tion, devoted its time to more urgent 
installations. 

With the nearly-immediate installa- 
tion, Roberts set up a policy of having 
the receiver working properly that day. 
He plans for this first by having every 
teleset checked and given initial align- 
ment when it arrives at the store. li 
there is anything seriously wrong it is 
sent back right away. If it is a matter 
of adjustment, tube replacement, etc., 
the set goes into the service shop until 
it is working perfectly. Then, and 
only then, is it available for sale and 
delivery. Thus it is almost impossible 
for any teleset to be delivered to a 
customers home needing more than 
normal adjustment that can be done by 
the installation man in a few minutes 
following orientation of the antenna. 


Teaching the Customer 


Ken Roberts may or may not have 
known that at a recent meeting of tele- 
vision distributors in Los Angeles, the 
formal report on service said that 60 
percent of all service calls were classi- 
fied as “nuisance”—calls due to im- 
proper handling of the teleset by the 
owner or from the user lack of knowl- 
edge of how to use the exposed con- 
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Above is year-old building. 





trols. But Roberts reported to this 
writer that his records show that only 
10 percent of the service calls could 
be called “nuisance calls”. One of the 
apparent reasons for that record is his 
policy of teaching the customer every- 
thing that should be known about the 
receiver, and then teaching it to him 
again, and then following up to see if 
he needs the teaching all over again. 


No One-shot Proposition 


The person who buys a television 
receiver at Stowers has a 90 percent 
chance of getting satisfactory opera- 
tion, and an excellent chance of being 
a long-time satisfied customer because 
of the instruction he gets. As men- 
tioned above, Roberts puts his policy 
into effect at the time the set is being 
demonstrated to the customer in the 
store, and it was said that the purpose 
at this time was to impress on the 
mind of the customer that a teleset 
needs to be operated properly and that 
there are certain controls that will keep 
it in proper operation. The second 
round comes at the time of delivery 
when the installation man starts from 
scratch with a complete demonstration 
of the controls. This demonstration 
gets attention because the customer 
now realizes that he will be on his own 
and already knows that the teleset will 
not be as easy to operate as a push- 
button radio. This demonstration gets 
attention too because the customer is 
relatively at ease, is no longer men- 
tally occupied on whether or not to 
buy the set but is concentrating on 
getting the most out of the purchase 
that has been made. 

The third and final demonstration is 
given within the week following instal- 
lation. If Roberts receives a call from 
the customer complaining of either no 
reception or an unsatisfactory picture, 
he dispatches a serviceman that day or 
evening. The serviceman can tell 
whether it is the fault of the receiver 
or the fault of the operators. [If it is 
caused by improper operation he shows 
the owner, and any one else in the 
household that is permitted to handle 
the teleset, just what is causing the 
unsatisfactory picture, and then he re 

(Continued on page 190) 
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see how easy it is 
to install the 


JOHN WO00D 


table top water heaters 


QUALITY-BUILT WATER HEATERS FOR 48 YEARS 












































a 
# Slide table top into position and 
secure. That's all there is fo it! 


This brand new John Wood Table Top Model* is the 
EASIEST TO INSTALL Water Heater—bar none! 

There's no stretch, no stoop, no squirm to this installation. 

Not only is the installation job reduced to three simple 

steps, temperature adjustment and servicing are faster, 
easier because John Wood has located all controls, electrical 
connections and even the drain valve behind a removable 
front panel. And more, these sensational new heaters 

retain all the features of the standard upright models that 
hove added to John Wood's 82 year reputation for 
quality—the potented process Electric Weld tank, 
snap-action thermostat, efficient heating elements, magnesium 
providing up to 10 years protection . . . plus anti-siphon 
cold water inlet with heat saver baffle. So put 

an end to your table-top-troubles now . . . choose, sell 

and install the new John Wood. Write for complete 

































REGINA 
ELECTRIC 
POLISHER 


ma 


“America’s Fastest 
Selling Two- Brush Polisher” 


Retailers are reporting that the 
Regina is as easy to sell as it is to 
use! They’re getting faster re- 
sults by aggressive promotion and 
quick demonstrations of this Jow- 
est-priced, two-brush polisher. 
Rentals are profitable too... 
machine cost covered in matter of 
days. Thousands of Regina pol- 
ishers in use over fifteen years. 


SCRUBS * WAXES 
POLISHES « BUFFS 


Complete with 4 brushes 
(two for waxing and scrub- 
bing, 
and two reversible buffing 


Retail $5. 95° 


two for polishing) 


pads, 


Regina Reconditioning Kit for added 
selling power... sands, steel-wools, 


edges, dry-cleans floors and other sur- 


faces. Extra. equipment. 








FREGINA’S. 
,0FITABLE 





REGINA 





ye, ELECTRIKBROOM 


“The Ploneer, 
Light-weight Home Cleaner” 


Replete with exclusive patented 
features that intrigue the women 
and make for easier, more effi- 
cient housekeeping. So light (only 
614 lbs.) the average woman can 
use it evgry day ... without need 
for other cleaning equipment.Con- 
centrated suction power draws 
out dirt into easy-to-empty dust 
cup. If you’re not featuring this 
wonder-cleaner, get the full story 
now. Use coupon below! 

Retail $4495 


Plan to tie in with Regina’s 
extensive national advertising 
@ SATURDAY EVENING POST, March 26 
@ WOMAN'S HOME COMPANION, April 
@ AMERICAN HOME, April 
@ HOUSE & GARDEN, April 
@ NEW YORK TIMES MAGAZINE, March 27 


Present dealers are invited to write 
in for tie-in promotional material. 


THE REGINA CORPORATION, Rahway 2, New Jersey 


The REGINA CORPORATION, Rahway 2; New Jersey 


Please send us complete information on 


Store Name 
Address 


Signed 





Electric Polisher [] 


Electrikbroom [] 





City & Zone ~ State i 








Video Follow-up 





views the major points on operation to 
impress it again on their minds. 

If there is no call from the new 
owner (except the calls Roberts gets 
frequently as new customers express 
their appreciation of his service and 
their satisfaction with the teleset) 
Roberts schedules an evening visit to 
the customer’s home by the salesman 
who made the original sale. It is a 
courtesy call with more than one pur- 
pose. The most important is to see 
that the customer is getting a satisfac- 
tory picture. Occasionally the cus- 
tomer is reasonably satisfied with the 
picture because he doesn’t realize that a 
little better adjustment of the controls 
would improve it considerably. Some- 
times the customers have a few ques- 
tions to ask, little points about opera- 
tion, etc., which were not important 
enough in their minds to warrant a 
call to the store, but which will in- 
crease their satisfaction with the set 
when they are answered or corrected. 
Whether there are adjustments to 
make, more advice and demonstration 
to give to the customer on this call, or 
whether the customer and his family 
are perfectly happy with the original 
installation, the call serves to impress 
on the customer the service which 
backs up his purchases from Stowers 
and it gives the salesman a chance to 
get reacquainted as a basis for later 
calls and the sale of other appliances. 


Service—Now 


With these elements of Roberts tele- 
vision policy put into action, there is 
nothing left to keep the customer from 
“staying sold” other than continued 
operation of the teleset and the quality 
of the programs. He can’t control the 
programs from the seven Los Angeles 
TV stations, but he can and does see 
that his customers’ telesets stay in 
operation. 

Because the and 


installation man 


the salesman, in giving initial and 
follow-up deminstrations to the cus- 


CONTINUED FROM PAGE 188 








tomers, have put considerable emphasis 
on the instruction booklet, pointing out — 
how each of the necessary adjustments, 7 
as well as a picture of the problems ™ 
and their corrections, are covered in” 
the booklet, many of the Stowers-sold | 
telesets stay in satisfactory operation 

through the ability of the owner. When 
that doesn’t take care of the customer's 

problem, and he phones the store, it is” 
often possible for the Stowers service.” 
man to tell the owner over the phone™ 
just how to correct the problem by) 
proper adjustment of the front or rear- 
cabinet controls. If he can’t, then a” 
serviceman is sent to the home that 

day. If the receiver has to be brought 

to the shop, every attempt is made to 

have it returned before the next eve 

ning’s programs go on the air. To! 
make his service department valuable 

to his customers at the time they seem] 
to need it most, during the early eve 

ning program hours, Roberts keeps the 

department open until nine o’clock each 

night. Because most other concerns 

are closed at that hour, Stowers’ late 

closing has been good publicity for the 

store and has brought television busi- 

ness that otherwise would have gone 

to other dealers. 


Super Service 


There are special cases in which 
Roberts takes his service policy a little 
further. When a customer phones in 
with the desperate plea “Can you pos- 
sibly come right out and repair my 
television set? I’ve got a party tonight 
with several people coming over just 
to see the program and the set won't 
work,” he sends a serviceman right 
away and takes the precaution of 
having the man take a substitute re- 
ceiver with him. If the trouble is seri- 
ous, then the serviceman leaves the 
other set on a loan while the customer’s 
set is being repaired. “This doesn't 
happen often enough to make it a nui- 
sance or a costly promotion. But when 

(Continued on page 192) 
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fe he All-New 1949 Jurcaire 


ymer’s 


loesn't ‘ =) | THE ULTRA-MODERN COMPLETE KITCHEN 
a nul § | a THAT FITS ANYWHERE AND SELLS EVERYWHERE 


when 
e As the buyer’s market gets stronger, more and more dealers are 
flocking to Pureaire. 

Why?... Because Pureaire opens up a whole new field of prospects— 
a market that has hardly been scratched ... And that holds true wherever 
you are located. 

Take your own town, for instance ... High building costs put a new 
premium on every large home . . . on every building containing large 
apartments. 

Reason is obvious—Every such place may be remodeled into small apartments for 
increased income ... AND PARTICULARLY WITH PUREAIRE. 

Because Pureaire is compact ... only 48 inches wide . . . takes only 8 square feet of 
space... is easy to install .. . and is priced to sell everywhere. 

Take a look at the houses and apartments pictured here. Every such place in your town 
is a prospect for Pureaire . . . Not one, but several Pureaires! 

You too can hit the high-profit highway with Pureaire . . . the gleaming, attractive, 
all-metal complete Kitchen—the Kitchen that means big profits with one crack. 

Get our “Profit Picture” . . . and let us show you typical floor plans and installations 
... ideas that will show you what a whale of a job you can do in your territory! 

Appliance Division 

PARSONS CORPORATION * TRAVERSE CITY, MICHIGAN 


0 em ee 6 ED OE, sr ie ee eee 


| Send for OUR DEAL and FREE Brochure 
Clip and Mail Coupon Today 


Appliance Division, Parsons Corporation 
Traverse City, Michigan Dept. D-3 


PARSONS 
e 
ag rs Gentlemen: Kindly mail at once your free Brochure showing 


typical installation and floor plans for Parsons Pureaire Kitchens, 
as well as full dealer particulars. 


Street 
City-State 


| 
| 
| Name 
| 
| 
‘ 
| 
. 











high 


You have a real plus feature that rings the bell with Mrs. Buyer when 
the electric ranges you sell are equipped with TK Monotubes. 
The exclusive swivel-action and single-tube construction are easy 
to demonstrate—easéer to sell than to sell against. 

The heating coil is easily moved to an upright position—even 
when hot—for quick, convenient cleaning of the drip pan. No 
longer do foods have to be left in the pan, to smoke and harden, 
until the unit is cool. What's more, the heating coil is fat. Insures a 
bigger utensil-contact area for greater heating efficiency, faster 
cooking. And, it stays flat—maintains its original efficiency for the 
life of the unit. Lower cooking costs are assured year after year. 

Yes, these are features of the Monotube that you can quickly 
point out to Mrs. Buyer. For easier, more profitable range sales, insist 
that the ranges you stock are equipped with Monotubes. 


FOR REPLACEMENT USE, TOO! 


Here’s a big profit opportunity at your fingertips. Monotube 
Replacement Units are easily adapted to practically any electric 
range—old or new. Ask your distributor about the Monopack— 
the complete merchandising package that starts you on the road 
to profitable replacement sales. And write us for a free copy of 
the Monotube Replacement Catalog. 




















Video Follow-up 


ees SONTINUED FROM PAGE 190 = 


it does happen you can bet that not 
only has that one family been kept sold 
on television—our television—but that 
the friends that evening, and many 
others, are going to hear about the 
wonderful service a customer vets 
from Stowers.” 


A Way to Sell 


While Ken Roberts is doing a job of 
keeping television sets sold, he says 
that he is still looking for the best way 
to sell television. That is, the best and 
most convincing sales story for pros- 
pects who want to know “why should 
we buy a teleset?” A large majority 
of the current owners of TV sets sold 
themselves and then went to a dealer 
to talk about price, model, size, etc. 
At least in Los Angeles, only the major 
sports events such as the Rose Bowl 
and Conference football games and the 
Hollywood Legion Boxing, could be 
classified as programs which have sold 
telesets. 

“Tt seems likely that we as dealers 
and salesmen will be developing a 
major television sales story based on 
the entertainment value of television. 
You may say that entertainment is 
what we are now selling, but I don't 
mean entertainment as we know it now. 
I don’t believe any of us, here or in the 
East where they’ve had TV for much 
longer, can yet visualize what types of 
entertainment and education television 
will bring to the American family. 
Given a few years for programming to 
catch up with the technical develop- 
ments of television and we may see new 
forms of the entertainment art devel- 
oped. And I believe with many others 
that the whole pattern of home life and 
social life will be changed. 


The Woman's Angle 


“But right now all of us in selling 
are faced with the problem of pro- 
grams. Without the many available 
sport programs, television would not 
have made such a successful start, yet 
let us face it—much of our selling dur- 
ing the next couple of years will be to 
overcome the idea that television offers 
nothing but sporting events and 20- 
year-old movies. I’m thinking of the 
women. The accent on sports has not 
only left a majority of the women 
uninterested in television, it has made 
a large number definitely antagonistic 
toward having a teleset in the home. 
(Mr. Roberts didn’t mention it, but it 
is an appropriate thought to bring up 
the feeling of some psychologists that 
the resentment of many housewives 
toward television is a result of having 
the attention of husband and children 
focused on something other than her- 
self during the early evening hours.) 

However, in spite of his desire to sell 
television as entertainment, and the 
necessity of his waiting a while to do 
it, Ken Roberts of Stowers, Pasadena, 
is going to keep on merchandising tele- 
sets and concentrate on his policy of 
“keeping them sold”—and it is likely 
that distributors, customers and editors 
will continue to feel that “that fellow 
is doing a swell job of selling tele 
vision.” End 
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A GOLD MINE 
FOR FORTY-NINE 


One million electrified farms have bought 


Gem Dandy Electric Churns. 


Yet, as we start on the second million sales of this 


quality product—the market ts bigger than ever. 


Today there are 2,500,000 electrified farms without Gem 
Dandy Electric Churns. The number of prospects is 
growing all the time as REA and the power companies \ 
connect hundreds of thousands of farms 

each year. Here is your gold mine 


for forty-nine! 


Big Profits, Big Demand— 
Nationally Advertised. A 
product that makes 

friends because it eliminates the 


drudgery of a thankless, tiresome chore on the 


ocecscnnenagengc tastes en 


farm. Order Gem Dandy Electric Churns from 
your distributor today, or write us for 


name of nearest distributor. 


ALABAMA MANUFACTURING CO. 
Dept. A-110, Birmingham 3, Ala. 


PRICES 
Deluxe Model Retail Price. .... $19.95 
Recommended Dealer's Cost... $12.49 
ee $ 7.47 


Standard Model Retail Price. . . .$16.95 
Recommended Dealer's Cost. . .$11.02 
ra $ 5.93 


Gem Dandy transparent, Duraglas churn 
jars are sold separately. List price 3-gal. 
$2.75; 5-gal. $3.50. % 


Prices slightly higher 
west of the Rockies. 


MOUNT ELEY TAC 
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“Confidentially the 
1949 Ben-Hur Freezer 
Line Can't be Beat! 





New 1949 Model 2129 12.5 cu. ft. size 








"New" is the word for the 
1949 BEN-HUR Freezer Line, packed 
with even greater value-per-freezer-dol- 
lar to boost your sales. The moment you see a 
1949 BEN-HUR, you know it's different. For instance, 
a touch of color now enhances its beautifully styled cabinet — 
just what you need to cinch sales to women who've seen only 
standard black-and-white combinations. And when you lift 
the lid with its new Lucite-handled latch and safety counter- 
balanced easy-lift hinges, you'll find a treasure in other new 
sales features— blue molded rubber breaker strips and 
gasket, convenient food baskets and racks, new accessories. 
New cold control (patent applied for) and temperature indi- 
cator, combined with a dozen time-proven features, give you 
sales advantages never before possible. 


Make 1949 a BEN-HUR Year for You! 


Check them all... then write for the 
BEN-HUR Complete Line Sales-and-Profit story. 


—_— ——— a a, -— 


_ 2 > = +S 


© me 


© © 


= — 
MODEL 2189 


18.45 CU, FT. SIZE. MODEL 299 


9.2 CU. FT. SIZE. 


CAPACITIES: 425 TO 900 LBS. 


DEPT. EM, 634 EAST KEEFE AVENUE 


MILWAUKEE 12, WISCONSIN 
BEN-(i[ 1]; Erase sos Wome rerezens 
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RADIO REPAIRS have fallen off from an early post-war peak of 1,000 sets a 


month to a constant 500, because of the company’s new emphasis on sales, but 
the service department, run by Howard Smith (above), still builds good will. 


Every Trick in the Book 





day plugging is the key to advertising 
success, 

“According to a recent survey, we 
were identified as being a Westing- 
house dealer by 72 percent of the 
people interviewed. Fifty percent of 
them thought we were the only West- 
inghouse dealer, which is a far cry 
from the truth. Responsible for linking 
our name closely, locally, with Westing- 
house more than anything else, is the 
steady barrage of small-space news- 
paper ads. For our modest means, one 
and two-inch ads inserted every day 
are more effective than a singe large 
ad weekly. 


Little Tie-Ins—Big Results 


“The local man is overlooking a 
mighty good bet if he doesn’t make 
tie-ins with the slickly contrived na- 
tional advertising on which the manu- 
facturers spend a barrelful of money. 
We exploit national advertising with 
what we term ‘Me, Too’ ads in which 
we say in one inch of space that we 
sell Westinghouse, too.” 

Key individual on the staff, which 
includes three radio service experts, 
five outside salesmen (no floor time 
permissible), a store manager, book- 
keeper, and a telephone salesman, is an 
idea man. 

“Observe, please, that we have no 
deliverymen,” says Al. ‘We don’t 
want any bumbling truck drivers 
around, because it has been our ex- 
perience that they cost more than they 
are worth in the ill-will they dispense. 
Everyone but the bookkeeper helps 
with deliveries, which isn’t as much 
of a problem as it sounds, since our 
local supply house makes, and bills 
us for, refrigerator and washing de- 
liveries, and also services this mer- 
chandise.” 

The idea man’s forte is direct mail, 
mimeo stuff, radio program scripts, 
spot announcements, window displays 
and silk screening for the 3 x 5-foot 
billboards, which are owned by the 
company, are well-situated on traffic- 
ways and contain brief, punchy sales 
messages. 

An example of the stuff whipped up 
by Al’s idea man is the bingo classified 
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ad series in which, buried in the copy, 
were offers of free heating pads, 
toasters, ironers, etc., for “The first 
one who calls us who is listed on page 
157 of the telephone book,” or, “The 
sixth name down in column one of 
page 16 of the phone book,” or “the 
one sending us the most copies of our 
past ads appearing in this column.” 


63-Day Barrage 


Direct mail, another spot where the 
Idea Man shines, has pumped extra 
life into sales drives. 

“When we get a lead on a prospect 
who really qualifies,” says Al, “we let 
him have it. He’s on the receiving 
end of either letter-grams or postals 
for 63 consecutive days. Backing up 
direct mail salvos are personal con- 
tacts by the outside boys, and they 
close an amazing number of sales 
directly from the mailings.” The per- 
centage of inquries from “gadget” let- 
ters is high. A prize specimen in the 
Robertson files is the “button-button” 
letter, voted one of the best 50 sales 
letters by the Dartnell Corp. of Chi- 
cago. 

Decorated with a button at the top, 
mimeographed copy, printed on the 
Robertson letterhead, is headed “But- 
ton, Button—Who’s Got The Button?” 
and moves on to impress the reader 
with the fact that the Westinghouse 
Laundromat hasn’t because it leaves 
all buttons on clothes, and “takes all 
dirt and soap out.” 4 

A second shining example of the 
kind of “gadgeteering” which has Al 
bubbling with pride is the plastic give 
away bank, shaped to resemble a table 
model radio. Equipped with red, 
white and blue knobs, which turn, the 
banks identify the firm, and read 
“Radio dead? See us,” and “We sel 


Westinghouse.” 
Telephone Specialist 


Telephone sales finesse has been de 
veloped to a high art by a telephon 
salesman who bears the high-flown 
title of customer relations director, and 
who answers all incoming calls 
classifies and qualifies them. 

(Continued on page 196) 
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There's a Big Difference 


This is 2-Way Heat Flow 


and it assures better distribution of 
heat over the entire utensil cooking 
surface and elimination of cold spots. 


MEDIUM-HEAT ELEMENT 


(Cutler-Hammer Design) (Conventional Design) 


~~ 
(Say 
ww 


THIS! NOT THIS! 


TWO-WAY HEAT FLOW ONE-WAY HEAT FLOW 


Hot in center Hot in center 


and hot outer edge cold outer edge 


LOW-HEAT ELEMENT 


(Cutler-Hammer Design) (Conventional Design) 


THIS! NOT THIS! 


Heat flows both ways Hot outer edge 
from median position of cold center 
C-H multiwave element 


BOTH ELEMENTS TOGETHER 


(Cutler-Hammer Design) (Conventional Design) 
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In the C-H Pyroflex Range Sur- 


face unit line now available for 


Replacement and 


) Modernization use 


The Cutler-Hammer Pyroflex Range Surface 
Units now offered as a complete line for 
replacement and modernization purposes pro- 
vide 7 outstanding features. 


1. The positioning of the separate heating 
elements plus the unique design of these ele- 
ments distribute heat most efficiently into the 
cooking utensil. 


2. On the controlled heat switch positions 
where at least 90% of electric range cooking 
is done, Pyroflex cooking is befter. 


3. Fast cooking where speed is wanted. 


4. The reflector pan automatically tips up for lifting out and 
cleaning. 


5. The LONG-LIFE Inconel elements STAY flat, are anchored at 
18 points. 


6. Pyroflex units are the dependable product of years of pioneer- 
ing engingering research and are identified by a world famous 
trademark that has been advertised for years in the Saturday 
Evening Post, Time, Newsweek, Better Homes & Gardens, House 
& Garden, etc. 


7. The line is complete, easy to install, needs only 8 adaptor rings 
to fit almost every model stove. 


Important distributorships are still open in a tremendous market 
for modernization and replacement. Send your inquiry now and re- 
ceive a copy of the new illustrated Pyroflex book. CUTLER-HAMMER, 
Inc., 1280 St. Paul Ave., Milwaukee 1, Wisconsin. 





Some important distributorships 
still open 


SEND IN YOUR INQUIRY AT ONCE 
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Gopher Oil Heaters are 
made by a company that 
as been making liquid fuel- 
burning appliances since 
1896. 
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FULLY AUTOMATIC 


WATER HEATERS 
HAVE A LOT OF SELLING 














OIL 


POINTS! 





ECONOMICALTO OPERATE: 


The most efficient oil pilot 
made. Exclusive 6 inch di- 
ameter steel tube center flue 
with baffles delivers maximum 
radiation to surrounding water. 
Gopher pilot uses only 6/10 
gallon oil in 24 hours! 





FULLY AUTOMATIC: 


Just set it and forget it. No 
electricity required. 





LONGER LIFE: 


Magnesium anode protects 
tank against corrosion. 
Gopher pilot cannot over 
heat tank. Heavy duty, 
= lb. test tank gives long 
ife. 





BEAUTIFUL APPEARANCE: 


Eye catching streamlined de- 
sign. Lustrous white finish. 
Easy to keep clean. New low- 
boy design takes less headroom. 


GUARANTEED FIVE YEARS: 
Warranty comes with every 
Gopher Heater guaranteeing it 
for five years. 







EASE OF SERVICING: 


Big service door makes getting to 
burner convenient, easy. 


Underwriters Laboratory Ap- 
proval—for safety and efficiency. 
Available in 30 and 45 gallon sizes. 


AMERICAN GAS MACHINE CO. 
Albert Lea, Minnesota 
Please send me complete informa- 
tion and name of my nearest 
distributor of Gopher Oil Water 

Heaters. 














_Every Trick in the Book 


CONTINUED FROM PAGE 194 


“If it is a prospect on the line,” de- 
clares Al, “he makes a smooth pitch 
to get the attention and interest of the 
caller and his name and address. It 
is becoming more difficult all the time, 
you know, to get this data from tele- 
phone callers, and the job demands 
a highly-trained specialist with a lot 
of patience. Not only must he have 
persistent technique, but must have 
complete knowledge of lines. Quite 
a feat when you consider that our 
roster contains 35 items. 


Honey for the Grumblers 


“All complaints are also channelled 
to this one-man telephone gang, who 
attempts to check the grumbling that 
follows, naturally, in the wake of the 
five salesmen in the field. 

“In his spare time, the telephone 


| artist helps the bookkeeper make fol- 








low-up calls to make sure that appli- 
ances are working properly and to 
pick up prospects for further business 
for the salesman making the original 


sale. Strangely enough, we have 
never been able to indoctrinate our 


salesmen with the importance of fol- 
low-up calls as a source for future 
business.” 

Married men and homeowners 
whose average age is 25, the Robert- 
son salesmen were green rookies when 
tested for sales aptitude by the Per- 
sonnel Institute of Chicago. They 
draw a salary, car expense, and com- 
mission, but no drawing account. 

After joining the staff, salesmen 
are prepped with a 13-week course, 
patterned after the advertising for- 
mula, AIDCA, which carries the be- 
ginner through a series of steps in- 
cluding getting attention of the pros- 
pect, holding his interest, creating a 
desire, convincing, and through to the 
order taking finale. Upon completing 
the course, the salesmen start over 
again. 

Al squeezes extra effort out of his 
salesmen with contests, dangling pairs 
of shoes, lurid neckties, or season foot- 
ball tickets before them. 

“While radig sales aren’t anything 
to write home about,” says Al, “our 
suppliers, apparently, are _ satisfied. 
Despite the fact that radio repair is 





our specialty, we have bigger volumes 
in other lines. Right after the war 
we started molding a sales organiza- 
tion. They had to have something to 
practice on, and since the Westing- 
house Laundromat washers were 
trickling in, we concentrated on them. 
Every new recruit learned the ropes 
of selling by peddling washers. Asa 
result we found ourselves with a bunch 
of washer-selling sharpies. 

“We have led this district in Laun- 
dromat sales for months, with 35 to 
75 sales every month. We stage radio 
sales campaigns and sell around eight 
or ten consoles per week. We service 
small sets, but make no special effort 
to sell them, and never keep more than 
two or three in stock. We leave that 
field to the credit jewelers, because 
it requires as much time to tell the 
story on a $20 radio as on a $200 
one.” 

Since it is an inflexible Robertson 
rule to never turn down a trade-in, 
disposal of used merchandise has be- 
come a fine art here. 


Coin Radios from Trade-ins 


Extra dividends have been har- 
vested by putting small super-het table 
model trade-ins to work. 

The super-het job is simple, inex- 
pensive and loaded with possibilities. 
Servicemen in Al’s shops take a table 
with a magazine rack, equip it with 
a plywood front and back, add a coin 
chute and the radio and, presto, it is 
a coin-operated outfit. 

Set for two hours of playing time 
for a quarter, the sets are installed in 
hotels and tourist camps on a 25 per- 
cent commission basis for the oper- 
ators. No contracts are let, Al’s men 
make service calls, and the dealer 
assumes all responsibility for break- 
age. 

Break-down figures reveal the mod- 
est outlay required to get in the coin 
machine business : 


yO eer $6.00 
TTT Tee 1.40 
nee EEO TC ee 6.50 
aids dvele aeuee 

$13.90 





NO APPLIANCE SALESMEN are in this picture because Robertson -keeps all 
five of them out on the road—where they sell from 35 to 75 Laundromat 
washers a month. Behind the scenes are an idea man for promotions and a tele- 


phone customer man. 
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“HEY, MA, I'M UNPLUGGED!” 





“If the investment remains small, | 
the money is returned in six months, 
which is sound in any business,” 
points out Al. “We have yet to reach 
the saturation point with this deal. 
Since the take for these coin-operated 
outfits averages $100 a week nationally, 
you can see what a hundred or more 
will do.” 


Service Carried the Load 


Radio service has engaged Al’s at- 
tention since the crystal set era, and 
he still has a tender spot for repair | 
work, although he isn’t plugging it. | 
But the service department gave the | 
major blood transfusion that pulled | 
Al through the war. 


| . 
“We paid our overhead, good VEO 
wages, and hoped to gosh we were on , VE / 
the right track,” Al recalled. “All | Hf Sa 
with service. Only a touch of selling She 


was provided by optimistic signs that 


filled in empty corners and stated that | 
Westinghouse radios and washers 10 Y our 
would occupy the space soon. 
“We are shooting for a quarter of a 
million dollars in sales per year, and 
there are hopeful portents that we'll | 


exceed that mark. If we’ do, the | 





iodine bo gat gr ney Bo Ni (2 O! is you feature appliance lines that people want — nationally 
free of charge will be chiefly re- advertised lines — THE LINES DISTRIBUTED BY GraybaR 


sponsible. We got in hot water with 
the radio men’s association because 


we didn’t charge for those services. yeés! 
‘ 


But we did it because (1) we thought ... if you use good selling methods — modern merchandising and 
it was the right thing to do and our promotion tools — THE SALES HELPS AVAILABLE FROM YOUR 
conscience would have bothered us —_ 

if we had pocketed $1.50 for checking LOCAL GraybaR APPLIANCE SPECIALIST. 


every set whether we did anything or 
not and (2) we thought it was sound 


business. We still do. If a radio has Yes, and you'll get prompt deliveries from a Appliance Department 

a bad tube, we charge for the tube Graybar warehouse near you. GRAYBAR ELECTRIC COMPANY, Inc. 

only, We give away, and install free These are a few reasons why thousands of yer ni nny 

of charge, car radio fuses, AC caps | - Graybar Building, New York 17 
ee ; pep dealers throughout the nation make Graybar 

and pilot lights, because it builds good 







will.” their No. 1 source of electrical appliances. 
A few weeks ago, the headquarters — 

Store, introduced in February, 1944, 

chalked up its 33,000th radio repair 

job. On the same day the shop was 

observing this occasion, a little old RE ApPLIANe 

lady came in and looked at refriger- you FEATU ae 


ators. A new shipment had just come | 


, | HEN 
in, and the woman promptly selected | THEY SAY YES - —_—— 


a box and paid cash. 
One Buyer Explains _ — 


“Now,” she told the salesman, “I 
want to explain that the reason I am 
buying from you is that all during the 
war you took good care of my little 
radio and never overcharged me. I | 
said if I ever had an opportunity to | 
repay you I would.” She is typical of 
Al Robertson’s customers. 


IN OVER 100 PRINCIPAL CITIES 
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Name the Trade Publications in your field that 
you read regularly. Please list: 





96.5% of dealers interviewed read an average of more than two 
magazines. In addition it was indicated that 78% reported pass-on 
readership and that the magazines were kept for an average of 
2 months for reference purposes. 


Which features of trade or general publication 
advertising by manufacturers are most informative 
and helpful to you? (Please check to show 
-preference) 


Feature Trade General 
New Product information. .............. 80% 32% 
Price and price changes..............-. 65 % 34% 
Selling features of products............ 50% 25 % 


12 features, including the top three above, were listed and a high 
percentage reported they preferred trade publication advertising 
for getting this information — most helpful to them. 


What proportion of your customers ask for a 
specific brand when purchasing merchandise? 





Appliance dealers were way out in front with 63.6% while the 
average for all other fields was just 48%. 


Do you usually tie in your own merchandising with 
* consumer promotion campaigns in 


Hits bole P@raten ADB aloe anc} 
any of the following ways: 





8 methods were listed and the top three selected were — Window 
Displays (73%) Counter Cards (66%) Floor Displays (59%). 


These results prove conclusively that dealers prefer and use material 
which they feel will be most helpful at the point-of-sale. 
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Once again Dealers say... 














Trade Paper Advertisijis t 


CONSIDER THESE IMPORTANT 
QUESTIONS aed... 
THE REVEALING ANSWERS 


What proportion of your customers ask you for 


your recommendation? 


38 % of the average dealer's customers ask for his recommendation, 








What factors cause YOU to make recommendations 


to a customer? (Indicate 1, 2, 3 to show 
order of importance) 












Overall quality of product............ 44% 
Brand name leadership. .............. 27 % 
Special features of product............ 7% 


These percentages represent first choice in importance. 


What proportion of your customers buy what 
you recommend? 


60% of the average dealer's customers buy what he recommends. 
Considering this and.the results of the two preceding questions, i 
can be concluded that a dealer who is himself sold on these produc: 
will in turn suggest, recommend and sell those products. It also can 
be determined that the dealer prefers to get this vital information 
from trade publication advertising. 


What methods do you perSonally prefer to have 
manufacturers use in keeping you informed 
about their consumer advertising? (Indicate 
1, 2, 3 to show order of preference) 


oer ee eee eee eee eee eee ee eens 


eee ee eee eee eee eer eee 


Trade paper advertising.............. 
These percentages represent first choice preferences. 


and tt le adds uf b Tha T Thi 


DEALERS PREFER TO GET THE INFORMATION 
SO VITAL TO THEIR SELLING SUCCESS FROM... 


Tie Trade Labor 


MARCH, 1949—ELECTRICAL MERCHANDISING ELE 














isis their preferred source for selling aids and product news 


ACCORDING TO A RECENT ABP-DUN & BRADSTREET NATIONAL SURVEY AMONG DEALERS 


This survey was conducted by the Business Information Division of 

Dun & Bradstreet Inc. on behalf of the Associated Business Papers, New York, to assist 

its management in formulating plans for the further development of 

Trade Publications. This development, based on the results of the survey, will 

determine the types of merchandising and sales aids dealers want from manufacturers and 
the methods or media by which they prefer to receive these selling aids. 


Dun & Bradstreet’s professional field survey group personally interviewed 355 dealers, 
and from thirty minutes to an hour was consumed in each interview. 

All the geographical regions of the United States were covered and the 

proportion of interviews was made according to the marketing standpoint of each region. 





dation, The types of dealers selected were Appliance, 


Hardware, Drugs, Jewelry, Home Furnishings, Office Equipment, Grocery, etc., covering 
all the fields most vitally interested in evaluating Trade Publication Advertising. 

It therefore follows that any individual manufacturer can project the findings 

. and apply the value of Trade Paper Advertising 

accurately to his own industry. 








All facts and opinions obtained in the results have been subjected 
to detailed analysis in the light of known 
marketing principles, trends and experience. 








Only a portion of the pertinent facts disclosed by this survey 

are shown on the opposite page. A complete analysis 

is available to manufacturers and advertising agencies upon request to 
Associated Business Papers, New York. This complete analysis 

points to a basic fact—one that is extremely important to every manufacturer... 


The survey results point to the fact that dealers can be sold on a manufacturer's 

product — and kept sold — eager to satisfy their customers with 

THAT PRODUCT provided manufacturers — month after month — give them the essential aids 
and help they need in the place they look for it — their preferred trade paper. 
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and FOR MANUFACTURERS OF .., 


ELECTRICAL APPLIANCES 
RADIOS 
TELEVISION SETS 


ELECTRICAL MERCHANDISING 
4 YOUR DEALER'S é:ced Sade Fifer 


T R A D E PA P E R A ) V E R T | 5 | N G For complete details on how manufacturers of Electrical Appliances, Radio and 


. Television Sets can keep their sales curve up, write ELECTRICAL MERCHANDISING, , 
330 West 42nd St., New York 18, N.Y. or contact the District Manager in your territory. 
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MONTCLAIR: S$ST-6. Strikes hours and 
halves on mellow toned rod. Self-start- 
ing electric Tambour, 20" long. Sash, 
gold plated; dial, silver plated. Grained 
walnut; inlaid panels. Retail $24.95. 


CATHEDRAL: SSC-2. Strikes hours and 
halves on mellow toned bell. Self-start- 
ing electric Cabinet Clock in two-toned 
walnut. Sash, gold plated; dial, silver 
plated. 1012" high. Retail $29.95. 


YOU'RE MISSING BIGGER PROFITS 
IF YOU'RE NOT SELLING SENTINELS 

















CROYDON: SST-7. Strikes hours and 
halves on mellow toned rod. Self-start- 
ing electric, 20° long in walnut ven- 
eers and burl walnut. Silver plated 
dial. Gold plated sash. Retail $24.95. 


Look at the Beautiful Styling! 





BREWSTER: SA-19. Self-starting electric 
Chime Alarm Clock, wood case. Leg- 
ible dial. The hand-rubbed case is an 
attractive combination of gumwood and 
walnut. Retail $7.95. 





————— 


“Yt 


AURORA: ST-320. Self-starting electric 
Tambour Clock, 19” long. Beautiful, 
hand-rubbed case of selected walnut. 
Silver plated dial, gold plated sash. 
Unusual value. Retail $19.95. 





SIGNAL: SA-15. Self-starting electric 
Chime Alarm Clock, popular priced. 
Easy-to-see dial. Attractive plastic case 
in shaded brown, with legible dial, re- 
tailing at the low price of $4.50. 


Look at the Prices and the Profits! 








KITCHENETTE: SK-137. Self-starting elec- 
tric Kitchen Clock, in white or red 
“Lustron” plastic case. Forward tilt. 
Chrome plated bezel. Convenient bot- 
tom set. 7/2" high. Retail $4.95. 











MONARCH: SH-159. A fine self-starting 
electric Commercial Wall Clock in 12- 
sided walnut or white finish case. Very 
clear readable 12°’ dial; convenient bot- 
tom set. Retail $17.50. 





ARTCRAFT: SD-138. Self-starting electric 
Occasional Clock. Hand-rubbed gum- 
wood with butt walnut top. Gold plated 
feet and bezel. Silver plated metal dial. 
52" high. Retail $9.95. 


Look at the demand created 


by big National Advertising! 


Sentinel Clocks are sold under Fair Trade Agreements 
in states where these apply, with liberal profit margins. 
These fine electric clocks have their motors completely 
sealed in oil for quiet operation and long life. They are 
building a profitable electric clock business for thousands 
of dealers—and they will for you. Don’t miss this bet! 


THE E. INGRAHAM COMPANY 
Bristol, Connecticut Established 1831 
In Canada—Toronto 14, Ontario 


Prices plus taxes, subject to change, slightly higher in Canada 
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To Groups to Please 


me CONTINUED FROM PAGE 65 eon 


000 in gross business; in 1947 this 
figure leaped to $358,000 and for the 
first 10 months of 1948 the firm’s busi- 
ness turnover amounted to $430,000. 4 
total in excess of $550,000 for the year 
was expected. In a city of approxi- 
mately 40,000 population such business 
is exceptional, practically proving that 
Flinn-Holley, Inc., knows plenty about 
how to mix oil and roses. 

Mr. Flinn, who got his merchandis- 
ing experience while working with the 
Texas Power & Light Co. for 15 years, 
learned all he could about the buying 
habits of his fellow townsmen before 
opening his store in December, 1945, 
He and his partners wisely figured that 
there could be considerable difference 
in the temperaments and attitudes of 
the residents of a community who de- 
rived their income from oil wells on 
one hand and from rose’ bush growing 
on the other. One of the world’s largest 
oil fields lies right next door to Tyler 
and oil field workers are good appliance 
bayers. The city of Tyler itself is re- 
garded as the rose capital of the nation 
—growing almost 75 percent of all field 
grown rose bushes—and flower grow- 
ers also are good appliance buyers, 
The success of the business, Mr. Flinn 
reasoned, would lie in his firm’s ability 
to satisfy the wants of both elements, 
varied though their occupations might 
be. 

“We developed a basic merchandis- 
ing policy,” says Mr. Flinn, “which 
was designed to cover any possible 
selling angle. It was grounded on five 
factors—service, installation, selling, 
trade-ins and financing. Each one of 
these business factors was worked out 
to fit the needs of our potential cus- 
tomers and we have developed them to 


“a fine point today.” 


> 


oe Service Is Specialized 





‘For example, the service policy of 
| the+firm is not to spread service over 
too rffany items. The store specializes 
in repairs and service on appliances it 
sels. This is made clear to the cus- 
tomer through daily advertising and at 
the time he makes a purchase. An 
effort is made to service other appli- 
ances, Mr. Flinn explains, where cus- 
tomers are unable to get service of 
where the service has been unsatisfae- 
tory, but the store’s buyers know and 
appreciate the fact that Flinn-Holley 
looks to its own merchandise first. The 
firm maintains three service men anda 
fleet of trucks, and carries an unusu- 
ally complete stock of parts for the 
equipment it sells. 

“We suffered right along with our 
customers on the installation problem,” 
Mr. Flinn says. “Electricians and 
plumbers here in Tyler, just like every- 
where else apparently, were excessive 
in their charges for work done. This 
problem required some real thought on 
our part in our efforts to save the 
buyer as much as possible on costs 
installation. Thanks to a law passed 
by the state in 1947, we were able to 
employ a full-time installer of our ow! 
to handle the plumbing and we madeé 
contract with an electrical contractor? 

(Continued on page 202) 
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Hotpoint’s Latest Triumph Sets New Sales And 
Production Records As Thousands Cheer Sensational! 
Pushbutton Controls And Wonderful “Talking Colors” 






EVER before a range with such features! Never before a 
selling theme so powerful! Hotpoint’s revolutionary Auto- 
matic Electric Range with sensational “Pushbutton Cooking” is 
writing the greatest success story in range history. 

@ Dealers have 36 outstanding features as sales clinchers—in addi- 
tion to Hotpoint’s Pushbutton Controls, “Talking Colors” and 
world-famous Calrod® Units. Dealers get aggressive, year-round 
advertising support in leading magazines and newspapers—plus 
solid merchandising aids that spell P-R-O-F-I-T. No wonder they 
call Hotpoint the franchise with a future! Hotpoint Inc. (A General 
Electric Affiliate), 5600 West Taylor Street, Chicago 44, Illinois. 





Hotpoint makes a range 
to fit every customer's 


budget—six models in all 











equipped with either 
Pushbutton Controls or 


Rotary Switches. 











RANGES + REFRIGERATORS » WATER HEATERS + FREEZERS + DISHWASHERS 
DISPOSALLS® « CLOTHES WASHERS + DRYERS + IRONERS + CABINETS AND SINKS 
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illustrating "STAGGERED" top 
on ROPER model 49-7304K 





When you sell ROPER, you have an exclusive sales story. Exclusive features. 


Distinctive beauty. Personalized selection ... 38-inch, 40-inch and extra- 
capacity “Town and Country” models. ROPER Gas Ranges are manufactured 


for use with all kinds of gas, including Liquefied Petroleum (Bottled) gas. 


Feature this 
EXCLUSIVE 


“gTabctpty: | 


| Cooking Top 


0 eee 




















popular with your customers 


JEWELS OF COOKING PERFORMANCE 


“Stagkered” Cooking Top 6 & “Insta-Matic” Clock Control 
Infra-Red “Glo” Broiler 
@ Large “3-in-1” Oven 


G 


“Simmer-Speed” Burners ® & 
“Insta-Flame’’ Lighters a 


GEO.D.ROPER CORPORATION 


Rockford lilinois 
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Two Groups to Please 





handle all of our wiring. The savings 
effected by these moves have cut instal- 
lation costs more than 50 percent and 
we have thus been able to pass on the 
savings to our customers.” 

The firm’s sales program may be 
divided into three sections : advertising, 
demonstration and personal: contact. 
Always strong believers in advertising, 
the firm utilizes direct mail, the news- 
papers and radio programs to carry its 
message to residents of the Tyler area. 

“Still a major headache in the appli- 
ance business today is the shortage of 
good salesmen,” says Mr. Flinn. “We 
groaned over this fact for a while, then 
decided to do something about it. First 
of all, we appropriated part of the 
money ordinarily paid in commissions 
to salesmen and applied it to our ad- 
vertising budget, and we’ve found that 
advertising is just about the best substi- 
tute for salesmen yet worked out. We 
sponsor sports broadcasts on the radio 
throughout the year and have exclusive 
rights to broadcast both the Tyler 
High School and Tyler Junior College 
football games. 

“There is a great deal of interest 
around here in football, so that we have 
a very large listening audience and 
have received excellent results. As an 
instance, on one broadcast we offered 
a $9.95 irom on terms of $1 down and 
$1 a week, and the result was that we 
sold 128 of these irons. There was no 
other advertising or window displays 
on the iron, so we know that the sale 
was a direct result of the broadcast. 
At another time, we offered a free 
picture of the Junior College squad and 
the next day, had requests for more 
than 500 of them, and our sales volume 
for that day was one of the largest we 


have had. 


Newspaper Advertising Best 


“However, for best overall results we 
feel that newspaper advertising is our 
best outlet. We use from 600 to 2,000 
inches of advertising per month in the 
morning and afternoon papers here. 
Our sales volume increase has cor- 
responded closely with the increase in 
our advertising budget. As long as 
there is a shortage in good salesmen, 
we will depend heavily on advertising 
to carry part of the selling load.” 

Almost every employee of the com- 
pany is a salesman. Contests for the 
reguiar sales staff are numerous and 
varied and are designed to stimulate 
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THE BIG BUILDING occupied by Flinn-Holley, Inc., is about one block out of 
the main business section of Tyler. A free parking lot is in the rear. 


CONTINUED FROM PAGE 200 





the greatest sales efforts. Prizes are 
not large, according to Mr. Flinn, but 
are selected for their desirability, 
Favorite prizes are season tickets for 
all Junior College football games and 
all-expense trips for the larger South- 
western Conference games. Cash 
bonuses are offered to employees out- 
side of the sales department, for sales 
of some particular item. The volume 
sale of electric blankets has been 
boosted greatly by this method and the 
firm expects the sale of such blankets 
in 1948 to add up to more than 300, 

Salesman training, according to Mr, 
Flinn, is in the best merchandising 
tradition. New men are required to 
take the LaSalle Institute sales train- 
ing course, to work with older sales- 
men and to attend the weekly sales 


meetings held on Wednesday nights. 


They learn the art of demonstrating 
every major appliance which the firm 
sells, by utilizing the model kitchen 
installed on the display floor. Inciden- 
tally, this kitchen is offered to home 
demonstration clubs and high school 
economics classes and is used fre 
quently by these groups. 

“A big factor in our merchandising 
policy is our trade-in program,” Mr 
Flinn declares. We believe it is im- 
portant to have an outlet for trade-in 
merchandise and we have paid a lot of 
attention to it. We find that most cus+ 
tomers expect too much free service on 
used merchandise. To get around this 
and to open an outlet we operate @ 
second-hand appliance store where all 
trade-in merchandise is channeled) 


This store is managed by an expefie 


enced service man who reconditions 
trade-ins and resells them. We pay him 
a commission and give him part of the 
profits taken in, in order to insure 
efficient operation. To date, we have 
shown a very nice profit on trade-in 
merchandise,” 

The fifth factor in Flinn-Holley’s 
plan to serve the residents of Tyler is 
the firm’s budget department. Budget 
customers are offered time payment 
buying on small as well as large appli- 
ances and Mr. Flinn reports that many 
of these small appliance buyers tur 
into customers for larger appliances 
later. By handling its own paper, the 
firm maintains contact with its cus 
tomers, keeps a steady stream of traffic 
flowing into the shop and is enabled to 
pass on substantial savings to its buy- 
ers, End 
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NOTHING LIKE THE NATIONAL’ 200° 
HAS EVER BEEN OFFERED AT THE 





elaoh diel mlataclaiiletitels 


that makes money, 


as well as 
protection 


iatehi 


saves 


money! 


The National ''200” is a modern cash register...with a built-in 
adding mechanism. All at a price that brings simplified record-keep- 
ing within the reach of practically every retail business. 

It prevents mistakes...speeds service...shows the price of each 
item in a purchase and the mechanically-added total of all. 

It mechanizes cash-and-charge control...prints a record of every 
transaction ...distributes the amounts automatically into separate 
columns for any desired classifications—such as, departments, sell- 


pays for 
itself 
and then 


pays 


you! 


ing employees, services, commodities, etc. Notations may be written 
opposite any entry. Arid...the “200” can be used for adding at any 
time without disturbing the accumulated cash total. 
See this modern accounting 
tool for today’s business—the 
National “‘200’”— at your local 
National Cash Register office, 
today. 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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Gnefllinule 


Mr. Dealer for 
more years of 


TROUBLE FREE 
PERFORMANCE 


One Minute 


means more money 





THAT LIFE- 
TIME GEAR 
1S UNDER HERE 






in the hank...less spent on service. 





Only One Minute gives you this 
ever-quiet, dependable gear assem- 
bly with but 5 moving parts. Built 
on internal-external gear principle as 
your automobile. Entirely enclosed 
worm drive works in a bath of oil. 
Runs quiet. Simple screw adjust- 
ments when and if needed, Large 
brass water shed prevents water 


seepage. 














One Minute deluxe 
Ironer (model 99) lets 
women iron from an easy 
chair. 








ONI 


your plan for dealers. 


Name 
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Single and double 
One Minute drain 
tubs now available. 


i) 
5 
t Without obligating me, please tell me more about E: 
1 
a 


One Minute is built to make last- 
ing friends and save you service 
dollars at one and the same time. 
That’s an extra profit for you. 


One Minute has a reputation 
with the women folks for clean, 
careful washing; has enjoyed 
that reputation for three genera- 
tions—and you know how women 
talk. 


There are a lot of other rea- 
sons why One Minute washers, 
ironers, drain tubs, etc. are wise 
items for shrewd dealers. Let us 
tell you about them. Fill in the 
coupon, write us a letter or phone. 





MINUTE WASHER CO. t 
Kellogg, Iowa y 











THE REPAIR DEPARTMENT may be operated at a loss but it is a valuable 
builder of future business. G. V. Trulove, service department manager of 
the firm, presides over this one at Gilham Appliance Co. 


The Dealer Speaks His Mind 





CONTINUED FROM PAGE 77 


private brands and other leading na- 
tionally known lines ?” 

Mr. Gilham is quick to point out that 
if his remarks sound as though he 
doesn't believe in free enterprise and 
plenty of competition, such is not the 
His argument is that if a full 
line dealer who sticks strictly to ap- 
pliance selling is to survive in the years 
to come, he will have to be recognized 
for what he is—a creative specialty 
selling worker for the manufacturer 
and the distributor—and an important 
member of the team. 

“We believe that full time work de- 
serves full time pay,” he says, “and in 
reviewing the cost of doing business, 
we are not receiving full time pay.” 

A second point in Mr. Gilham’s 
argument for better team work is his 
opposition to “centralized service’— 
service on a certain make of appliance 
assumed by the distributor for an en- 
tire section of his territory. Admitting 
this service has its advantages; never- 
theless Mr. Gilham feels that in the 
final analysis, it robs the dealer of the 
very thing which costs him so much to 
accomplish—that is, valuable contact 
with his customers, 


case. 


Emphasis on Service 


“Our service department, although 
operated at a loss, is the means of many 
sales for us which might not have come 
our way,” he declares. “Even at the 
risk of appearing egotistical, we have 
not so far found the jobber who could 
or would do for our customers that 
which we perform daily, but on the 
other hand, have many calls from our 
customers complaining of inefficient, 
late or troublesome When 
something goes with an ap- 
pliance, the customer picks up the tele- 
phone and calls the man she bought it 
Yrom. Must he then stand by and say, 
in effect, ‘I sold it to you but I haven’t 
anything else to do with it—call So- 
and-so.’ No—service should be a dealer 
function.” 

A third factor in Mr. Gilham’s plea 
for better team work is his complaint 
that many dealers feel excluded from 
the partnership which he feels should 


service. 
wrong 
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exist between members of the team. In 
other words, he feels that the dealers 
have to shoulder the toughest selling 
problems with little or no help from the 
distributor or the manufacturer. 
“Let us not overlook the many aids 
to the dealer which the distributor and 
the manufacturer provide,” he says, 
“They do the advertising, nationally 
and regionally ; they provide the litera- 
ture and selling helps which make it 
possible for the dealer to perform eff- 
ciently; they furnish assistance in a 
thousand ways which range from cook- 
ing schools and mass demonstrations to 
the loan of experts when you need them 
most, and they operate the training 
schools for salesmen and repair men 
without which few dealers could fune- 
tion successfully. But their responsi- 
bility should not end here. There are 
other vital problems which the dealer 
needs help on and which he must have. 
“Customer sales resistance, for ex- 
ample,” he says. “Many a dealer has 
added many a gray hair over this 
matter, but you can count on one hand 
tlie helpful suggestions on it received 
from distributors and manufacturers 
In the case of my own firm, we have 
had to develop a special approach to 
such contributing problems as the cost 
of wiring an electric range or the cos 
of plumbing installation for a dish- 
washer. The customer doesn’t under- 
stand it, so you must carefully explait 
to him that the plumbing code is a é 
sirable thing and a real protection for 
him in keeping down disease whicl 
might occur from improper venting: 
that the matter of fire hazard justifie 
the investment of $50 or $60 for guar 
anteed safety in range wiring; tha! 
proper plumbing and wiring are ab 
solutely essential to his well being. 


Dealer Responsibility Heavy 


“The dealer works hard to relievt 
the pain. In our case, we relieve tit 
customer of the responsibility of see 
ing out an electrical contractor 
plumber who is familiar with our 4 
pliances and who will take the job até 
reasonable price, by obtaining such co 

(Continued on page 206) 
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CAN NO LONGER SELL 
WHAT YOU MAKE 


you must make what 
you can sell ... and 


KEEP SOLD! 


Equip your products with the new, solderless, 


Yorn in. Manufacturers Assembly Plugs 


Model 470 KEEP YOUR PRODUCTS SOLD by eliminating consumer com- 
plaints and returns due to plug failures. 










Engineered to outlast the appliance. 


These U/L approved, Spring-Action Plugs offer outstanding advan- 
tages not found in other plugs: 

ABSOLUTE STRAIN RELIEF. 

POSITIVE CONTACT AT ALL TIMES BETWEEN 


PLUG BLADES AND OUTLET RESULTING IN 
MINIMUM VOLTAGE DROP. 


VISUAL SOLDERLESS ASSEMBLY. 
ALL RUBBER PLUGS — PRACTICALLY 


Model 471 


INDESTRUCTIBLE! 
NO MORE SHORT CIRCUITS WITHIN THE 
PLUG. 
Cross-section showing pent Standardize on the new Spring-Action, All-Rubber Manufacturers 
page nye yr of wins. Solderless Assembly Plugs — the finest plugs ever made. Write for 
catalog and samples. 
_ PATENTED AND Meets Underwriters’ Laboratories’ New Requirements! 





MANUFACTURERS — A list of manufacturers of cord sets supplied with Spring-Action blades is available 
on request. If you use quantities of plugs, Spring-Action assembly equipment is available. Write for details. 











ALLIED ELECTRIC PRODUCTS, Inc. 


The World’s Largest Manufacturers of Attachment Plug Caps 


CHICAGO 6, ILL.—626 W. Jackson Bivd. 
. h Offices & Warehouse 
68-98 Coit Street, Irvington Il, N. J. Branch Offices oremouses’ LOS ANGELES 6, CAL.—2559 West Pico Blvd. 
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The Dealer 
Speaks His Mind 





CONTINUED FROM PAGE 204 oe 


tractor for him—all on a non-profit 


basis—because we feel our responsi- | 


bility to the customer. All we can pos- 
sibly get out of it is the hope of using 
him to sell his friends more of our 
goods. 

‘But the dealer’s efforts go far be- 
yond electrical service. It becomes 
necessary for him to provide the an- 
swers to such matters as requests by 
telephone from some distressed mother 
who has just spilled boiling coffee on 
her child, for the best kind of first aid 
to render; calls for the telephone num- 
ber of the corner filling station ; queries 
on the operating hours of the self- 
service laundry across the street, and 
demands for the answer to what song 
leads on the Hit Parade. These are 
not distributor-manufacturer problems, 
yet every time one of them is solved, it 
helps to sell his product. 

“But such problems as plumbing and 
installation costs definitely are matters 
in which the other members of the team 
can go to bat for the dealer and can 
help him to cope with, rather than let 
him bear alone the brunt of customer 
price resistance which these things un- 
doubtedly inspire.” 


Contractor Dealings 


Still another point in Mr. Gilham’s 
argument for improved team work is 
what he terms the unfairness of dis- 
tributor-contractor dealings. He makes 
it clear that the average dealer is not 
opposed to the discount sale of ap- 
pliances to builders or contractors on 
new subdivisions or mass contract 
This, he concedes, is legiti- 
mate business and new electrical ap- 


housing. 


pliances should be regarded as fixtures 
the same as fireplaces or bath tubs. 
“But when a contractor builds or re- 
models a house, then sets out to sell 
the housewife a new range or refrig- 
erator, it becomes a matter of competi- 
tion with the appliance dealer, and it 
is the duty of the distributor and the 
manufacturer to recognize it as such,” 
he declares. “Some dealers allow con- 


tractors a discount on appliances as a 
matter of course. Why? Does any con- 
tractor, anyhere, allow the dealer a 
discount on new building? Yet, in 


Continued on opposite page) 





“WHAT CAN WE PUT ON THE TIRES?” 
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Carrier 
p i, du cts ROOM AIR CONDITIONER 


More cooling per watt than any 
comparable unit 


Concealed two-speed control 
Whisper-quiet operation 
Exhaust fan for stale-air clearance 
Adjustable air louvers 
Hermetically sealed unit 
Attractive modern design - 
5-year warranty 
Take the slack out of seasonal slumps. Take 
on the dual franchise that means all-year-round 
sales and greater profits. Get off to a head start 
with Carrier’s trail-blazing models—a com- 
pletely new Room Air Conditioner and a great 


new 15 cu. ft. Food Freezer. Write for details. 
Carrier Corporation, Syracuse, New York. 


Air Conditioning - Refrigeration ~- Industrial Heating 
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THE NEW CARRIER 
FOOD FREEZER 


Internal temperature control 

Exclusive quick-contact freezing 

Extra-thick insulation 

Hermetically sealed unit 

Large 15 cu. ft. (600 lb.) capacity 

Space-saving upright design 

Convenient aluminum shelves 

5-year warranty 
Powerful all-year-round advertising and pro- 
motion back these two sensational new Carrier 
products. Designed, engineered and built by 
Carrier, they lead the value parade. Complete 
information on request about Carrier’s all-year- 


round profit-making dual franchise. You'll find 
it well worth your while to look into it! 


Gz Air Conditioning - Refrigeration - Industrial Heating 
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| many cases the dealer finds that he has 


to allow this discount because if he 
doesn’t, he finds his own distributor in 
competition with him!” 


Other Responsibilities Cited 


There are several other responsi- 
bilities which Mr. Gilham believes the 
distributor and manufacturer owe the 
dealer but which he points out have 
been either shirked or ignored alto- 
gether. Among these are an organized 
fight on the gray market, against which 
the dealer alone is powerless; the 
elimination of selling or “tie-in” deals 
in which the dealer is forced to take 
on extra merchandise in order to obtain 
such scarce items as refrigerators and 
ranges; care in promising more for an 
appliance than can be delivered without 
allowing dealers enough to cover the 
cost of the warranty; continued low 
mark-ups on appliances despite the 
heavy increase in the cost of operating, 
and price reductions without protection 
to the dealer. 

“Tf the distributor and the manu- 
facturer are good ones, they’re going 
to be interested in the dealer,” he sums 
up, “because the dealer is the key man 
on the team.” 


Good Relations 


Mr. Gilham reiterates that his own 
relations with distributors and manu- 
facturers are of the best and his pro- 
gram of merchandising proves it. He 
handles the full Hotpoint line, Bendix 
washers, Youngstown kitchens, Cros- 
ley, Philco and RCA radio and tele- 
vision sets. When television officially 
came to the Georgia city last Sept. 29, 
Mr. Gilham was among the dealers 
who had already sold 10 or more sets 
and who were working hard to capital- 
ize on the new medium by proper sell- 
ing and service. He made a special trip 
to Chicago during the summer to look 
over the television field, learn what he 
could about it and to decide whether he 
wanted to handle it or not. He did and 
his selling plans are geared to do an 
intense business in that field. Already 
his service department head has at- 
tended the first service class held by 
Philco and is planning further study on 
it. End 
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| “HE'S GOT THE WASHING MACHINE FIXED. 


SHALL I CARRY YOU DOWN TO THE LAUNDRY 
SO YOU CAN TAKE ADVANTAGE OF THIS 
GOOD SUNSHINE?” 
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<EMPIRE 
APP CES 


OY) 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 









00000 


EMPIRE 
Electric Perco-Drip 


® Makes Better Coffee with- 
out boiling 


® Beautiful Modern Design 


® Brilliant Polished 
Aluminum 


® Cool Thermoplax Handle 


® Patented Direct-Heat 
Emersion Unit 





® Listed Underwriters’ 


DDD D]DDIP LD] 
QOD NDNDODODDDl 3] 


Laboratories 
© Fully Guaranteed No. 1802 
Suggested Retail 
* In 5-cup and 9-cup Sizes Price, $4.75 


EMPIRE Aristocrat Electric Toaster 


* Smartly Styled 


® Lustrous Chrome 
Finish 


® Toast-Warming Fiat 
Top 


® Turns Toast Automa- 
tically by flip of door. 


*® Extra Wide Element 
Toasts Uniformly 

















*® Cool Ebonized Handles 





® Listed, Underwriters’ 


No. 769 Laboratories 
Suggested Retail 
Price, $3.95 * Built for Long-Life 


Service 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


*® Handy for Sportsmen, 
Farmers, Motorists 


® Focal Adjustment—Spot to 
Flood at turn of lens head 


* All-Position Base beams 
light in any direction. 


* Sturdy, Precision Work- 
manship. 


* Easy-Grip Reed Handle 


DDD DOOD DDODIDD]S 


© Waterproof 
RETAIL PRICE No. 900 
SLIGHTLY HIGHER Suggested Retail 
IN WEST Price, $3.95 


O000000 
THE METAL WARE CORPORATION 


Educational Toys 


CHICAGO 


Lanterns 


TWO RIVERS, WISCONSIN 


Manufacturers of Electric Appliances 


NEW YORK 
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THE BARDEN STOCK of home freezers. A loaner or two is kept in the back 
room. Pat’s going deer hunting, hence the rifle. 











Whenever Pat Barden gets a service 


call, he hikes another home freezer on 

his truck and whizzes out and ex- 

changes it. Sometimes it is merely a 

case of a motor burning out and in 

| that case he can take the local Toronto 
electrician who replaces it. When any- 
thing more serious occurs, he has been 
letting the Amana service department, 
which is not too far away, handle the 
case. 


In closing sales Pat points to some- 


thing that city folks never think of in 
doing business. 


“A farmer is off his noodle if he 


doesn’t butcher his own meat,” he 
says. “If you sell a steer or a hog, 
you have to turn it in on your income 
tax and get hooked anywhere up to 
25% of your profit. If you butcher it, 
you never even make a report on it. 
The savings you can make by butch- 
ering your own meat are tremendous. 


Therefore, virtually every farmer is 
hooked up with a locker plant, and 
the one that does a good job of proc- 
essing meat is the one that gets the 
business. 


“There is one thing to remember 
about farmers. Even though they are 
prosperous, they hate to part with 
money. That is why it is easy to make 
a deal with them on the basis of bar- 


| ter. They know perfectly well that a 


steer has $300 worth of meat on it. 
However, they have been looking at 
that steer until they are tired of seeing 
it, and it doesn’t seem as much like 
$300 as it would if the farmer could 
reach into his billfold and pull out 
those greenbacks. Consequently, it 
is easy to deal with them if you can 
take something in trade as down pay- 
ment. 

While farmers are very prosperous 
and most sales are for cash, some of 
them are not. These he finances 
through banks in the neighboring 
towns. The deal usually sizes up 
around $500 or $600. 

A 5 cu. ft. locker will rent for $10.50 


| a year. At this rate the home freezer 


CONTINUED FROM PAGE 79 


Farm Freezers Make Sense 





is a bargain, but it’s that processing 
business that keeps the customers loyal. 
For Pat does not want to get a lot 
of empty lockers on his hands. He does 
not feel that home freezers compete 
with locker plants if the owner does 
a good job of processing. 


Competition No Headache 


He ‘has no trouble rapping sharply 
on the knuckles of outside competition. 
Not long ago Edgar Seifert said he 
was buying a 10 ft. box from a cousin 
in Davenport. “What will you do if 
you have a breakdown?” asked Pat 
Barden. “You can’t expect your cousin 
to run all the way over from Daven- 
port to fix you up.” That gave him 
pause. 

Two of the Barden customers on 
whom Electrical Merchandising calle 
were Gladys and Floyd (Barney) 
Jones on R.F.D. 1, out of Wheatland, 
Iowa. They live ona rented farm and 
the youngster had just come home 
from school. 

“What would you like for lunch?” 
his mother asked him. 

“Oh, I’d like some fried liver,” was 
the reply. 

“With a freezer we have a variety 0! 
stuff that we never could enjoy in the 
past,” says Mr. Jones. “I can give 
him iried liver. In years past it would 
have to be ham, sausage or whatever 
we happened to have on hand. We 
live on a rented farm, and a tenait 
always has to be faced with the poss 
bility of moving at the end of every 
year. A home freezer is something tha 
you can tote along with you. It 
wouldn’t pay us to fix up this hous 
with a water system or anything es 
like that, because we would have 
leave it behind; but a freezer goes with 
us. It pays off, and we wouldn’t dreat 
of being without it.” 

More than 136 other folks aroutt 
Toronto feel just the same way, and 
Pat Barden can get the whole county 
for territory, he is going to have! 
woman out selling for him within 4 
radius of 30 miles. Freezers malt 
sense with farmers. End. 
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He’s a Barn Store 
Dealer Now 


eomsCONTINUED FROM PAGE 76see 


The renovation of the barn for sell- 
ing appliances cost Harrison about 
$4500, but you must consider that he 
did much of the work himself, along 
with his family’s help, and also that 
sizable quantities of old or used mate- 
rials went into the job. 

A thousand dollars was spent on the 
attractive, residential-like siding, ex- 
plained Harrison, but he considers this 
one of the most worthwhile expendi- 
tures because the building needed this 
improvement anyway. 

“We don’t do any advertising to 
speak of,” said Harrison, “and we find 
that most of our contacts or prospects 
come from word-of-mouth advertising 
and our attractive salesroom. 

“Here’s the way it works—on week- 
ends especially, with motorists out for 
a little spin, you’ll find one or two 
breaking the ice and stopping to see 
what the heck this big appliance sales 
room is doing way out here away from 
the city. 

“Once we get a car or two parked in 
front of the place, the party begins. 
They stop by twos and threes, and 
begin to line cars up and down both 
sides of the highway. Everyone’s in- 
nately curious, you know, and wants to 
know what the other fellow finds to 
arrest his attention. We capitalize on 
curiosity, all right.” 


Water Heater Service 


Harrison clinches many rural sales 
by asserting to prospects that he’ll per- 
sonally supervise installation and serv- 


icing of the appliance. On water heat- | 


ers, for instance, he has been doing a 
landslide business throughout north- 
western Pennsylvania, because he 
guarantees that the day the heater is 
delivered, hot water will be available 
in the house. 





Youngstown Kitchens are another | 


“main line” with Harrison Electric. 
This retailer sees no reason why those 
aiming at the rural market shouldn’t 
carry complete outfittings of every 
description, and get all the electrical 
dollars that a home will afford. 


House Still A Showplace 


“You should gather that we still | 


make a showplace out of the house,” 


commented Harrison. “Why not? It’s | 
just like we told ELecrricaL Mer- | 
CHANDISING readers before—we’ve got | 


any"appliance, large or small, actually 
in use there, even two freezer cabinets! 
People love to go from our salesroom 
to our home, or vice versa. 

“We work a little diversion ‘propa- 
ganda’ into our selling, of course. We 
try to keep on hand, cold, enough pop 
to satisfy the young people that come 
with their parents, and that pleases 
both the grownups and their small try. 

And we average about two and a 
half gallons of ice cream weekly, dis- 
Pensed to visitors, mostly children, as 
they visit in the house and around the 





Place in general. Harrison Electric has | 


become a kind of glamor spot in the 
countryside, and we find it pays to 
Continue that impression.” End 


Inlands 


Magic Touch’ 





NATIONAL ADVERTISING SELLS IT! 


Thousands of your refrigerator prospects 
and users will see this picture in Inland’s 
“Magic Touch” advertising in the Saturday 
Evening Post and Good Housekeeping dur- 
ing the best selling season. It tells how the 
“Magic Touch” Ice Cube Tray works. It sells 
the complete ice cube convenience possible 
only with Inland’s “Magic Touch.” 













gerators fully equipped 


fri 
ioe re Ice Trays 


with Inland “Magic Touch 
give your customers 


complete ice convenience 
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Demonstrating this Inland Ice Cube Tray 
to refrigerator prospects makes sales easier. 
So be sure that all new refrigerators you stock 
and display offer the “Magic Touch.” Insist 
that they come to you completely equipped 
with Inland “Magic Touch” Ice Cube Trays. 


Easy Replacement Sales for Quick Profits 


Sell the “Magic Touch” Tray to refriger- 
ator users who are now getting along with 
battered, outmoded, inconvenient trays. The 
marvelous convenience of the “Magic Touch” 
is so obvious that replacement sales are amaz- 
ingly easy. Get these immediate profits—this 
season, this month, now! 


INLAND MANUFACTURING DIVISION 


General Motors Corporation, Dayton, Obio 
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PATENTS PENDING 


a tro Se4vost-it 


| “DEFROSTS ... WHILE YOU SLEEP” | WHILE YOU SLEEP”’ 


* TRADE MARK REGISTERED 


CONVERTS ANY REFRIGERATOR TO 
FULLY -Catomatic DEFROSTING 


It's easy to sell appliances people want. Every housewife 
wants ‘de-frost-it’. Automatically defrosts any home elec- 
tric refrigerator every night after 1:30 A.M. Midget-sized— 
fits in the palm of your hand. No installation costs—just 
plug it in. Improves refrigeration. Saves food, time and 
electricity. 








Nationally advertised Spring campaign in LIFE and 
GOOD HOUSEKEEPING starts in May. Stock up now. 
‘de-frost-it' builds traffic and sales. Paragon's liberal 
discounts builds profits quickly. See your jobber today. 







PARAGON EXCLUSIVES ! 


_ A flip of the finger sets the exact defrost 
cycle for any refrigerator. Adjustable from 
1 to 4¥2 hours. Plus “Skip-Defrost” for stor- 
ing ice cream, frozen desserts over night. 


SEE YOUR JOBBER OR WRITE 


Paragon ELECTRIC COMPANY 


38 TWELFTH S1————————- TW0_ RIVERS, WISCONSIN 
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What’s the Matter with Women? 





man, and have proven that they can be 
successful. “We’re so firmly con- 
vinced that women have a big place in 
the appliance business that we’re will- 
ing to really stick our neck out and 
back up our belief with a proposition.” 
The proposition, in brief, was for G-E 
to hire “mature, personable women” 
and train them to know and sell G-E 
products. In conclusion, Poorman 
asked for dealer reactions to the plan. 
At this writing, 53 dealers had re- 
plied. Fifty-two of the responses were 
enthusiastic and requested anywhere 
from one to five saleswomen. 
Among the replies were some that 
included special requirements like this: 
“Would be willing to hire four sales- 
women and would prefer girls that 
speak and understand Italian.” 
Another respondent wrote, “Con- 
gratulations on another G-E first, but 
let’s get started quickly, please”. 
Other dealers wanted to be sure that 
they could get women from their own 
territories and still others wanted more 
information about the type of remun- 
eration. 


Training Program 


Now committed to the plan by his 
own letter and the dealer response, 
although the parent company is not 
officially committed to participation, 
Poorman has evolved tentative plans 
for the hiring, training and paying of 
saleswomen. Whether the plan achieves 
wider adoption by the parent company 
depends on Poorman’s success or 
failure. Because of the size of the 
operation he has engaged a sales train- 
ing specialist who will have the specific 
mission of training successful appli- 
cants in groups of 50 for three to four 
week periods. Applicants will be se- 
cured by advertising in various news- 
papers with an eye to obtaining West- 
chester women for Westchester dealers 
and Polish or Italian speaking women 
for dealers who demand such linguistic 
accomplishments. During their train- 
ing the women will receive about $5 a 
day and instruction not only on the 
features of G-E products but also on 
those of competitors. They will devote 
a good deal of their time to basic selling 
fundamentals. At the end of each day’s 
classes they will be given homework 
assignments which will be graded the 
following morning. Those students 
who are unable to maintain a satisfac- 
tory average will be dropped from the 
course. 


Wanted—Mature Women 


“We're going to look for mature 
women,” says Poorman, “women who 
have or have had a home, who are 
wives, who have worked in stores, who 
have had some kind of selling experi- 
ence. We want women who will stay 
on the job. We'll hire them and train 
them and then we'll say to the dealer, 
“You wanted so many women. Well, 
we've got some here that are trained 
and qualified and come from your ter- 
ritory. Do you want us to send them 
out to you or do you want to come in 
and talk to them here?” 


MARCH, 
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When training is completed, it will, 
of course, be up to the individual deal- 
ers to determine how much they are 
going to pay their new employees and 
on what basis, says Poorman, but G-E 
will work out several acceptable plans 
in advance of training and discuss them 
with both the dealers and the students, 
However, it is his personal opinion that 
salary-plus-commission is the most ac- 
ceptable basis of remuneration. “] 
don’t see any reason why a woman 
can’t go out and make $75 a week in 
this business,” he declares. “We’re not 
asking the dealers to hire these women 
because they are cheaper than men, 
We're asking them to hire them be- 
cause we know women want to work 
and can sell and because men are hard 
to get.” 

He emphasizes that the plan does not 
envision using women as cold turkey 
canvassers. “It’s the old idea of using 
the user. These women can follow up 
leads and prospects, can call on people 
who have already bought appliances, 
and can sell them more or newer appli- 
ances. 


Change of Heart 


If the plan had been proposed at this 
time last year the dealer response 
would have been one of doubt, but the 
sudden change in market conditions is 
indicated by one long dealer reply to 
Poorman’s letter of proposal. It in- 
cluded these remarks: “Women are 
satisfied with less money. If a woman 
goes home with $60 per week she has 
a good job. We have men in our plumb- 
ing department that go home with ap- 
proximately $100 per week and they 
make you feel like they are getting a 
home relief check. 

“Women should be able to run home 
appliances, as they were made for 
women. If a refrigerator runs, a range 
cooks, a washer washes, the man of 
the house is satisfied. He is limited as 
to his knowledge of the latest improve- 
ments in design, etc., but the Mrs. 
knows what is going on by shopping, 
reading ads and visiting friends. 
Women pride themselves on knowing 
what is the latest, therefore it is natural 
that a woman could sell. 


Good Psychology 


“Women are as clever as men. There 
isn’t a home appliance demonstrator 
that doesn’t end by saying, ‘My, a few 
times of practice and you will do better 
than I! You take to this naturally. .. 

“The average salesman that comes 
in... asks for from 15 percent to 2 
percent commission. That is impossi- 
ble. . . 

“If you are willing to spend money 
training saleswomen for us we aft 
grateful for the opportunity to take 
advantage of your generous offer.” 

Poorman’s own experience with 
G-E’s 17 home demonstrators, plus the 
enthusiastic dealer response, makes 
him optimistic about the end results of 
the training program. “There is,” i 
says, “nothing the matter with nea 
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. | For Automatics | : Steam and 
Ww up a - ” . 
= M. CARLSON of the Carlson | p manent j Dry Iron 
appli- ¢ Appliance Co. of _Helena, 
Mont. sells about ten automatic wash- 
ers to every one of the conventional 
type. This is because he believes in 
the advantages of the automatic and 
ut this has consistently pushed the Bendix 
ponse line, which he carries, until he now 
ut the has about 450 machines out in an 
Ons 15 area which boasts about 15,000 popu- 
ply to @ lation. 
It in- 
n are & Good Service All the Way 
yoman F 
ve hes Be says = going was —s | 
_— the start, while acceptance was being F aes 
res ) = built up, and during the period before | ae ae oe Se 
1 they all mechanical defects had been ironed | 73 Theve’s never been an iven like it, 
ting 2 out. 3ut good service from the be- | 4 
ginning built up confidence in the | 
product. 
| home . ; 7 
le fe Newcomers in the automatic field | 
‘range have the advantage of the acceptance | 
oe : built up by the pioneers. Service is 
mete still of the greatest importance, in his | 
opinion—and no dealer is safe in | hoe ‘ 
— = carrying any line of automatic washers | 
a | who does not have men on his staff | CAN-O0O-MAT 
riends. _— in the repair of that ap- | The Most Beautiful Can Opener Ever Made! 
rowing — | 
natural 


Inside Selling Preferred 


Much of the selling can be done 

in the store. To facilitate this less ex- 

_ pensive way of reaching customers, he 
runs demonstrations from time to time. 
a A free space is kept available in the 
pi Storage and shop area to the rear of 
) the store, which can be fitted with 
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— chairs, to accommodate as many as 

‘oD fifty prospects and users at one time. 
it < Post-sale demonstrations are stressed. 
mposs It is always a good idea to have some RIND Of! Jui — eee 

purchasers mixed with the prospects, NO BITTER uices Citrus rur > ry 

money Mr. Carlson finds, for the psychologi- without pulp or seeds. It’s a streamlined beauty in NOTHING ELSE LIKE IT!.... Single Action Handle. 

re afe 5 i . eyes chrome and attractive colors that SELLS! ni * “ae 

we 4 cal effect. No levers, no oiling, floating cutter. Rival’s com- 
to take *® plete Can Opener line means neat profits for you! 
fer.” - Outside Follow-ups 
e will M , NATIONALLY ADVERTISED! See these Rival products in Good 
plus the een im the field follow up sales Housekeeping, Ladies’ Home Journal, Better Homes & Gardens, 

makes Started in the store, and also contact Life, Saturday Evening Post, and Parent’s Magazine during 1949. 
sults of old customers to obtain fresh prospects 
Gs.” he and perhaps to sell an electric dryer as 
coal” the contract for the original purchase 


begins to run out. End 
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Appliances in the Magazines 


McCall's 


“How Do You Like to Cook?” asks 
Elizabeth Sweeney in the March issue 
of McCall’s, and shows some mouth 
watering meals from the electric oven, 
surface units and broiler. 

In the same issue Anna S. Fisher 
shows how the mixer squeezes the 
lemons, mixes the filling to a smooth 
consistency, whips the egg whites, 
The cream in “Lemon Chiffon Pie 
Made in a Mixer.” 

“A Wonderful House to Live In,” 
another unit in the same issue, de- 
scribes a first floor activity room that 
offers freedom to the entire family 
with a place for entertaining, for 
ironing, sewing to mention a few of 
the activities involving the use of op- 
pliances. The compact U-shaped 
kitchen-laundry described in this same 
house is complete with automatic 
washer, dryer and water heater. 


Good Housekeeping 


“You Manage Better with a 
Freezer” says Helen Kendall in a 
four color article in March Good 
Housekeeping, showing the time and 
work saving convenience a home 
freezer can provide. There is ‘plenty 
of practical information and advice on 
the size freezer to buy; how to make 
it work for the user, etc. 

In the “Hope Chest” department, 
Lee Chapman advises brides on the 
things to look for in buying a mixer; 
where to store it, and how to make 
the mixer save time and energy. 

“Do’s and Don’ts for Electric Bed 
Coverings” is another appliance fea- 
ture in the same issue, 


Woman’s Home Companion 


“Just the Light She Needs,” by 
Elizabeth Beveridge, in March issue 
tells how a Cleveland Companion 
reader changed her house into a sunny 
daytime glow on a 24-hour basis after 
consulting a lighting adviser. 

“Boy Irons Shirt” shows pictorially 
how the boys in the Bachelor’s Club 
in East Aurora, N. Y. high school 
went all out for the 44 minute sit-down 
shirt-ironing technique. 


Ladies Home Journal 


The kitchen modernization feature 
for February in the Journal is entitled 
“Poet’s Kitchen” by Gladys Taber, 
and it describes Edna St Vincent Mil- 
lay’s newly modernized kitchen with 
before and after illustrations. 


Parents’ 


The Home Family Section of 
Parents’ for March contains two 
articles which includes appliances: 
“Every Motion Counts”, which de- 
scribes a work-simplification kitchen 
designed by the New York Heart As- 
sociation complete with a set of rules 
for conserving time and energy. And 
“Every Minute Counts,” which tells 
how the Comcowich family of seven 
finds small kitchen appliances such as 
the toaster simplifies a full life. 


Better Homes and Gardens 


In “It’s Magic Your Sewing Ma- 
chine Can Do,” Mary Broosk Pickens 
pictures all the new sewing machine 
attachments now on the market to 
make sewing jobs look professional. 

“Radio Repairs You Can Make” by 
‘Jack Darr and W. R. Simmons gives 
in detail some easy to follow instruc- 
tions for repairing a radio. 

And Richard Hanscom lists “Ten 


MARCH, 


Tips on Refrigerator Care” in the 
same issue. 


House Beautiful 


Electric dishwashers and garbage 
disposers get the complete treatment 
in February House Beautiful where 


Charlotte Eaton Conway tells the real - 


truth about the dishwasher sink in 
“Is It True What They’re Saying 
About Mechanical Sinks” and follows 
it up with “What You Need to Know 
About Dishwashers and Garbage Dis- 
posers” with a check list of questions 
and answers that give complete in- 
formation. 

Radios, record players and wire re- 
corders are featured by Richard Wil- 
liams in “New Devices for Music in 
the Home.” 


House & Garden 


Kitchens are featured in February 
House & Garden with a variety of 
storage suggestions in the way of 
cabinetry for saving time and space. 
There is an all electric kitchen fea- 
tured in the House in the Berkshires 
series, which has a ventilator, electric 
range and an automatic sink. 

Another electrical unit in the same 
issue is “For Good Living Your 
House Needs Good Lighting.” 


American Home 


Two first floor laundries are de- 
scribed by Edith Ramsay in “Sunlit 
Laundries and No Stairs to Climb,” 
in the February issue of American 
Home. 


Household 


In February Household “Elizabeth 
Shaffer Looks At Kitchen Improve- 
ment.” 


Family Circle 


Jessie Bakker tells “How to Get 
the Best Results with a Nonautomatic 
Washer” in February Family Circle. 


Farm Journal 


The opening editorial page of Feb- 
ruary Farm Journal shows Secretary 
of Agriculture, Charles F. Brannan, 
with his wife and their electric range. 

Naomi Shank reviews all the dish- 
washers on the market and what they 
will do in the way of service for the 
farm wife in “Dishwashers, They’re 
Fine on the Farm.” 

An electric kitchen is one of the 
features of “How a West Virginia 
Farm Family Put Storage in an Old 
House,” by Rachel Martens. 

The freezer is also featured in “For 
your Valentine Party Frozen Salad.” 


Successful Farming 


Jim Roe in February Successful 
Farming shows the variety of chores 
that can be done on a farm with 
electrical machinery in “Are Your 
Chores This Easy?”. 

“The Best Place on Earth!” in- 
cludes a kitchen-dinette, complete with 
range, refrigerator, radio and other 
electrical equipment. 

“Six Things a Binder Will Do” 
shows a variety of sewing machine 
attachments and the jobs they can do 
under skillful guidance. 


Forecast 


For February, “Forecast Visits the 
G-E Test Kitchen in Bridgeport.” 

Facts about the dishwasher and the 
garbage disposer are contained in “The 
Modern Dishwasher. 


1949—ELECTRICAL MERCHANDISING 























































































Scheduled Meetings of 
26th DAILY MAIL IDEAL HOME THIRD INTL. LIGHTING 
EXHIBITION EXPOSITION & CONFERENCE 
e Olympia Industrial & Commercial Lighting 
London, England Eaupment Section S$ tor OVER 55 YEARS 
March 1-26 Natl. Electrical Mfrs. Assn. j 
Stevens Hote!, Chicago, Ill. QO il / 
March 29-April 1 ® £ / 
je EXPOSITION OF ELECTRICAL j 
it PROGRESS ° . i 
ATTANOOGA ELECTRIC ba 
re Electric Assn. of Kansas City = WEEK SHOW Gas-Fired Radiant 
“ Exhibition Hall, Municipal Auditorium Electric Power Board of Chattanooga Model 767 24,000 B. T. U. | 
Kansas City, Mo. Memorial Auditorium, Chattanooga, Six double radiants 
s March 2-6. Tenn. j 
April 4-8 
:- 1949 NATIONAL CONVENTION a 74 Leader! Gas-Fired Circulators 
“ Institute of Radio Engineers CONFERENCE Models 738-739 Vented 
= a and Grand Central = Egicon Electric Institute 20,000 and 30,000 B. T. U. 
e- New York, N. Y. — Beach Hotel, Chicago, Ill. Sizes 29%” high by 14%” x 21” 
i Mesch 7.90 P and 33” high by 14%)” x 23%” 
MFRS. WESTERN HOUSEWARE 
SHOW 
NATIONAL MARKETING . . ° 
CONFERENCE Alexandria Hotel, Los Angeles, Calif. Gas-Fired Circulator 
ry Domestic Distribution Dept. April 10-14 | Model 772 30,000 B. T. U. 
: — of Commerce of the United ANNUAL CONFERENCE Patented Removable Casing, 
e Neil House, Columbus, Ohio Southeastern Electric Exchange Full Porcelain Heating Unit, 
4 March 8-9 Boca Raton Club, Boca Raton, Fla. Forced Air Circulation, Single Burner 
wl April 13-15 
ric 
WINTER CONVENTION MIDWEST POWER CONFERENCE 
me Natl. Electrical Mfrs. Assn. Sherman Hotel, Chicago, Ill. 
yur Edgewater Beach Hotel, Chicago, Ill. April 18-20 Hew Gas-Fired Circulator 
March 13-18 
Appliance Parts Jobbers Assn., Inc. Patented Removable Casing 
a MARKETING CONFERENCE Sherman Hotel, Chicago, Ill. Full Porcelain Heating Unit 
lit American Management Assn. April 28-30 Forced Air Circulation, Double Burners 
b,” Hotel Pennsylvania, New York, N. Y. 
an March 17-18 SPRING MEETING 
American Trade Assn. Executives 
Shoreham Hotel, Washington, D. C. 
INDIANAPOLIS ELECTRICAL April 30 -Fi i 
. aan anoabe teehee Gas-Fired Circulator 
= Merchants and Mfrs. Bldg., Fair NATL. HOME LAUNDERING Model 773 60,000 B. T. U. 
Grounds WEEK Patented Removable Casing, 
Indianapolis, Ind. Amer. Washer & lroner Mfrs. Assn. Full Porcelain Heating Unit, 
March 19-26 June 6-13 Forced Air Circulation, Double Burners 
Get 
atic 
1. T. & T. Enters Video Coast Utility Will Be Oil Circulators 
ad With Farnsworth Purchase Clearing House For TV Model 954 36,500 B. T. U. 
ary International Telephone and Tele- At the request of the radio and tele- Model 955 46,000 B. T. U. 
an. graph Corp. has acquired the Farns- Vision section of the San Francisco Model 956 60,000 B. T. U. 
ge. worth Television and Radio Corp. to mit, Northern California Electrical Forced Air Circulation, Front Dial 
ish- enter the television manufacturing in- Bureau, the Pacific Gas & Electric Heat Control, Fuel Tank Govae 
hey dustry, it has been announced by 0. will act as a “clearing house” for Rss on ge, 
the Sosthenes Behn, founder and chair- eceiving and compiling a list of video Humidifier, Adjustable Legs 
y're man, I. T. & T. Mr. Behn stated that users in the San Francisco area. The 
I. T. & T. will purchase the assets of identity of the seller and the number 
the the $10 million television concern by of sales by individual dealers will be 
inia means of a $1 million secured advance held confidential. ne 
Old to permit the company to honor some San Francisco television outlets, Coal Circulators 
of its obligations and replenish its POM written request, will be provided 
For working capital. The 1,680,568 shares with names and addresses of owners Model 843 3 to 4 Rooms 
ad.” of outstanding Farnsworth stock will to keep set users informed of pro- Model 853 4 to 5 Rooms 
be offered one share of I. T. & T. for 8tams, to distribute program listings Equipped with Cole's Original 
each dozen shares of Farnsworth held and conduct popularity studies. Hot Blast System of Combustion 
sful by stockholders subject to their ap- 
ages proval. 
vith Capehart Conti 
‘our ‘ ~ ene _ “ e@ Accepted and preferred for over 
mn announcing its entry into video ‘ 
to anne, I. T. & T. made known two generations 
. that it expects to continue manufac- 
th . pects e 
eas turing operations of Farnsworth at One Word @ Cole Hot Blast Heaters are easy 
~ ales ayne and that the national Attention is called to the cartoon to sell i‘ 
Do” apehart distributor and dealer or- on page 276 of the January 1949 GF 
hine — which have been built up issue where the brand name on the Dealers, please write for free literature and ZA 
1 @ te the years would be main- home freezer should have read name of distributor in your territory i= KA ZA 
It Deepfreeze instead of Deep Freeze. 
an was reported that the entry of Deepfreeze is a brand name and the ™ 
per corporation into the video re- property of Motor Products Corp., l 
. the ¢r manufacturing business might | which is fighting an uphill battle to 
: soon be followed by others, possibly keep it from becoming generic, or 
: Raytheon Mfg. Co. Admiral C Salty poy | 
| the and Emers . di —_ orp., generally used for all home freez- MANUFACTURING COMPANY 
‘The Com. on Radio and Phonograph | ers, 3817-35 South Racine Avenue, Chicago 9, Mlinois 
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? New Silent Breeze 
“Night Cooling” Units 


with amazing, new features to 
build bigger profits for you! 







Package 
Includes Automatic 
Ceiling Shutter 


© One Unit for Any Installation 


Here is the most practical complete fan package you’ve ever seen 

. and the easiest to install. Flexible, air-tight fabric seal is 
slipped over and sealed to extra deep venturi ring to form suction 
box. Resilient isolators between frame and mounting brackets; 
complete unit floats on rubber. Everything you need included in 
Installation Parts Kit. When you sell Silent Breeze Gold Seal you 
have either a horizontal or vertical package merely by switching 
Installation Kits. Simplifies your installation problem—holds 
down your inventory. Fan and motor bearings sealed and lubri- 
cated for life; never need oiling. 5-year guarantee. 


© Reap ready profits 
from big rental market 
with America’s most 
beautiful window 
ventilator 


New, streamlined beauty and com- 
pactness. Ideal for apartments and 
small homes. Fits inside any win- 
dow frame measuring 27” or 
wider. Extends into room only 3! 
inches. Only tool needed for in- 
stallation is screw-driver. Can be 
removed in a minute for washing 
windows. 24” fan, quiet two-speed, 
rubber floated motor. Plugs into 
any AC outlet. Weighs only 40 lbs. Easily converted to Portable 
Circulator. 























Silent Breeze dealers sell ‘Night Cooling” and healthful ventila- 
tion, not just attic fans. We provide you the “selling tools” and the 
best values in the field. Get set right away for the big profit-making 
season just ahead. Write or wire for complete details on the Silent 
Breeze money-making dealer franchise. 


HOLCOMB & HOKE MFG. CO., INC. - Established 1896 


1549 Van Buren Street + Indianapolis, Indiana 


VENTILATING FANS 


w 
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APPLIANCE TECHNOLOGISTS K. G. Roe, General Electric Co.; Julia Kiene, West- 
inghouse Electric Corp.; and Rhea Shields, Deepfreeze Div., Motor Products Corp. 


Refrigeration, Freezing Experts 
_ Open 1949 Round Table Workshop 


Processing, packaging, use discussed: 
Packard reviews merchandising methods 


Refrigeration and freezing was the 
topic under discussion at the opening 
of the Electrical Women’s Round 
Table of N. Y.’s 1949 Workshop For 
Electric Living at the General Electric 
Auditorium, 570 Lexington Ave., 
N. Y. C., January 26. 

Dr. Martha Johnson, manager Food 
Research and Appliance Testing Lab- 
oratories, General Electric Co., was 
the chairman of this full-day’s session. 

More than 140 women registered for 
the complete 4-day course, which is to 
be spread out one full day each month 
from January through April. The 
registrants represent a cross section of 
women in the appliance field from 
home economists in utilities, depart- 
ment stores and distributors to maga- 
zine editors and home economics teach- 
ers from nearby schoo's an colleges. 

In the opening lecture, “Fundamen- 
tals of Refrigeration,” K. G. Roe, re- 
frigeration division. General Electric 
Co., outlined in simple terms the prin- 
ciples of refrigeration with the aid of 
charts and graphs. He traced the de- 
velopment of re‘rigeration from the 
old ice box to present-day two-tem- 
perature refrigerator-freezer models, 
showing the main types of refrig- 
erators on the market today and 
outlining their limitations : the conven- 
tional refrigerator with up'ght evapo- 
rator; the refrigerator with freezing 
compartment across the top; and the 
two-temperature combination refrig- 
erator-freezer. 

“Controlled refrigeration and freez- 
ing holds fresh and processed foods in 
the most nearly natural states of ac- 
ceptability, palatability and nutritive 
value of any methods known,” said 
Dr. Edward E. Anderson, food tech- 
nologist, University of Massachusetts, 
in his talk on the “Effect of Refrig- 
eration and Freezing on the Quality 
and Nutritive Value of Foods.” Re- 
search to date reveals that no matter 
how careful we are in freezing and 
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packaging pork products, deterioriza- 
tion of the fat takes place after 8 to 9 
months, according to Dr. Anderson. 
Salt accelerates fat breakdown, he 
added. Ascorbic acid (Vitamin C) 
extends the storage life of fats, it has 
been found, although the main use of 
ascorbic acid is to prevent enzymic 
browning in such cut frosen fruits as 
apricots, peaches and apples. 

“Processors must use care in b!anch- 
ing such vegetables as broccoli, spin- 
ach, carrots, berries and fruits, so that 
their sweetness is not lost in prepara- 
tions incident to freezing,” Dr. Ander- 
son warned. “Carbohydrates contained 
in these fruits and vegetables are wa- 
ter soluble and are subject to loss in 
washing and blanching.” 

Generally speaking, he said steam 
blanching and pressure-pan cooking 
conserves sugars and other solubles in 
vegetables. Copper utensils accelerate 
the rate of destruction of ascorbic acid. 
B-vitamins are water soluble, and 
losses in thiamin from broccoli, peas, 
snap beans and spinach range from 15 
to 30 percent. Riboflavin and niacin, 
however, are resistant to change as a 
result of refrigeration or freezing. 


Freezer Packazing 


“Save the surface and you save all,” 
is a slogan frozen foods manufacturers 
should adopt,” said Dr. Donald K. 
Tressler in his talk, “Packaging Prob- 
lems of Frozen Foods,” “because de- 
terioration of frozen foods is first 
noticed on the surface.” 

“Too many housewives have the 
idea that a product frozen solid is 
preserved so that it won’t change,” he 
added. And too many people think 
once the product is put into the freezer 
there is nothing to worry about. This 
is not a fact. 

“Good packaging is necessary,” he 
added, “and there is no ‘best’ packag- 
ing material on the market.” Some 
packages are better for one type food 
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than for another. The object of pack- 
aging materials is primarily to shut 
out oxygen, to prevent loss of mois- 
ture, and to prevent transfer of odors 
and flavor. A package that stacks 
well in the freezer and is economical 
of space is desirable. Rectangular 
packages get twice the actual weight 
of food into the freezer that cylindrical 
shaped containers do. Tubular and 
cylindrical packages are highly satis- 
factory except for the space they take 
up. 

Dr. Tressler showed two new types 
of packages—an aluminum container 
made of heavy aluminum foil with a 
crimped over top and a tightly fitted 
lid... “wonderful for cooked foods— 
chicken pie, deep dish apple pie or 
beef stews,” he remarked. And _ be- 
cause they are aluminum the rate of 
freezing is less than half the rate for 
a paper board container. The other 
type—a rectangular carton, easy to 
close, to fill and to handle, stacks 
nicely in a freezer, has a heavy paraffin 
coating inside and out with a trans- 
parent plastic top, and can be re-used, 
which cuts down the cost of operation. 

Dr. Faith Fenton, professor of Food 
and Nutrition, Cornell University, 
suggests storing pies unbaked, adding 
potatoes to stews just before serving, 
and wherever possible adding butter 
and salt to vegetables and sauces just 
before serving, as cooked potatoes, 
cream sauces, gravies and mayonnaise 
are the problem children of the home 
freezer. 

Dr. Fenton also emphasized the im- 
portance of care in handling frozen 
food from package to oven or cooking 
pan. “It is during this period that the 
bacteria count increases, rapidly,” she 
said. One way to reduce this danger 
is to cut down on the number of 
utensils used in the operation. Plans 
are under way, she added, for a con- 
tainer which will take frozen food 
straight from the store to the oven. 


Re-glamorize the Refrigerator 


The excellent job of educating the 
public on the advantages of refrigera- 
tion has slackened off in recent years, 
said Mrs. Julia Kiene, director Home 
Economics Institute, Westinghouse 
Electric Corp. “The time has come 
again when something must be done 
to re-educate the public on today’s food 
keeping problems, we must re-glamor- 
ize the refrigerator in the estimation 
of its owners. 

“We must go after the replacement 
market,” she added. “To do that we 
must explain that just because a re- 
frigerator runs is no guarantee it is 
delivering the right colds for all types 
of foods. Food prices are higher today 
than 10 or 15 years ago, and for the 
sake of budget and health food must 
be efficiently and economically kept.” 

Each year the refrigerator in one 
family alone is responsible for 3000 Ibs. 


milk, 500 lbs. meat, 120 eggs, she 
enumerated, yet in spite of careful 
planning of designers, homemakers 
waste $5 a month through improper 
use of refrigerators. 

Correct placement of the refriger- 
ator in the kitchen is another important 
consideration, according to Mrs. Kiene, 
in saving time in the preparation of 
meals. “The modern refrigerator to- 
day,” she concluded, “is a health 
center; a savings bank; a time and 
energy saver; a convenience center; 
and it provides better-balanced meals 
for everyone in the home.” 


Freezer Saves Money and Time 


A homemaker can save $20 a month 
and 28-hours oi time by using a home 
freezer, Rhea Shields, home economics 
director, Deepfreeze Div., Motor Prod- 
ucts Corp., pointed out in her lecture- 
demonstration on the use of a home 
freezer. 

“Buying in quantity, not only during 
the season when vegetables and fruits 
are in season, but year ‘round, is made 
possible with a home freezer,” Miss 
Shields pointed out. “Institutional 
sizes, for instance, such as the 6% Ib. 
pack of strawberries, can be cut into 
family-size blocks and re-wrapped for 
use as needed. This represents a 
savings of as much as 22 cents a pound 
compared to the price of strawberries 
in one-pound packages,” she added. 

The home freezer proves itself a 
great time saver also, Miss Shields 
stated, when complete meals are pre- 
pared and frozen in a single package— 
ready for immediate use when unex- 
pected guests arrive. Miss Shields 
showed menus that could be prepared 
in this way. Another type of menu 
that can be prepared and stored in the 
freezer is the lunch box menu. For 
women who have the chore of prepar- 
ing lunches day after day, the freezer 
can save many precious minutes—with 
great advantages for the man or school 
child who gets these freezer prepared 
lunches. 

“Four major advantages to freezing 
over canning,” she added, “are 1. saves 
time; 2. saves energy; 3. saves fuel— 
you burn the fuel and you suffer the 
heat; 4. you have better food—better 
flavor, texture and appearance and 
better food value.” 


Good Merchandising 


D. A. Packard, household sales 
manager, Kelvinator Division, Nash- 
Kelvinator Corp., in his lecture “Mer- 
chandising Refrigerators and Home 
Freezers, said, “Good merchandising 
starts in the research laboratory where 
engineering and sales management are 
trying to develop a product. “I further 
believe,” he said “as long as one of 
our products is in use in a customer’s 
home, it is only good merchandising 


(Continued on next page) 
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“We are 
50 YEARS YOUNG” 


5} Armstrong ce 


Products 
Corporation 


For half a century Armstrong craftsmen 
have given full-time attention to qual- 
ity materials that go into their products, 
to workmanship and to finish. 


When you show an Armstrong, its 
worth is immediately apparent to your 
customer—it practically sells itself. The 
only come-backs are compliments. 


Yes—when it’s an Armstrong... 
depend on it. . . you're selling 
the best of its kind! 





ARMSTRONG 
PORTABLE 
IRONER 
Gleaming chrome and white enamel finish. It's the low priced qual- 
ity ironer with a 21-inch roll. Elbow control leaves both hands free 


to guide clothes. Thermostatic heat control. AC current. Weighs 
30 pounds. Retails for around *$49.95. 





ARMSTRONG 920-V HEATER 


For natural, manufactured or LP gases. 
A real gem—a circulating heater that 
is fully vented. Gives off no gas fumes 
or unpleasant odors. AGA approved. 
Porcelain enamel—the lifetime finish. 
Color, brown. 19” high. 20,000 B.T.U. 
Retails around *$33.00. 


ARMSTRONG ELECTRIC 
No. 514 HEATER 


A sturdy little fellow made of 24-gauge 
iron in walnut or white porcelain 
enamel! finish. AC or DC, 1320 watts. 
Only 15” high. Weighs 6% pounds. 
Retails for “$6.95 plus tax. 





ARMSTRONG LAWN SPRINKLERS 


Come in 3 different styles: the popular Aero-Mist, Original Foun- 
tain, Half Fountain and Special Fountain. All well made for long 
service. All made of brass except the Special Fountain which has 
brass top and zinc-plated steel bottom. 


We invite dealers to celebrate our 50th Anniversary 
with us—send for literature on any of above products, 
and get in on Armstrong profits. 


ARMSTRONG PRODUCTS CORP. 


Quality Appliances since 1899 
Huntington 12, W. Va. 


* Slightly higher West of Rockies & in Canada. 
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THE DUCHESS 
PROFIT PARADE 


ENGINEERED for Excellence 





STYLED for Selling 





PRICED for Profit 





FEATURES 
THAT SELL 


* 
Triple Flex 
Spiral Agitator 
os 
Lovell Pressure 
Cleanser 
- 
Wide Fiat 
Bottom Tub 
ow 
Silent 
Ball Bearing 
Transmission 


Hi-Bake 
Finish 






Yes, today’s market demands better selling effort. But, 
even the best salesman cannot prevent walk-outs with 
gobbledy-gook. He needs believable, self-evident sales 
features which make sense to the customer. 


Here’s why Duchess dealers have shown, and are 
showing, such a substantial increase in sales. 


EXCLUSIVE FEATURES .. . Provable superiorities 

in utility. 

BEAUTY . .. The handsomest washer on your sales 
floor. 

QUALITY ... Even in the places you never see or 
question. 

PRICE Highly competitive and with better 


discount. 


It’s time to date the Duchess. 
YOU CAN'T BUY 


A BETTER WASHER 
AT ANY PRICE 


WASHERS | 


APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO | 
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that our service department maintain 
a stock of replacement parts for each 
particular model and provide the kind 
of service essential to customer satis- 
faction and good will toward the 
product.” 

Modern merchandising today is also 
greatly dependent on marketing studies. 
Marketing departments of many large 
manuiacturers are now studying the 
1950 market, he further revealed. This 
is essential to know in advance, before 
tools can be ordered to make the 1950 
line. The advertising departments, and 
agencies also need advance information 
to properly plan their media schedules 
and appropriations, and to develop 
product instruction books, sales train- 
ing programs, sales literature. 

In addition to manufacturer, many 
other factors contribute to good mer- 
chandising of appliances, Mr. Packard 
pointed out. They include the whole 
distributor, the retailer, independent 
service organizations, home economics 
teachers, utility home service depart- 


Acker says 1,550 Kw.-hr. 
is average home usage 


The continued heavy demand for 
electricity during the past year re- 
sulted in an unprecedented amount of 
new generating capacity, set a new 
record for the addition of new cus- 
tomers, and registered sizable gains 
in electricity production over the peak 
attained in 1947, according to a recent 
statement by Ernest R. Acker, presi- 
dent, Edison Electric Institute. How- 
ever, the 65 year downward rate move- 
ment was slowed considerably, he said, 
and the trend in 1949 indicates a re- 
versal of the former policy. 


Expansion Adds Momentum 


The electric industry installed and 
operated over four million kw. of new 
generating capacity by the year’s end, 
the added capacity representing the 
largest single year’s increase in history. 
Total capacity amounted to over 56 
million kilowatts as compared with 52 
million at the end of 1947. 

Mr. Acker continued by saying that 
total electricity production by all the 
country’s generating sources accrued 
to 336 billion kw.-hr., besting the pre- 
vious year’s sum of 307 billion by 29 
billion, or nine percent. Of this grand 
total, about 282 billion kw.-hr. were 
produced by the electric industry 
proper. This figure was 10 percent, 
or 26 billion kw.-hr. higher than the 
1947 mark. 


Two Million More Customers 


Last year’s record of new customers 
topped 1947 by over two million new 
consumers for a grand total of about 
40,800,000 customers, approximately 
seven million of which have been added 
since the end of the war. 

He remarked that the household use 
set a new high with 94 percent of all 
homes in the country using electric 
service with another three percent 
being able to take the service if they 
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ments, REA and the agricultural ex- 
tension service departments, and the 
editorial staffs of women’s magazines. 


Electricity Demand Sets 
New Records During 1948 


desired. Each customer increased 112 
kw.-hr., the largest single increase 
ever recorded, and reflecting the avail- 
ability of electrical appliances. Aver- 
age annual residential consumption 
reached a new peak of 1,550 kw.-hr. 
per consumer. In 1928, it had been 
only 463, and in 1918, a mere 272. 


On The Farms 


With 75 percent of the country’s 
farms using electricity, Mr. Acker said 
the average annual farm use had 
climbed to about 1,900 kw.-hr. per 
customer. Another 12 percent could 
have availed themselves of the service 
if they wanted. By the end of 1951, he 
looks for about 96 percent of the total 
occupied farms to be using electricity 
or able to use it. 


Rates Rise 


Increasing costs of labor and mate- 
rial resulted in upward rate adjust- 
ments during the 12 month period, he 
continued. Approved by regulating au- 
thorities, most of the boosts were 
effected toward the latter part of the 
year: Yet, average revenue per kw.-hr. 
of residential electricity reached a low 
of 3.01 cents at the end of the year. 
Decrease in 1948 was .08 of a cent, 
in 1947, .13 of a cent; and .19 of a cent 
in 1946. The slowing down of the 
decrease shows the force of rate ad- 
justments as present-day electric rates 
yield automatically lower unit prices 
for increased use. Total sales by both 
business-managed and governmental 
electric systems were about 240 billion 
kw.-hr. during the year with residen- 
tial classification up about 14 percent 
over 1947, 


Net Income Gains 


Gross revenues, Mr. Acker con- 
cluded, reached a new high of $3,870,- 
000,000 for business-managed electric 
companies, for an increase of about 
$400 million or 11 percent over 1947. 
However, increased costs of doing 
business absorbed much of the gain for 
a net income boost of two percent. 
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_| Why the Meter-Miser 
makes it easier to sell FRIGIDAIRE 


Every Frigidaire dealer has one mighty important selling salesmen to tell convincingly. And customers know the 
advantage over all his competitors —the one-and-only Meter- Meter-Miser’s reputation for dependability, are quickly con- 
Miser, simplest refrigerating mechanism ever built. vinced that it is superior to all others. 

This most famous of all cold-making mechanisms greatly This is a selling advantage of a mighty practical kind. 
simplifies the job of selling Frigidaire refrigeration and air And it is just one of many ‘reasons why the Frigidaire 
conditioning products. The Meter-Miser story is easy for franchise is one of the most valuable in the industry. 
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Look at the Meter-Miser’s Versatility. No other cold- 
making mechanism is standard equipment in so many 
different kinds of refrigeration and air conditioning products. 
: This sharply reduces the amount of specialized knowledge 
Pee i necessary to sell and service Frigidaire nr Jp The 
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Meter-Miser is now available in sizes up to 
contained or remote installation. 


P. for self- 
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ices Simplest Refrigerating Mechanism Ever Built — rate they can be measured only with electronic instru- 
90th that’s the Meter-Miser. But simplicity is just part of ments. And look at these other convincing sales points: 
ntal the reason for the Meter-Miser’s economical, trouble- * Sealed-in-steel and oiled for life. * No belts, no pulleys, 
lion free operation. Its parts are made of the finest available no crankshafts * Wonderfully compact and light * Quiet, 
den- materials, finished so smoothly they will cling together almost vibration-free operation * Backed by 5-Year War- 
cent as though magnetized and built to tolerances so accu- ranty * Performance proved in millions of installations. 





Continuous, Heavy Advertising. Fifteen years of con- 
sistent promotion have made the Meter-Miser a national 
byword for superior dependability, economy, performance. 
This advertising has helped to increase public demand for 
Frigidaire, and has made all Meter-Miser equipped Frigidaire 
products easier to sell, according to Frigidaire dealers. 


Depend on FRIGIDAIRE wax 


bout 
1947. 


= to do things right 


SING 
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TAPPAN has the values 


(ae Fe 


TAPPAN has the features 


Reaiticeartcs 22 aS? ST SENT aS eae 


TAPPAM has the promotion 


PEPTR DOE NO ES ES SO Pa 


Pac Sana 





TAPPAN has geared-to-the-minute 
promotions that bring in the prospects and special 
deals that quickly clinch the sales. If you want ranges 
that build store traffic.. that whet the customer’s desire 
for new equipment ...that are always easy to sell 
. just phone your Tappan representative, or write 


THE TAPPAN STOVE COMPANY + MANSFIELD, OHIO 
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Telechron Inc. 





A. F. FISHER 


A. F. Fisher has been elected presi- 
dent, Telechron Inc., Ashland, Mass., 
by the company’s board of directors, 
it has been announced. Mr. Fisher 
succeeds I. W. Kokins who resigned 
because of ill health. However, Mr. 
Kokins will continue as a director and 
serve in an advisory and consulting 
capacity, it was made known. 


Mr. Fisher became affiliated. ‘with . 


the firm in 1945 as manager of manu- 
facturing and engineering and was 
elected vice-president in 1946. In 
September 1947, he became executive 
vice-president in charge of the com- 
pany’s over-all operation. Other busi- 
ness associations include Northam 
Warren Corp., Schick Inc. and Robe- 
son-Rochester Corp. 


Waring Products Corp. 


James P. MclIlhenny was recently 
elected vice-president in charge of 
sales, Waring Products Corp., New 
York, N. Y., it has been announced. 
This new position is in addition to his 
duties in a similar capacity for Win- 
sted Hardware Mfg. Co. Mr. Mcll- 
henny had been affiliated with General 
Electric Co. for over 10 years and was 
former manager of sales for that com- 
pany’s air conditioning department. 


Proctor Electric Co. 





ROBERT M. OLIVER 


Robert M. Oliver, vice-president in 
charge of sales, Proctor Electric Co., 
Philadelphia, Pa., recently resigned, 
it has been announced by the ap- 
pliance manufacturer. Mr. Oliver, who 
has been in the appliance field for 
some 20 years during which time he 
has been noted for his aggressive mer- 


MARCH. 


chandising programs at both the dis- 
tributor and retail levels, did not 
announce any immediate plans but 
made it known that he would issue a 
statement in the near future. 


Radio Corp. of America 


Walter A. Buck was recently elected 
operating vice-president, RCA Victor 
division, Radio Corp. of America, ac- 
cording to a statement by John G. Wil- 
son, divisional executive vice-president. 
A retired rear admiral in the U. S. 
Navy, Mr. Buck had previously been 
president, Radiomarine Corp. of Amer- 
ica, a service of RCA. 





JOSEPH B. ELLIOTT 


Mr. Wilson also made known the 
appointments of Joseph B. Elliott as 
vice-president in charge of all con- 
sumer products and L. W. Teegarden 
as vice-president in charge of all 
technical products. Mr. Elliott, who 
had headed the home instrument de- 
partment for the past four years, will 
now direct the overall activities of all 
consumer products including radios, 
radio-phonos, video sets and phono- 
graph record. Mr. Teegarden, who 
formerly was in charge of the tube 
department, now will direct activities 
of the electronic equipment and appara- 
tus department. 





HENRY G. BAKER 


Henry G. Baker has been promoted 
to general manager of the home instru- 
ment department and Richard T. Orth 
to general manager of the tube depart- 
ment, Mr. Wilson added. Mr. Baker 
joined RCA Victor in 1943 after acting 
as regional manager of a special agency 
handling the expediting of materials 
on government contracts while Mr. 
Orth joined the corporation in 1930 
as a design engineer in the tube plant 
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Westinghouse Electric Corp. 


<i ge 


J. F. WALSH 


J. F. Walsh has been appointed sales 
manager, home radio division, West- 
inghouse Electric Corp., it was re- 
cently made known by F. M. Sloan, 
manager. Mr. Walsh, who succeeds 
E. G. Herrmann, resigned, will be in 
charge of all sales activities for more 
than 125 distributors and 18,000 deal- 
ers handling the company’s radio and 
television units. 





1. F. BROWNSON 


I. Frank Brownson, manager, laun- 
dry equipment department, electric ap- 
pliance division, has been appointed to 
the new post of manager of major 
appliances, according to an announce- 
ment by T. J. Newcomb, division 
sales manager. Mr. Brownson will 
unite the present refrigerator, range, 
laundry equipment and water heater- 
kitchen utilities departments into a 
stronger full-line sales approach, ac- 
cording to Mr. Newcomb. 





R. J. SARGENT : 


R. J. Sargent, merchandise manager 
of laundry equipment, replaces Mr. 
Brownson as manager of that depart- 
ment. 

John G. Schmitt has been appointed 
factory representative, according to an 
announcement by J. E. Hugo, manager, 


central district, electric appliance divi- 
sion. 
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Admiral Corp. 





W. C. JOHNSON 


W. C. Johnson has been promoted to 
the newly-created position of vice- 
president in charge of sales, Admiral 
Corp., Chicago, Ill., it was recently an- 
nounced by the company’s board of di- 
rectors. Active in the radio and tele- 
vision field since 1928, Mr. Johnson 
had been company general sales man- 
ager for the past two and one-half 
years. Since joining Admiral in 1944, 
he has also been midwest regional sales 
manager and manager of field activi- 
ties. Other affiliations include RCA and 
Carter Mfg. Co. 


John Wood Mfg. Co., Inc. 





R. W. SIMPSON 


R. W. Simpson was recently ap- 
pointed vice-president and ‘ general 
sales manager. John Wood Mfg. Co., 
Inc., with plants located at Con- 
shohocken, Pa., and Chicago, IIl., it 
has been made known by J. B. Balmer, 
president. Mr. Simpson was formerly 
vice-president and sales manager of 
the Conshohocken plant. 

At the same time, Mr. Balmer stated 
that M. N. MclIlwain had been named 
vice-president and plant manager. Mr. 
MclIlwain was previously vice-presi- 
dent and manager of the Conshohocken 
plant. 


Fairbanks, Morse & Co. 


In one of a series of promotions and 
changes in the sales division, O. O. 
Lewis has been appointed sales man- 
ager, Fairbanks, Morse & Co., Chicago, 
Ill., it was recently announced by 
Robert H. Morse, Jr., vice-president 
in charge of company operations. 

Harry L. Hilleary becomes assistant 
sales manager and is being transferred 
to company headquarters in Chicago. 
He is being succeeded as manager of 
the St. Louis branch after 17 years by 
L. A. Weem. Donald T. Johnstone is 
taking over Mr. Weem’s post as 
manager of the pump division. 


1949 













SENSATION MODEL H 7 SP 


A Quality-Built Low-Cost Self-Propelled Mower 


You'll find your park commis- 
sioner and customers with large 
lawns are ready prospects for 
the Model H 7 SP. It cuts 
3%, acres per hour . . . elimi- 
nates raking . . . reduces labor 
costs and provides better lawn 
trimming. - 


r $299.50 


a“ 
America’s best self-propelled mower buy, list price 
“ Sulky $39.95 additional 






MODEL 17 G 


Here is a real buy for the budget- 
minded customer who needs a 
gasoline mower. Model 17 G brings 
many exclusive Sensation features 
to the home owner who thought 
a power mower too large or too 
expensive for his needs. 


Made to $139.50 







MODEL B 17 E 


Your customer with a 50 or 
60-ft. lot can’t beat this Sensa- 
tion electric model for lawn 
care. It saves half the time 
used in hand mowing. Elimi- 
nates raking. Reduces hand 
trimming. Cuts grass at any 
height from 1 inch to 4 inches. 
Seal-protected motor requires 
no oiling for 15 years. 


Retails at 


$99.50 


ADJUSTA-HI-CUT 


No other power mower on the market has this exclusive 
feature found on all Sensation gasoline models. It allows the 
operator to vary the cutting height from 1% inch to 4% 
inches in one minute’s time. All he needs is a crescent wrench. 





SENSATION HAS THE BEST 
PROFIT ANGLES, TOO 


The big consumer market for Sensation mowers has scarcely 
been touched. Every person with a lawn is a_ prospect. 
There’s something about a Sensation that makes a customer 
itch to get his hands on it. And when you demonstrate 
Sensation’s many features, the mower literally sells itself. 
Sensation mowers give you a good return for your sales effort. 
Profit margins are better than on many major appliances. 





Available through General Electric Supply houses and other reputable 
jobbers. Or write for factory information on Sensation’s complete line 
of power mowers. We will present you with an interesting profit picture. 


Box EM 349 


SENSATION MOWER, INC...:2:23. 
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Telling Her What To 
Adequate Everhot Consumer advertising is 
telling countless millions of housewives, all rele) 


through the year, about the exclusive con- 

venience and utility features which distin- 

guish the Everhot line. 

Are YOU familiar 

with these plus values 

in Everhot — the 

roaster-oven cover 

lifter and adjustable 

rack, the automatic e 

roasterette with re- 

movable inset pan, e 

the wide versatility 

of the compact 

Rangette, the dual 

value in Everhot 

Fan and Heater, 

the better blanket 

with uniqueCom- 

fortrol control 

device. 

The big appli- 

ance market is 

looking for ex- 

tra value today. 

Everhot givesit. 

Display —talk 
sell Everhot 

features. 
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are Everhot 
ads in these 
magazines 
are helping 
you make 
sales at a profit 


i * Ladies’ 
Home 
Journal 


/ %~« Woman's 
Home 
Companion 


* Better Homes 
& Gardens 


Ba * McCall’s 
GH 
ESTag, 
{ 8Veenoy abd TovengteO “ COMPany * Household 

PERA . 

TE Fp M ANy Wat Cure, 7 a 
@ In March * Farm Journal 
Magazines 
* Holiday 


THE SWARTZBAUGH MFG. COMPANY, TOLEDO 6, OHIO 
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Apex Electrical Mfg. Co. 





EARL L. BOSLEY 


Earl L. Bosley has been appointed 
sales manager, Cleveland division, 
Apex Electrical Mfg. Co., Cleveland, 
Ohio, it was recently made known by 
A. C. Scott, vice-president in charge 
of sales. Mr. Bosley’s previous affili- 
ations include Ohio Public Service Co., 
Graybar Electric Co., Kaiser Fleet- 
wing Sales Corp. and Northern Ohio 
Appliances, Inc., chiefly in sales ca- 
pacities. 


> 





R. E. MAHAFFEY 


Mr. Scott also announced the ap- 
pointment of Robert E. Mahaffey as 
district sales manager in seven north- 
eastern Ohio counties. A former sales 
representative for Ohio Public Service 
Co. and Northern Ohio Appliance Co., 
Mr. Mahaffey will supervise the sales 
of cleaners, washers and ironers. 


Fedders-Quigan Corp. 





F. A. MITCHELL 


Frank A. Mitchell has been ap- 
pointed sales manager, unit air condi- 


MARCH, 


tioner division, Fedders-Quigan Corp., 
Buffalo, N. Y., according to a recent 
announcement by Edmund R. Walker, 
vice-president. Formerly affiliated with 
the Deepfreeze Corp. and Bendix 


washing machine division, Mr. Mitchell 


succeeds E. A. Bonneville, who re- 
cently resigned. 


General Electric 


E. S. McKay was recently appointed 
advertising and sales promotion man- 
ager, air conditioning department, 
General Electric Co., it has been an- 
nounced by H. B. Donley, departmental 
marketing manager. A G-E veteran of 
16 years service, Mr. McKay first 
joined the company in 1933 and most 
recently was assistant to the manager 
of employee and community relations 
in the apparatus department. 

Ralph M. Darrin has been elected a 
commercial vice-president by the board 
of directors and has been assigned to 
customer relations work in the New 
England area, according to Charles E. 
Wilson, president. Mr. Darrin joined 
the firm in 1919. 





P. MASON WOOD 





JAMES P. ROGER 


P. Mason Wood will head the new 
Chesapeake sales district and James P. 
Roger the Virginia sales district in the 
expansion of the middle Atlantic states 
coverage by the lamp department, it 
has been announced by M. L. Sloan, 
vice-president. Mr. Wood has been 
affiliated with the firm for more than 
14 years and most recently was a sales- 
man with the continental sales district 
while Mr. Roger, associated with the 
company since 1923, has been a sales- 
man in the Mississippi Valley area. 

Melvin Weber has been named rep- 
resentative for heating devices in 
northern New Jersey, it has been made 
known by C. P. Dunning, New York 
district manager of appliance sales. 
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Kalamazoo Stove & 
Furnace Co. 





CLYDE C. WHITCOMB 


Clyde C. Whitcomb has been ap- 
pointed general manager, Kalamazoo 
Stove & Furnace Co., Kalamazoo, 
Mich., it was recently announced by 
Arthur L. Blakeslee, president. At the 
same time, the president made it known 
that J. J. Hilmert and H. C. Hawk 
have been named assistants to the gen- 
eral manager. According to Mr. 
Blakeslee, the change will make it pos- 
sible for him to devote full attention to 
his activities as president. 

Mr. Whitcombe became affiliated 
with the company’s sales department 
in 1928, has been division manager of 
New York State, general sales man- 
ager and works manager. In 1940, he 
was elected vice-president and has 
been a member of the board of direc- 
tors since 1945. 


Mr. Hilmert, who has been with - 


the company since 1933, has been 
assistant sales manager, sales promo- 
tion manager, advertising manager and 
director of advertising and sales pro- 
motion. 

A comparatively recent arrival, Mr. 
Hawk joined the firm’s engineering 
department in 1946. His new duties 
will be in liaison capacity with the 
plant and production personnel. 





D. J. DEVEREAUX 


It was also announced that Donald 
J. Devereaux has joined the company 
as sales manager for the metropolitan 
areas. Formerly affiliated .with the 
Florence Stove Co., Mr. Devereaux 
has had extensive sales experience 
which he will employ in establishing 
and developing a dealer organization 
in the metropolitan districts. 


Cordley & Hayes 


William J. Mays has been elected 
a vice-president and H. Douglas Chis- 
holm secretary, Cordley & Hayes, 
New York, N. Y., it was recently an- 
nounced by C. M. Cordley, president. 
Mr. Chisholm takes over Mr. Mays’ 
duties as secretary and purchasing 
agent while continuing as controller. 
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General Mills, Inc. 


Robert P. Kelley has been pro- 
moted to the position of sales manager, 
home appliance department, General 
Mills, Inc., Minneapolis, Minn., it was 
recently announced by Roscoe E. Im- 
hoff, executive vice-president, mechan- 
ical division. Mr. Kelley will handle 
sales of the complete company line in 
his new post. Previously affiliated with 
Westinghouse, he became associated 
with General Mills as south central 
district manager in 1945. 

Mr. Kelley later made known the 
following changes in the company’s 
district sales offices: John Burke, for- 
merly manager of the Penn Central 
district, replaced Earl Sargent as 
manager of the Wolverine territory 
with headquarters in Detroit; John C. 
McDevitt was named manager of the 
newly formed Hoosier district with 
headquarters in Indianapolis; Rieder 
Grunseth has been appointed sales 
head for the south central district in 
Cincinnati, Mr. Kelley’s old post. 

The Penn Central district has been 
discontinued, being absorbed into the 
eastern district with William F. 
Dougherty as manager. 


Hotpoint, Inc. 





EDWARD R. TAYLOR 





JOHN E. BOGAN 


Edward R. Taylor, merchandising 


manager, Hotpoint, Inc., Chicago, IIL, 
was recently named manager of market 
development while John E. Bogan was 
appointed to fill the merchandising 
post, it has been announced by Leonard 
C. Truesdell, vice-president of market- 
ing. 


Perfection Stove Co. 


P. W. Clemens recently joined the 
sales staff, St. Paul district, Perfection 
Stove Co., Cleveland, Ohio, it has been 
announced by F. W. Mortenson, dis- 
trict manager. 

George Williams Smith has become 
associated with the Kansas City dis- 
trict sales staff, it was also made 
known. 


1949 
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There's a Tremendous Market for High-Quality, Right-Priced Automatic Elec- 
tric Water Heaters In Housing Projects Today. New low prices plus low 
maintenance cost make the Pennsylvania Automatic Electric Water Heater 
Number One Seller with Builders and Contractors all over the nation. 


Pennsylvania Automatic Electric Water Heaters are Precision-Engineered 
to give you these Outstanding Selling Features: Competitive Price — Higher 
Heating Efficiency —Lower Operating Cost—Trouble-Free Operation — 
Accurate Temperature Control—No Wasted Hot Water— Extra Heavy 
Duty Storage Tank. Get your share of Housing Project Water Heater Con- 
tracts now — Go ‘‘Pennsylvania’’ and watch your business grow! Desirable 


Dealer and Distributor Franchises Available. Write for complete information 
TODAY. 





And Don’t Forget! ‘‘Pennsylvania"’ offers you Gas Automatic Water 
Heaters too — at new low Prices that meet any and 


all competition! 
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Finniylvania RANGE BOILER COMPANY 


24th & ELLSWORTH STS 


PHILADELPHIA 46, PA 
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This glorified magnet is the stator from a 
Hoover Motor. It is electrically annealed 
after punching, then dipped in high-grade 
varnish and baked under infrared lamps 


on a continuous conveyor. 


Star Pertormer 


The fine workmanship that goes into 
component parts like this stator, is re- 
sponsible for the dependable long-life 
performance of Hoover Motors. 

Mile after mile of wire in the precision- 
wound coils is dedicated to smooth, cool 
delivery of power in continuous operation. 
You know—and your customers know— 
the Hoover reputation for quality. It has 
been built into more than 8,000,000 
Hoover Cleaners. 

Now that same quality is being built 
into Hoover Motors. And people are 
using them for home workshops, garages, 
farms—literally hundreds of power jobs. 
Customers will be asking you about these 
nationally advertised motors. Be ready to 
serve them. If you don’t carry Hoover 
Motors now, write for full details. 


Made in capacities of “4 to 12 H.P. . ... The Hoover 


‘@sa: 
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NEW POSITIONS 











pany, Electric Motor Division, North Canton, Ohio 





Garod Electronics Corp. 





LOUIS SILVER 


Louis Silver, vice-president and sales 
manager, Garod Electronics Corp., 
Brooklyn, N. Y., was recently named 
executive vice-president and general 
manager, it has been announced by 
Leonard Ashbach, president. Mr. Sil- 
ver has been affiliated with the com- 
pany for over a 10 year period and 
launched the first complete post-war 
radio line which was introduced in 
retail outlets only several months after 
the end of the war. 

Mr. Ashbach also made known the 
following changes: Maurice Raphael, 
assistant to the president, becomes 
vice-president; Paul Graf was named 
assistant vice-president in charge of 
production and Robert Leykum plant 
superintendent. 


Noblitt-Sparks Industries, Inc. 





GLEN MILLS 


zlen Mills was recently appointed 
sales promotion manager, Arvin divi- 
sion, Noblitt-Sparks Industries, Inc., 
Columbus, Ind., it has been made 
known by Gordon T. Ritter, director 
of sales. Mr. Mills will devote his full 
time to display, literature, and promo- 
tional efforts on behalf of the mer- 
chandising of radios and appliances. 
He previously had been a member of 
the advertising department staff, prior 
to which he had extensive newspaper 
and advertising agency experience. 


Sylvania Electric Products Inc. 


Terry P. Cunningham has been ap- 
pointed director of advertising and 
sales promotion, Sylvania Electric 
Products Inc., it has been made known 


by R. H. Bishop, vice-president in 
charge of sales. Mr. Cunningham will 
handle the lighting fixture, lamp, radio 
tube, and electronics divisions as well 
as the Wabash Corp. He has been with 
the firm and subsidiaries since 1942, 





T. P. CUNNINGHAM 


prior to which he specialized in radio 
advertising and merchandising cam- 
paigns in various advertising agencies. 


Electromaster Inc. 





R. R. BROWN 


R. R. .Brown has been appointed 
sales manager, Electromaster Inc., Mt. 
Clemens, Mich., according to a recent 
announcement by R. B. Marshall, 
president. Active in company sales for 
15 years, Mr. Brown has been district 
manager in the Illinois territory, sales- 
contact representative, and director of 
distribution. In the latter capacity, he 
aided the formulation of a national 
sales organization to distribute ranges 
through 70 distributors and over 8,000 
dealers. 


F. L. Jacobs Co. 


Gerald Hulett was recently appointed 
director of sales, appliance division, 
F. I. Jacobs Co., Detroit, Mich., it has 
been announced by Rex C. Jacobs, 
president. Mr. Hulett will be in charge 
of sales of the Launderall automatic 
washing machine. 

Nationally known as a speaker on 
sales problems, Mr. Hulett has been 
vice-president in charge of sales for 
Electromaster, Inc. as well as regional 
manager for Bendix Home Appliances, 
Inc. where he helped organize that 
firm’s national distributor organization. 
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J. Crosman Has New Post 
With West Coast Macy’s 


John Crosman recently was ap- 
pointed manager and buyer of radios, 
television and records for Macy’s, San 
Francisco, Calif., according to a store 
announcement. Mr. Crosman succeeds 
Loring Pickering, Jr., resigned. 

Jacob Dana is filling a newly cre- 
ated post as acting buyer of major 
appliances and refrigerators, it was 
also made known. 


Loeser Named Appliance 
Buyer For Stern Bros. 


Daniel J. Loeser has ‘been appointed 
buyer of major appliances, Stern 
Bros., New York, N. Y., it was re- 
cently made known by T. W. McLeod, 
executive vice-president. 


J. R. Draper Adds Radios, 
Phonos To Buying Duties 


Judson R. Draper, major appliance 
buyer, Davison-Paxon Co., Atlanta, 
Ga., recently took on the duties of 
radio and phonograph buying, it has 
been announced by Paul Loeb, mer- 
chandise manager of home furnishings. 
Affiliated with the firm since 1944 in 
his present capacity, Mr. Draper fills 
the post vacated by Edgar F. Lindgren, 
Jr. 


G. F. O’Brien Appointed 
As Interstate Buyer 


George F. O’Brien was recently 
named buyer of major appliances, 
ranges, heaters, radios and phono- 
graphs, Interstate Department Stores, 
Inc., according to an announcement by 
Sol Cantor, general merchandise man- 
ager. He replaces John L. Young who 
resigned. 

Mr. O’Brien at one time was buyer 
of home laundry equipment for Mont- 
gomery Ward, regional merchandiser 
for that company’s eastern area in 
major appliances, radios and video pre- 
vious to which he had been affiliated 
with R. H. Macy & Co. 


Hughes Leaves Mutual 
To Join Wallace Co. 


Harold J. Hughes, who included 
major appliances, radios and television 
among his buying duties for Mutual 
Buying Syndicate during the past five 
years, recently resigned to become 
affiliated with Wallace Co., Pough- 
keepsie, N. Y. He will serve as mer- 
chandise manager of home furnishings 
in his new post. 


Feinberg Appointed Kann 
Major Appliance Buyer 


Joseph Feinberg has been appointed 
buyer of major appliances, S. Kann 
Sons Co., Washington, D. C., accord- 
ing to a recent statement by Sol Kann, 
President. Mr. Feinberg, who was 
formerly buyer of radios and assistant 
buyer of major appliances, succeeds 
Galvin C. Parks, resigned. 

Mr. Kann also made known the 
affiliation of M. M. Stein as buyer of 
radios and kitchen equipment for the 
firm. Mr. Stein had previously been 
buyer of radios and television for the 
Hecht Co. during the past two years. 


Bakonyi Manages Read’s 
Major Appliance Section 


Leslie Bakonyi was recently named 
manager of all major appliances, radio 
and television, D. M. Read, Bridge- 
port, Conn., it has been announced by 
Sidney Reisman, president and mer- 
chandising manager. He succeeds John 
Judson, who recently severed connec- 
tions with the firm. 


Kenneth L. Ross Resigns 
Graves Buyer's Position 


Kenneth L. Ross, who included ap- 
pliances, radios and housewares in his 
buying duties, recently resigned from 
H. B. Graves Co., Inc., Rochester, 
N. Y., it has been announced. He has 
joined Esler’s Appliance & Radio 
Stores. A veteran of three and a half 
years with the firm, Mr. Ross had 
previously been affiliated with Sears, 
Roebuck & Co. 


R. White Is Promoted At 
Lazarus & Co., Columbus 


Robert White was recently advanced 
to assistant department manager in 
radios, F. & R. Lazarus & Co., Colum- 
bus, Ohio, according to an announce- 
ment. He has been with the store since 
1944 and joined the radio department 
in 1946. 


‘Weiner Secures Appliance 


Lease At Simon's Store 


Gus Weiner, formerly buyer and 
manager of Ramson Appliance, Inc., 
Flushing, recently arranged a lease to 
operate the major appliance, radio and 
television departments at Simon’s Fur- 
niture Co., Flushing. He also has 
been associated with Abraham & 


- Strauss. Ramson’s, which until re- 


cently had been operated as the appli- 
ance and radio outlet for Abramson’s 
department store, has discontinued 
business, it was made known by Max 
Abramson, president. 


Somers. Resigns Block & 
Kuhl Managerial Post 


W. A. Somers has resignéd as divi- 
sional merchandise manager of appli- 
ances and radios at Block & Kuhl Co., 
Peoria, I1l., according to an announce- 
ment by F. H. Barthell, executive vice- 
president. Mr. Somers, who had been 
with the firm during the past three and 
a half years, will join R. Cooper, Jr., 
Inc., wholesale distributor. 


Johnson Succeeds Kirby 
At Wm. Taylor Store 


Eric Johnson recently succeeded 
Walter Kirby, resigned, as buyer of 
major appliances for William Taylor 
Son & Co., Cleveland, Ohio, according 
to an announcement by the store. 


Gamble Resigns Sanger 
Bros. Appliance Post 


Fred R. Gamble recently resigned 
as major appliance buyer at Sanger 
Bros., Dallas, Tex., after an associa- 
tion of 18 years. No successor has 
been named nor has Mr. Gamble dis- 
closed his future plans. 
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MADE EXCLUSIVELY FOR HOME 
DISHWASHING MACHINES! 


1. Approved by leading dishwasher 
manufacturers! 


2. Made by Economics Laboratory, 
Inc., leading supplier of dish- 
washing compounds to hotels, 
restaurants, hospitals, and clubs! 


3. Non-caking! Always free-flowing! 
4, Produces healthful, sparkling, 


thoroughly sanitized dishes with 
low bacteria count! 


5. Prevents formation of film on 
dishes and machine! 


6. Maintains dishwashers clean, 
odorless! (This means fewer 
service headaches for you!) 


7. Builds store traffic! More chances 
for you to make more appliance 
sales! 

8. You get a “crack” shelf package, 
free sales aids and a top profit 
margin! 


ELECTRA-SOL ELIMINATES CLOUDY GLASSES, FILMY DISHES! 


harbor bacteria! 


Ordinary cleansers combine with calcium 
and magnesium in hard water to create 
insoluble, hard-rinsing sludge which 
clouds glasses, films dishes. 


Electra-Sol forms clear, free-rinsing solu- 
tion — thus leaves no film to dull lustre, 











ORDER ELECTRA-SOL FROM YOUR DISTRIBUTOR 
If he can’t supply you, send us his name today! 











Minnesota. 


NOTE TO DISTRIBUTORS: Electra-Sol is fully guaranteed by 
the makers of SOILAX. Economics Laboratory, Inc., St. Paul, 
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Nykelkrom Flat Iron elements, raw 

/ and plate Mica for 90% of the flat irons 
/ including Automatic Models. 

r 

- Edison base cone 

\ elements for room 

heaters. Right or 

left hand thread. 





‘N _ Toaster elements with 
You can sell ‘‘Nykel- \ universal brackets to 
krom”’ replacement \ fit most any 
elements with com- toaster. 





DISTRIBUTOR NEWS 








plete confidence that every ‘\ 
sale means a satisfied customer. ‘X\ 

The trade mark ‘“‘Nykelkrom” ‘XN 

is a symbol of quality and X\ 
dependability in heating ele- ~ 
ments for electrical appliances. 
Send for catalog showing com- 
plete line. Address, 








Cut raw Mica Perco- 
lator elements. Will 
fit most Percolators. 





“H.W. TUTTLE & CO. 
ADRIAN, MICHIGAN 


























JOBBERS « DEALERS « CONTRACTORS Ee 
investigate CHELSEA FANS — TYPE ED 
the most complete line for '49! For vertical mounting in attic 
floors; 9 models from 24” 
to 60”. 5000 to 25000 CFM. 
SPRING MOUNTED 
“PACKAGE UNIT’ COMFORT COOLERS 


@eorvre EH 


Brand new spring 
mounted “package 
unit" for vertical instal- 
lation. Minimum build- 
ing alteration. 7 sizes 
from 24” to 60”. 5000 to 
25000 CFM. 


TYPE EV @ 


Popular spring mounted “package unit" for hori- 
zontal attic floor installation. Complete with all acces- 
sories. 5 sizes from 24” to 48”. 4700 to 15000 CFM. 


4 NEW WINDOW FAN MODELS FOR “OVER-THE-COUNTER" SALES! 










CABINET TYPE AP PANEL TYPE WP PANEL TYPE CABINET TYPE WC 
24” and 30° 16” and 20°-3 WP. 24” and 30” 
single speed, 4500 speed. 1550 and 12° singlespeed. Vari-speed, 4500 
; to 8200 CFM. 2100 CFM. 1000 CFM. and 6500 CFM. 


cZ5 WRITE FOR CATALOG 863 describing Window Fans and 
(a Comfort Coolers, and 12-page Comfort Cooling Booklet 849. 


: ow SP 
P>- SGA, CHELSEA FAN & BLOWER CO. ~ > 


na 


A 
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CALIFORNIA 


Sues, Young & Brown, distributors 
with headquarters in Los Angeles, 
have announced a new headquarters 
building, due for completion in April. 
Total area will be 40,000 sq. ft. The 
building is being erected at Exposition 
and Bronson, because the trend is 
toward decentralization away from the 
crowded downtown area, and because 
the city seems to be expanding toward 
the south and west. The old address 
is 1509 S. Figueroa St. 

T. N. Biglieri has joined the sales 
staff of Kaemper-Barrett, San Fran- 
cisco, and will cover the metropolitan 
area for Admiral products. 


CONNECTICUT 


A good-will message went out over 
30 Connecticut and Massachusetts 
radio stations on Christmas Day, with 
the best wishes of Orkil, Inc., G-E 
distributor with headquarters in Hart- 
ford. “Merry Christmas” in Swedish, 
Italian, Polish and English followed 
the sound of church bells in 450 spot 
announcements. Although the com- 
mercial aspect was kept to a minimum, 
Orrin P. Kilbourn, president of the 
firm, says the broadcasts didn’t hurt 
the company’s sales a bit. 


FLORIDA 


C. O. Ritch has been named Orlando 
branch manager of Thurow Distribu- 
tors, Inc., Florida distributors with 
headquarters in Tampa and branches 
in six other cities, according to J. A. 
Mook, Jr., general sales manager, Mr. 
Ritch, who has been with the firm for 
a number of years, succeeds Walt 
Ruemmele, who recently resigned. 


ILLINOIS 


C. F. Parsons has been appointed 
general manager of Zenith Radio Dis- 
tributing Corp., 912 W. Washington 
Blvd., Chicago, it has been announced 
by H. C. Bonfig, vice-president of the 
parent organization, Zenith Radio 
Corp. Mr. Parsons has been sales 
manager of the wholesale firm since 
1945, and replaces William W. Boyne, 
who recently became general manager 
of Zenith Radio Corp. of New York. 
The new general manager announces 


All This and Money Too 





DON HAMNER (right), Arkansas terri- 
tory Philco representative for McDonald 
Bros., Memphis, Tenn., distributors, gets a 
big Philco teleset for winning the Philco 
distributors’ radio contest, in addition to 
$650 in cash. J. L. McDonald, vice-presi- 
dent and sales manager of McDonald, cen- 
ter, and Leo Norman, left, do the honors. 


‘MARCH, 1949—ELECTRICAL MERCHANDISING 


the appointment of Robert Wallace 
as sales manager. Mr. Wallace has 
been with the firm as a salesman since 
1938. 


KENTUCKY 


The three-year-old Louisville firm 
of Smith-Rankin Distributing Corp., 
which started out with capitalization of 
$10,000, has grown to the point where 
the Stratton & Terstegge manufactur- 
ing firm has found it worthwhile to buy 
out the interest in the business owned 
by James E. Smith. Hereafter the con- 
cern will be known as Rankin Dis- 
tributing, Division of Stratton & 
Terstegge Co. 


LOUISIANA 


E. J. Hemard, formerly advertising 
and sales promotion manager of the 
American Kitchen division, Walther 
Brothers, New Orleans, has _ been 
made manager of the division, suc- 
ceeding William Sancho, resigned. 
Mr. Hemard’s old job will be assumed 
by George Blanchin, formerly his as- 
sistant. 


MASSACHUSETTS 


In 1897, J. B. Berkowitz founded 
the Hub Cycle Co. in Boston. The 
name was appropriate until the firm 
began distributing radios, when it was 
changed to the Hub Cycle and Radio 
Co., Inc. Now it has outgrown this 
name too, and M. Beckwith, general 
manager, announces that the company 
will henceforth be known as Hub Dis- 
tributors, Inc. With the new title, the 
firm should be able to meet any similar 
emergency that might arise. 


MICHIGAN 





Cc. C. CRANDALL 


C. C. Crandall is the new general 
manager of Brennan Appliance Dis- 
tributors, Inc., 5245 Grand River Ave., 
Detroit, according to Warren E. Bren- 
nan, president. Mr. Crandall has been 
manager of the major appliance divi- 
sion of Morley Brothers, Detroit, for 
the past ten years. 


NEW JERSEY 


Larry Davis, formerly district man- 
ager of the RCA Victor division of 
Krich-Radisco, Inc., Newark distribu- 
tors, has been promoted to the position 
of assistant sales manager of the divi- 
sion, it has been announced by Wil- 
liam W. Cone, vice-president in 
charge. 

D. W. May, president of the D. W. 
May Corp., Newark, announces a 
drastic change in his company’s mer- 
chandising policy. Henceforth, the 
firm will handle only Andrea televi- 
sion, dropping all other lines of major 
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NEW ¢ FAST SELLING 


Home Hair Clipper 
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"39.95 


® 
ELECTRIC HAIR CLIPPER 


You can build sales volume with the 
inexpensive ‘‘Cadet"’ because it offers 
many money-saving opportunities for 
the whole family. The practical, plastic- 
housed ‘‘Cadet”’ has a special design 
blade for clean, close cutting and trim- 
ming. Ideal for removing superfluous 
hair quickly and safely. Operates on 
110 v., 60 cycle A.C. Fully approved 
by Underwriters’ Laboratories. Proudly 
display this smartly-styled, ‘‘jewel"’ of 
a clipper to your customers. Priced at 
only $9.95! 


Write Today for Dealer Proposition. 


ELECTRO TOOL CORPORATION 
DEPT. C729-C © RACINE, WISCONSIN 
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“FLUSH WALL” 
means Radio 
Sales Appeal 


PLUS! 
FLUSH WALL RADIO FEATURES: 
|, 5-tube AC-DC Superheterodyne Licensed by 
RCA and Hazeltine. 
2. Easy Installation—Comes with Steel Box, 
Ve" x 94" x 37%” deep, which Goes Between 
Studding. As Easy to Install as an Electri- 
cal Receptacle Outlet. 
3. Easy te Service—Chassis Swings Out On 
Patented Adjustable Slotted Hinges. 
4. Attractive Instrument Panel, 7 13/16” x 11 
lastic and masonite panels 
available in Wide Choice of Colors to Har- 
monize with Room Decoration. i 
by Underwriters’ Laboratories for 


uilt-in Installation. $3495 


Retail Price, 
Radio, Model 5P 
Panels Extra 
From $2.45 to $4.45 


DEALERS! Get your share of the plus profits 
from Flush Wall Radio sales. 


Write today for 
complete information, prices, etc. to 


FLUSH WALL RADIO CO. 
11 West Park Street, Newark 2, N. J. 


FLUSH WALL 
RADIO 


Today’s Streamlined Radio 
for Today’s Streamlined Home 
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and traffic appliances. Mr. May is es- 
tablishing a clinic for education and 
training of franchised Andrea dealers 
and territorial service men. It has also 
been announced that Walter T. Ferry 
and Arthur P. L’Hommedieu have 
rejoined the organization. Mr. Ferry 
resumes his old capacity of sales pro- 
motion manager, while Mr. L’Homme- 
dieu will take charge of chain, depart- 
ment and large store sales. 


NEW YORK 


Empire State Distributors, Inc., has 
moved into its new home at Saratoga 
and Ontario Sts., Cohoes, where a 
40,000 sq. ft. warehouse has been op- 
erating for some time. 





F. J. GREENE 


F. J. Greene’s appointment as vice- 
president of Colen-Gruhn Co., Inc., 
has been announced by M. Mitchell 
Gruhn, president of the firm. Mr. 
Greene was formerly associated with 
Joseph Kurzon, Inc., as general sales 
manager, before which he was ap- 
pliance sales manager with the Gen- 
eral Electric Supply Corp. 

Frank W. Ingraham has _ been 
named sales promotion manager of 
Western Merchandise Distributors, 
Inc., Buffalo, according to Lee Wells, 
vice-president. Mr. Ingraham has been 
a member of the firm’s sales staff. 





W. W. BOYNE 


William W. Boyne has been ap- 
pointed general manager of Zenith 
Radio Corp. of New York, according 
to H. C. Bonfig, vice-president of 
Zenith Radio Corp. of Chicago, parent 
organization. Mr. Boyne replaces 
Harry J. Wines, who recently re- 
signed. 

The Rene M. Jacobs Co., Inc., for- 
merly at 40 E. 32nd St., New York, 
has moved to newly leased quarters 
on the 12th floor of the Starret-Lehigh 
Building, 601 W. 26th St., it has been 
announced by Sidney H. Rogovin, 
vice-president. All activities will be 
housed in the 16,000 sq. ft. of space 
acquired. 


OHIO 
Until recently, the York Supply Co., 
531 E. Third St., Dayton, had only 
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one vice-president, Herman Bowers. | 
Now, in recognition of their service 
to the company, A. Z. Heller, presi- 
dent, has appointed the following as 
additional vice-presidents: Robert I. 
McConachie, Benjamin G. Armstrong, 
John M. Bakan, Lawson Driver and 
Tom C. McVay. 

Scott Sales Co., Toledo area dis- 
tributors for Coolerator, recently 
moved into new quarters at 801 Wash- 
ington St., Toledo. The firm was for- 
merly located at Page and Locust 
Sts. 

Floyd A. George has sold the com- 
mercial end of his distributing busi- 
ness at Adams and 18th Sts., Toledo, 
to the Atlas Engineering Co., and 
will devote his future to the retailing 
of Frigidaire domestic appliances. He 
has leased space at 2017 Adams St.. 





PENNSYLVANIA 
R. L. Clark, partner in Bell-Clark 
& Co., Allentown distributors, an- 


nounces the dissolution of the part- 
nership. Mr. Clark is now the pro- 
prietor of the Clark Distributing Co., 
106-18 Hamilton St., Allentown. 


TENNESSEE 


Arthur Boyd, merchandise sales | 
manager of Braid Electric Co., Nash- | 
ville, announces the following new 
appointments: Henry Hunter, in 
charge of radio and appliance sales in 
Nashville and Davidson County; 
James Sisk, eastern supervisor of 
radio and appliance sales; Harold 
Ogle-, western supervisor or radio and 
appli:nce sales; Charles Lester, as- 
sistant to Mr. Boyd; Orman Johnson, 
advertising and sales promotion man- 
ager; William Pybas, in charge of 
sales to dealers in Kentucky-Tennessee 
border counties. 


VIRGINIA 


The Martin-Perry Corp., a Dela- | 
ware corporation with principal office 
at Richmond, Va., has been granted 
a certificate of authority to do a whole- 
sale business in appliances; maximum 
capital is 500,000 shares without par 
value. 


WISCONSIN 





A. C. DAVEY 


Allan C. Davey has been appointed 
national sales manager of North 
American Distributors, Inc., Milwau- 
kee, according to W. H. Roth, presi- | 
dent. Mr. Davey, who has been sales | 
manager of the Clark Division of | 
McGraw Electric Co., will be in | 
charge of sales of “Rad” granulated | 
soap and “Snap” synthetic detergent | 
to appliance dealers and department | 
stores from coast to coast. It has also 
been announced that H. F. Loker has 
been elected secretary of North Amer- 
ican and its companion firm, Roth 
Appliance Distributors, Inc., and that 
A. L. Nelson has been elected vice- 
president of Roth Appliance Distribu- 
tors, Inc. 






your 
appliance 
sales 


Packed six to cor- 
rugated shipper 


PENETRAY 


PROFESSIONAL (RUBY) MODEL 


HEAT LAMP 


Transmits maximum infra-red rays... 
holds back the ‘‘visible’’ light. De- 
signed specially for treating sinus and 
nasal congestion and for applying local 


heat for muscular aches and pains. 


EASY TO DISPLAY— 
A Natural for Winter Months 


Complete appliance is assembled in 
the “Demonstration Package.” All 
important uses are illustrated on the 
carton. . .it sells while it tells. 


A clever little clip is concealed in 
the base. The lamp stands or hangs 
anywhere. The handiest heat appliance 
made, it turns in 
any direction with 
a twist of the wrist. 
Uses both AC and 
DC. U. L. listed. 
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EASIER SALES and MORE PROFITS 
WITH NATIONALLY ADVERTISED 






























T-12 
The Wonder-Working Household Floor Conditioner 
That Gives The Smart LOOK To All Kinds of Floors 


This Popular HOUSEHOLD 
FLOOR MACHINE 
@ Polishes @ Buffs @ Waxes @ Scrubs 


@ Dry Cleans @ Refinishes @ Sands 
and @ Preserves all types of floors 





This beautiful, modern, light- 
weight, trouble-free, and easy to 
Operate twin-brush machine will 
glide over any floor close to base- 
boards and under furniture... 
styled for beauty, en- 
gineered for perform- 
ance. 

















A simple change to 








snap-on side handles The first 
— m General T-12 All-Purpose 
will easily polish 

kitchen cabinets, wood HOME FLOOR 
panels, flat furniture CONDITIONER 


and your car. 


We recommend our new streamlined model K-12 medium size single brush machine 
for both light and heavy duty floor maintenance in small institutions, stores, pro- 
fessional offices and for rental purposes. Write for illustrated folders on the T-12, 
, K-12, ans our Heavy Duty Industrial models in 14”, 16”, 18”, 22” brush 
taometers. 


GENERAL FLOORCRAFT, INC. 233, Azems..cf the Americas 










| use 


COLUMBIA'S 


1.C.B." 


*I. C. B. — Inventory Control 
Buying — means no inventory 
problem for YOU. Buy ONLY 
what you need when you 
need. it. COLUMBIA will de- 
liver promptly — cord sets, 
cables, insulated electrical 
wire, from stock or to speci- 
fications. 


YOUR SPECIALTY 
| IS OUR SPECIALTY. 








AIDS BEAUTY — AIDS HEALTH 





Here's an inexpensive vibrator that 
can add substantially to your present 
sales volume. The ‘‘Vibrosage"’ has a 
personal appeal to men and women 
alike . . . ideal for scalp, face and 
body massage. Speedy “Vibrosage”’ is 
cool running, durable and SANITARY. 
Its action is deep and penetrating, yet 








CORD SETS for: 


gentle . . . its effect invigorating, yet 
; ‘ *% 
soothing. Operates on 110 volt, 60 * clocks 
cycle A.C. Underwriters’ Laboratories ® RADIOS 
approved. ® PORTABLE TOOLS 
@ ELECTRICAL APPLIANCES 
PACKED IN @ REFRIGERATORS 


ATTRACTIVE CARTON 
Each “Vibrosage”™ comes 
attractively packed, com- 
plete with four sani- 
wrapped applicators. 





We now have a new cable assembly 
department. No job too small or too 
large 

All types of resistance cords for 








DISTRIBUTORS APPOINTED 











List price...... only $8.50 | 





all purposes. 
Drop us a line about our Deal. | COLUMBIA WIRE & SUPPLY. £0. 
BEAUTY APPLIANCE CORPORATION | é oy cxeahdeapaecaaly =) } 


DEPT. V729-C e RACINE WISCONSIN 
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Admiral Corp. 


W. C. Johnson, vice-president in 
charge of sales, Admiral Corp., an- 
nounces the following new distributor 
appointments : 

Ozark Motor & Supply Co., 314 S. Jeffer- 
son Ave., Springfield, Mo. 
Great Lakes Industry, Inc., 1003 Mie 
sota Ave., Duluth, Minn. 


Blackstone Corp. 


Blackstone Corp. has announced the 
following as added distributors: 
Devlin-Drew Co., 165 Broadway, Fresno, 
Cal. 

Pioneer Appliances Co., Inc., 1355 Market 
St., San Francisco, Cal. 


Bendix Radio Div., 
Bendix Aviation Corp. 


The following district merchandiser 
has been appointed, according to E. C. 
Bonia, general sales manager of the 
Bendix Radio Div.,. Bendix Aviation 
Corp.: 

Merritt and Andree, Room 1174, Merchan- 
dise Mart, Chicago, Ill. 


Coleman Co. 


A new distributor for Coleman home 
heating equipment is: 
Ryan Radio & Electric Co., Kansas City, 
Mo. 


Deepfreeze Div., 
Motor Products Corp. 


The following is a new distributor 
for the Deepfreeze Div., Motor Prod- 
ucts Corp.: 

Joseph B. Smith Co., Edison Bldg., 
Toledo, O. 


Emerson Radio & 
Phonograph Corp. 


Charles Robbins, Emerson Radio’s 
national sales manager, has named the 
following new distributors: 

Saginaw Hardware Co., 200 S. Hamilton 
St., Saginaw, Mich. 


Billings Wholesale Radio, 2232 Tulare St., 
Fresno, Cal. 


Frigidaire Div., 
General Motors Corp. 


The following firm has taken over 
distribution in the Spokane, Wash., 
area for the Frigidaire Div., General 
Motors Corp.: 


Sunset Electric Co., Spokane, Wash. 


Hamilton Mfg. Co. 


A new distributor for the Hamilton 
clothes dryer, according to Chas. H. 
Rippe, sales director of the Home 
Appliance Div., Hamilton Mfg. Co., 
is: 

Warren-Connolly Co., Inc., New York, 
N. Y. 


Health-Mor, Inc. 


Three new distributor appoint- 
ments for the Filter Queen vacuum 
cleaner have been made by Health- 
Mor, Inc.: 

Richard E. Costello, Trentwood, Wash. 
J. H. Wiebe, 907 Fountain St., Grand 
Rapids, Mich. 


MARCH, 


Filter Queen Sales Agency, 6 Grand St., 

White Plains, N. Y. 

Mace-Jones, 726 Minnesota Ave., Kansas 
City, Kansas 


Horton Mfg. Co. 


Horton Mfg. Co. has announced the 
following new distributors: 
Westinghouse Electrical Supply Co., 

Phoenix, Ariz. 

Saviers Electrical Products Corp,. Reno, 

Nev. 

Broome Distributing Co., Syracuse, N. Y., 

Binghamton, N. Y., and Scranton, Pa. 
Massachusetts Gas & Electric Supply Co., 

Boston, Mass. 

Rackliffe Distributing Co., New Britain, 

Conn. 

J. S. George Supply Co., Burlington, Vt. 


International Harvester Co. 


New distributor for International 
Harvester Co. is: 


Harper-Meggee, Inc., Seattle and Spo- 
kane, Wash., and Portland, Ore. 


Johnson Fan & Blower Corp. 


Newly appointed manufacturer’s 
representative for the Health-Aire line 
of the Johnson Fan & Blower Corp. 
1s: 

Arnaud Corp., 17 John St., New York, 
N. Y. 


Knapp-Monarch Co. 


A new distributor for the Knapp- 
Monarch Co.’s appliance line is: 


Arthur A. Haven Co., 1600 S. Figueroa, 
Los Angeles, Cal. 


Lindemann & Hoverson Co., A. J. 


A. J. Lindemann & Hoverson Co.'s 
L & H ranges and water heaters will 
be distributed in Chicago by: 

Remco, Inc., 545 N. La Salle St., Chicago, 
Hl. 


Monitor Equipment Corp. 


A firm recently appointed to handle 
distribution for the Monitor Equip- 
ment Corp. is: 

Albert Kessler & Co., Western Merchan- 
dise Mart, San Francisco, Cal. 


Motorola Inc. 


New distributor for all television, 
radio and automotive products of 
Motorola Inc. is: 

Allied Appliance Co., 111 Berkeley St., 
Boston, Mass. 


National Pressure Cooker Co. 


Morton Phillips, vice-president of 
the National Pressure Cooker Co., an- 
nounces that Presto cookers and can- 
ners will be distributed by: 

L. Luria & Son, Inc., 214 Pryor St., At- 
lanta, Ga., and 400 S.W. Second, Miami, 
Fla. 

Moore Handley Hardware Co., Inc., 712 
Fogg St., Nashville, Tenn. 


Noblitt-Sparks Industries, Inc. 


Sole distribution in the metropoli- 
tan New York territory for the Arvin 
radio line of Noblitt-Sparks Indus- 
tries, Inc., will be handled by: 

Rene M. Jacobs Co., Inc., 40 E. 32nd St. 
New York, N. Y. 
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WILL SHAVE 






LR © 
ELECTRIC SHAVER 


THE SHAVER THAT SHAVES Any BEARD 


Here’s a popular priced shaver that 
can really do a job on both light and 
heavy beards. The new, improved 
WhiskER shaves any beard quickly 
and cleanly . . . even seven days’ 
growth! It is built to last .. . has no 
gears, brushes or bearings. It has a 
simple, straight-shaving head that 
takes the beard and shaves with a 
quick, free-gliding movement. The 
WhiskER is powered by a strong mag- 
netic-type motor. Operates quietly on 
110 volt, 60 cycle A.C. Fully approved 
by Underwriters’ Laboratories. No 


radio interference. Pick up your sales | 


volume now, with this profitable 
WhiskER . . . the electric shaver that 
truly SHAVES. 


Write Today For Dealer Proposition 


‘ELECTRO TOOL CORPORATION 
DEPT. W729-C © RACINE, WISCONSIN 





Sectional 
Aluminum 
Lamp Post 


* TWO SIZES *% 

SHIPS PARCEL 1 i 
POST IN COMPACT 
“OVER THE COUNTER” 

5 foot CARTON 


* 


Liteway Hollow sectional 
Lamp Posts are 8 feet high 

- can be installed & 
wiced in a jiffy ... no 
cement base necessary— 
Lasts a lifetime. Adapters 
available for all size lan- 
terns. : 


DISTRIBUTORS WANTED 
WRITE FOR INFORMATION AND 
PRICE LIST 
Manufactured by 
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DISTRIBUTORS | 
APPOINTED | 





Presteline Home Appliances 


D. O. Klein, Presteline salesmanager 
for Prestline Home Appliances, an- 
nounces the following new distributor 
appointments : 

Electronic Sales Co., 353 Crown St., 
Haven, Conn. 
Farrar Brown Co., 
land, Me. 
Bruno-New York, Inc., 
New York City 
Schlatte Hardwere Co., Clinton & Colum- 
bia Ave., Fort Wayne, Ind. 

Wakem & Whipple, Inc., 66 W. Ohio St., 
Chicago, Ill. 


New 
492 Forest Ave., Port- 


460 W. 34th St., 


Stromberg Carlson Co. 


A newly appointed Stromberg-Carl- 
son distributor is: 


Herb E. Zobrist Co., Inc., Seattle, Wash. 


Sylvania Electric Products, Inc. 


H. H. Rainier, manager of distribu- 
tor tube sales, radio division, Sylvania 
Electric Products, Inc., announces the 
following new distributor for Sylvania 
radio products: 

Leuck Radio Supply Co., 243 S. 11th St., 
Lincoln, Neb. 


Tele King Corp. 


B. H. Rice, general sales manager of 
the Tale King Corp., announces that 
the following have been named dis- 
tributors for this firm: 

Tydings Co., Pittsburgh, Pa. 

Mercury Distributors, Inc., 1259 Tremont 
St., Boston, Mass. 

Tydings Co., 632 Grant St., 
Pa. 

Philadelphia Electronics, 
Broad St., Philadelphia, Pa. 


Pittsburgh, 


Inc., 2530 N. 


Tele-tone Radio & Television 


Morton Schwartz, Tele-tone general 
sales manager, has announced the fol- 
lowing new distributorships: 

Kane Co., 168 N. Third St., Columbus, O. 
Modern Distributors, Inc., 1540 Fourth 
Ave., Huntington, W. Va. 

Electronic Sales Co., 353 Crown St., New 
Haven, Conn. 

Coast Radio Supply Co., San Francisco 
and Fresno, Cal. 

Wood Distributing Co., 635 S. Kenmore 
Ave., Los Angeles, Cal. 

Electrical Specialties Co., 
Williams & Shelton Co., 


Detroit, Mich. 
Charlotte, N. C. 


Tracy Mfg. Co. 


Marvin S. Bandoli, vice-president in 
charge of sales, Tracy Mfg. Co. an- 
nounces three new distributor appoint- 
ments: 

Joseph Strauss Co., Inc., Buffalo, N. Y. 
Stern Bros. Plumbing Supply Co., Cleve- 
land, O. 

Superior Distributing Co., Kansas City, Mo. 


United States Television 
Mfg. Corp. 


Hamilton Hoge, president of the 
United States Television Mfg. Corp., 
announces the following new dis- 
tributor : 

Northern Ohio Appliances, Inc., 1609 E. | 
21st St., Cleveland, O. 
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SEEING IS BELIEVING 
IT COULDN'T BE DONE — BUT HERE IT IS! 


$1§995 


buys a full-sized 
family refrigerator 


© 6 full cu. ft., net shelf area 
8.75 sq. ft. (Model 6E) 


© Guaranteed, quiet, Tecumseh 
unit. 


Generous freezer compart- 
ment. 


®@ Modern streamlining — All- 
steel cabinet — bonderized 
and baked-enamel finish. 


Equipment — Automatic in- 
terior light, two ice cube 
trays, plastic vegetable 
crisper, large glass meat 
keeper. 





Tall bottle capacity — 8 
quarts milk or soda bottles. 


® Dimensions: 25” wide 
2112" deep over 
hardware 
55” high 
© Insulation, 214” 
Zerocel 


approved 





Model 6E 


LOCKRATOR 


“The Complete Independent Line” 


Other new models, 4 ft. apartment table top—8 ft. standard deluxe—9 ft. deluxe 
combination freezer refrigerator—13 ft. deluxe combination freezer refrigerator. 
Sold only through independent distributors and dealers. 
Write for available territory to 


Stoddard Manufacturing Company, Inc. 
Mason City, lowa 














THE Kitchen-Aire EXHAUST FAN 
Is DIFFERENT... ! 


O81P RING WHICH CATCHES 
46D «UNS OFF ANY MOISTURE 










CENTRIFUGAL ALUMINURS 
SELF CLEANING 
7 *MPELLER 


1/2 4 P MOTOR 

ENTIRELY REMOVED 

FROM MOISTURE AND 

GREASE DEPOSITS tN 
un STREAM 


‘Wors PORTION OF UNIT PLACED 
Om OUTSIDE OF BUILDING 


pairs ‘or ae OR GREASE 
AWAY FROM Wal 


Check this list of selling points .. . 


MAXIMUM EFFICIENCY:—exhaust grill may be mounted above cooking 
ronze, even on an inside woll. 

*# FIRC-SAFE:—grease laden air is NOT drawn over motor 

* QUIET:—operating mechanism is mounted OUTSIDE the wall! 

* WEATHERPROOF:—back draft damper protects against heat loss; operat- 
ing mechanism is housed in corrosion-free oluminum. 

* ECONOMICAL:—low in cost; easy to install. Grease and moisture laden 
air is not deposited on kitchen walls—soves on cleaning and decorating. 

« WIDE USEFULNESS:—electrically operated, con be installed anywhere, in 
new or old houses—keeps kitchens cool and odorless, bathrooms and 
recreation rooms fresh, and basements dry. 


Here are features that the conventional exhaust units 
con't offer ‘ Kitchen-aire urits are cctually 
SUPERIOR, and they’re selling fast! Underwriters 
approved. As advertised in Better Homes and Gardens. 


STEWART MANUFACTURING COMPANY 


3202 E. Washington Street 


Indianapolis, Indiana 
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near you. 





Heavy Appliance Delivery 
Made Safer, Easier, with a 
CEMCO Mi draul-Lift TAILGATE 





This hydraulic operated tailgate will lift up to 2,000 pounds 
easily and eéonomically. Can be mounted on most any truck 
from 34 ton on up—new or old! 


Write for additional information! 








There’s a CEMCO dealer 

























Restaurants 
Apartments 
Taverns 
Offices 
Stores 

Homes 


Also ask us for details of Peerless 
Ventilattic Fans, the efficient home 
coolers which may also be installed in 
stores, theatres, dance halls and 
restaurants for exhausting large, con- 
tinuous volumes of air. 





REVERSIBLE 
ALL-PURPOSE FAN 


@ Here’s an all-season, ready-to-plug-in 


WITH THE — | 


Peciless. lectric 





| 


appliance with dozens of commercial and | 


domestic applications—a Peerless-quality 


fan you can make a volume leader and a 


profit leader. 
Peerless WF-30 all-purpose, all-metal fan 


and cabinet is 30” square and only 54” 


deep . . . tremendous air capacity of 4220 
CFM high speed exhaust and 2500 CFM 
low speed exhaust. Two speed 1/6 h.p. 
motor .. . reversible . . . thermally pro- 
tected—can’t burn out . . . 6 blade fan. 


Also made as WF-24 in 24” cabinet 
equipped with 4-blade fan delivering 3500 
CFM at high speed exhaust and 1800 CFM 
low speed exhaust. Write for complete 
details today! 


THE Poerbess. Clectric COMPANY 


ESTABLISHED 1893 «+ 


WARREN, OHIO 


MEMBER PROPELLER FAN MANUFACTURERS ASSOCIATION 
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NEW 
LITERATURE 





Edison Electric Institute 


A recently-published booklet, “I 
Want to Know About the Electric 
Industry” gives concise and authorita- 
tive answers to 24 questions frequently 
asked about electric utilities. Pub- 
lished by the Edison Electric Institute, 
the answers are based on national 
statistics, and are industry-wide in 
scope. Examples of questions are; 
Who owns the Eectric Industry? How 
Many Employes and What Do They 
Earn? Where Do Electric Company 
Revenues Come From? 


Lewyt Corp. 


How to present a dynamic demon- 
stration of the Lewyt Vacuum Cleaner 
so the dealer may capitalize on his 
store traffic, has been outlined in seven 
easy steps by the Lewyt Corp. in a 
two-color folder. The demonstration 
takes less than a minute and gives 
particular emphasis to Lewyt’s No. 80 
carpet nozzle with the automatic 
comb-valve action. 


Allen B. DuMont Laboratories, Inc. 


A brochure featuring separate in- 
serts on the entire DuMont receiver 
line has been prepared and is available 
to franchised dealers, Henry R. Gey- 
elin, Advertising and sales promotion 
manager of the television receiver di- 
vision of Allen B. DuMont Labora- 
tories, Inc. Copy in the eight-page 
brochure is attuned to DuMont’s 
theme of “First with the Finest in 
Television”. Promotion includes a 
short illustrated article on the develop- 
ment of the cathode-ray tube and an 
illustrated section explains, in every- 
day layman terms, DuMont’s special 
electronic features. 


Cordley & Hayes 


Cordley & Hayes, 443 Fourth Ave., 
New York City, announce a 4-page 
folder which presents complete speci- 
fications for the first electric water 
cooler in their 60th anniversary line. 
A capacity table enables easy calcula- 
tion of bubbler capacity at varying 
room and inlet water temperatures and 
diagrams provide roughing-in dimen- 
sions and remote bubbler installation 
details. 


N. Y. Journal of Commerce 


To help the business community 
keep a practical eye on the flood of 
new products now rolling off produc- 
tion lines, more than a thousand new 
products and services now ready for 
marketing have just been compiled 
into a compact 80-page 1040 “New 
Products” booklet by the N. Y. Jour- 
nal of Commerce, available at 50¢ a 
copy. 


Nat'l Assn. of Fan Mfrs. 


To assist the public in the use of 
terminology and the general functions 
of various types of fans, the National 
Association of Fan Mfrs. has published 
Bulletin 108 illustrating and describ- 
ing air moving equipment. For easy 
reference, the material is arranged in 
tabular form under two general head- 
ings for air moving equipment, each 
illustrating four specific types of fans, 
followed by a description of functions. 
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95% OF 
ALL CORD 
SET TROUBLES 


A BIG VOLUME, FAST MOVING 
LONG PROFIT SPECIALTY! 


Eliminates 95% of all cord set troubles. 
Wireless swivel plug keeps cord from 
heat of electric ‘iron, eliminates cord 
chaffing, twisting — no broken wires, 
mo shocks, no inconvenience. Finest 
quality cord. Two smartly styled 
models, two price ranges. A proven 
seller. Women who see it will try 
it; women who try it will love it. 


FREE DISPLAY CARD 


Holds one WRIST ACTION 
set, and illustrates unique 
swivel action. See your job- 
ber or write direct for com- 
plete details and prices. 


DAVIS Mfg. : Company 


DAVIS MFG. COMPANY 
PLANO 2, ILLINOIS 


| 
| 
Gentlemen: Please send me information on | 
| 
| 
| 
| 










0 Cord Set ( Range connectors 
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<=) NEW LINES 
to increase sales ! 





WAHL offers new lines for new profits to 
appliance deal These products are grow- 
ing steadily in demand. Low in price, they're 
backed by an tched g t and 
service policy. 












The New 
1949 


SOLID SMALL CLIPPER 
Powerful and full-size, yet light and easy to 
handle. Perfect for home use. Has the famous 
WAHL “feather torch.” 


WE Mas GN do vn dene sau anencee nen $9.75 


WAHL 


Silent Hair Dryer 
Gives either hot or cold air. 


Fast and thorough . «+ 
smooth-running and quiet. 
Light—easy to handle. 
OP cccxudewectexses $9.75 
WAHL “Hand-E” 
Electric Vibrator 


Powerful and pene- 
trating—gives perfect 
massage stroke. Fits 
the hand. Complete 
with four applicators. 


Llet ccc cceee $6.50 





GUARANTEE — We 
a to ir or re- 
place free of charge, for 
one year, any 
product which does not 
give perfect satisfaction. 
eel 


Dae M 4s FOR 
rt. 

D R  INFOR- 
MATION. 
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And Now ... Introducing 
MOVEMENT with LIGHTS 


Model “712” 


Roto-Sho 


ELECTRIC TURNTABLES 





NEW 
LITERATURE 


National Electrical Mfrs. Assn. 


The 1948-1949 Movie Guide of 
16 mm Electrical Films has been an- 
nounced by the National Electrical 
Mfrs. Assn., 155 E. 44th St. New 
York 17, N. Y. A compilation of 








Dealers 
Prefer 





F Y 16 mm. films both sound and silent 
; or four selected for their educational value in No getting away from it 
4 Sales the electrical field, the Guide gives ; yin 
Hieinate title, running time, color, price, date | {/ dealers like to carry the 
oe . g of release, sources, and grading. | y, he yy Wadester tee. Bigger Seciler dic- 
prays Philco Corp _ — é ; ‘ . A counts—and how! Tie-in deals 
5 ODEL “712” ROTO-SHO’S two- 


’ 
] 
, 
j 
: 
: 
4 
= 








way, built-in electric outlet, per- 
mits novel, self-contained lighting 
effects by means of sliding contacts, as 
well as operation of electric devices 
while the turntable revolves three 
times a minute—lights turn with table! 
There’s nothing like “712” to revolu- 


A new booklet of information for 
radio and appliance dealers on how | 
to set up and operate a profitable | 
servicing department has been pub- 
lished by Philco Corp., it was an- 
nounced by James M. Skinner, Jr., 








Complete 12% and 16-inch 
home television line 
FEATURING THESE 

VIDEOLA ADVANTAGES: 


—absolutely none! And sales— 
well, Videola features help the 
dealer sell. Their low prices, 
advanced engineering, superior 


ther } - vice-president—service and parts. The | 7 a Rg anne! =. performance and beautiful 
tionize your window trim and stop brochure provides suggestions on how | design for life-like reproduction. cabinets are real customer 
mae pon dead in their —, Sturdy, | to set up a service department, in- | e wicca hn. - + + les- "st " 

steel construction, guaranteed, it car- ee MMacietiiiing a : 4 sens eye-fatigue. stoppers 

ties up to 200 ae ta dienes ein cluding illustrations of efficient lay © AUTOMATIC LOCK-IN SYN- 

Allover height just 7”. A.C. only. outs for handling radio-television, re- | 





frigerator and other appliance serv- 


CHRONIZER for pictures that 
snap into place. 


Write to Dept. B for the new 
icing. Advice is given on size of | ° er a. a ae broch f lete lin 
operation relative to annual dollar | level. CCREES CS CUS COMNGUC e. 
volume ; selection and training of per- ° WEFERGOULATION _SvEvEM 
sonnel; test equipment needs and | ee DISTRIBUTORS: Some terri- 
service manuals; service business rec- | @ FUSED CIRCUITS for greater . ‘ 2 . 
| ords for proper accounting; and ad- | safety. tories still open. Write or wire 
, — to —_ raga — ad ~~~ ant under = RGA today. 
© te atten Min, ete | Because many appliance dealers regar 


eee ep cae ene cue ome aes 


|PPER 
asy to 
amous 


. $9.75 


f your 
log in full color will also be available a definite sales appeal to yas and 
FRONT VIEW--CLOSED | for dealers. stomers—home ane hace 
yer pes And the eyes o pred ct, be- 
old air. : ss just that type : oo 
‘quiet | t Leads the F ield on it takes the aan eines ]] burnable trash 
ee home refuse dispos®- ss chat consumes 4 
$9.7 : 
In Features 











DAY for full information and our 
complete ROTO-PRODUCTS catalog 


GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. © New York 12, N. Y. 











MODEL 


AIR-FLO "S335 


AUTOMATIC SHUTTER 
WEATHER-SEALED 








There is every reason why you should use 
AIR-FLO shutters on your jobs. New heavy 
reinforcement strip adds strength and long 
life to the louvers, quiet operati 
and perfect counterbalance, prevents rat- 

- Aluminum louvers open fully, per- 
mit capacity fan operation. Deep 
shroud protects shutter from high winds. 
Tie brackets and bearings inside 
frame, not exposed to weather. Special 
resists corrosion. Many other fea- 
tures. Write for illustrated catalog 42-A of 
the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 





their service departments as “lemons”, | 
this booklet carries the title “Lemons | 
Make the Best Lemonade”. 


Radio Corp. of America 
RCA Victor Div. 


RCA Victor’s latest release of mer- 
chandising aids for radio and televi- 
sion dealers includes new full-color | 

wall charts on radio and television | 
| receivers, a table radio display piece, | 
a book of television mat ads, and five 
new television easel pages. 





U. S. Electrical Supply Co. | 


U. S. Electrical Supply Co., 55 War- 
ren St., New York 7, have just pub- 
lished a comprehensive new electrical | 
appliance catalog available to retail | 
; merchants without charge. Totaling 
194 pages in addition to special inserts, 
it lists a wide variety of household 
appliances selected from the lines of 
the most representative manufacturers. 
The catalog is fully illustrated and in- 
cludes all necessary ordering informa- 
tion. A 20 page lighting fixture cata- 








DISPLAY CARTON recently introduced 
by Solar Electric Corp., for merchandis- 


VIDEO CORPORATION 


229 WEST 28th STREET e 


NEW YORK 1, 


OF AMERICA 


NEW YORK 























It’s BIG NEWS when 2 product has 










are enthusiastic about t 
and garbage—sim 

ar os go ‘ill kinds of weat 
sightly, germ-* 
all-metal unit 
with automat! 
in these types © 
down-draft pr! 
Holds three 
“Budget” price 











her. No longer any 9¢ 


ciple. Connects t 
9 Smart blue 
d. Easy to sell at a 


of your CUSTOMERS are PROSPECTS for 


|e INCINERATORS 





ht in the basement or 


ed for the un- 


can! This 
d garbage cn homes 


fuse cannot be burned 





the Majestic company 


109-A Erie Street 


Nationally known and 
advertised for over 40 years. 








DETROIT 16, MICHIGAN 


ing their Solar Pyrex plug fuses. 
Le 


ton contains 20 packages of 5 fuses. 


Car- 











Huntington, Indiana 
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iT 
— A CHARACTER ALL ITS OWN 








The BENNINGTON (floor model 
shown) has Westminster Chimes 
on tubular bells. 7934” high. 


Retails for $475 plus tox. WAhia W) PTT TTT LTE 
MANTEL CLOCK is the smart, 


modern R-939. Westminster 
Chimes. Retails for $50 plus tox. 
West Coast prices slightly higher ELECTRI¢ lock o 


Available through Revere Authorized Distributors 





.» MADE IN THIS ELECTRIC URN 
WITH THE SAME SIMPLE METHOD MR. DEALER: 
USED IN A 6-CUP COFFEE MAKER Whew Selling Steel 













. 
Easy is the word for making coffee in this 48-cup Kitthtw Cabinet. 


capacity urn. Water is measured (graduation marks on 





dripper). Time is controlled (water distributor and Fr ° 
perforated bottom of dripper) and water passes oun Co 
through all the ground coffee — for uniform, de- 

licious flavor. It’s made just the same way as in the ) APPROVED a 


family-size drip coffee maker. 

The West Bend urn is portable . . . provides good 
coffee anytime, anywhere. It has special Tomlinson 
no-drip faucet with glass gauge to show amount of 
coffee in urn. Chromalox heating unit in base keeps 
the coffee hot. Equipped with high-low-off heat switch 
and permanently attached appliance cord. Urn is made 
of heavy polished aluminum. 

Its popularity is growing by leaps and bounds. 


SEE YOUR DISTRIBUTOR ABOUT THE Se your -20lethon 
ca WEST BEND 
When you see this seal.on a kitchen cabinet it means 
p RI p C 0 : : EE Uj R N that the cabinet has winnie passed 21 different 
tests. It's good insurance /for the dealer and makes his 


selling easier to the hard-to-please customers. 





STEEL 
KITCHEN CABINET 
INSTI TUTE 


OPYRIGHTED 1940 








aenensee TEERES HESS Reta . +.» Write for a copy of bulletin Number E3 
RESTAURANTS CHURCHES 
RESORTS cLuBS $29.95 


PARTIES «LUNCH ROOMS =——INCLUDING EXCISE TAX Es STEEL KITCHEN CABINET INSTITUTE 
WEST BEND “Linen (6 


mee Le ee mz ae | Ree 
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TIME COMES TO LIFE 
NUMECHRON 


TELEVISION 
CLOCKS 

















HAVE YOU HEARD... 














Like television— it’s time in action 


SELLS ON SIGHT 











IMPERIAL 


Models from 
$8.95 list. 


Liberal 
discount. 


Catalogues on 
request. 


STARLET 


VOGUE 


GUARANTEED FOR ONE YEAR 





ITS TELE-VISION 
TIME 


Nationally advertised 








PENNWOOD NUMECHRON CO. 





Pennwood Building 


7249-51 Frankstown Ave. Pittsburgh 8, Pa. 









DISING 
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DOWN THE DRAIN 


Arthur N. McGuire of Philadelphia 
has invented a new type of vacuum 
cleaner which picks up the dirt and 
dust through a hose, blows it down the 
sink drain, and accordingly rids the 
housewife of that tiresome little chore 
of emptying a bag or tank. The former 
vacuum cleaner salesman explained 
that dirt is picked up off the floors 
and rugs, combined with a stream of 
water, and disappears down the drain 
in the form of muddy water. A nylon 
screen catches articles such as hair- 
pins, marbles or paper clips which 
might wreak havoc with the drain. 
The machine is made possible through 
the use of a highly flexible hose, de- 
veloped by U. S. Rubber Co., which 
can be pulled out and compressed like 
an accordion. It also can be stretched 
five times its original length. Weigh- 
ing 19 pounds with all attachments, 
the cleaner is said to be two and a half 
times more efficient than conventional 
units, and cuts cleaning time by nearly 
50 percent. 


SILVER LINING 


An electrical appliance dealer out in 
St. Louis recently turned a difficult 
situation to his advantage by using 
some good old-fashioned showman- 
ship. A crook had cracked his main 
front window during the night and 
made off with a model radio. Instead 
of reaching for the crying towel, our 
dealer put up a sign with an arrow 
pointing to the hole in the window. 
That sign read “Everybody wants a 
new Crosley—even the hard way”. 

After justice had triumphed, 
dealer added to the sign, 
got the guy.” 


the 
“Yeah, they 


INITIAL OFFSPRINGS 


First babies born in 1949 in Spring- 
field, Ill., won electrical gifts in the 
annual Baby Derby sponsored by local 
newspapers. The Bruce Co. presented 
the parents of the initial bambino, 
whose arrival into this world was 
clocked at exactly one second after 
midnight, with a $17.65 automatic elec- 
tric iron while the Central Illinois 
Light Co. gave an eight cup Sunbeam 
Automatic Coffeemaster to the couple. 


SILVER BUCKS 


Last January a cowboy with ,high 
heel boots, fancy pants and a ten gal- 
lon hat walked into Sam Heide’s Home 
Furnishing Co. store in Orangeburg, 
South Carolina, and asked Sam the 
price of the Crosley Shelvador Re- 
frigerator Model M-88. Upon hearing 
that the tab was $289.95, the stranger 
promptly dug in his chaps and poured 
out three hundred silver dollars on 
the counter. Sam handed him back 
$10.05 in change whereupon our cow- 
boy loaded his new refrigerator on a 
brand new pick-up truck and faded 
over the horizon. 


TREND 


In response to a recent survey made 
by this magazine one firm returned 
an empty questionnaire form with 
this note attached: “We have given up 
appliance merchandising and are de- 
voting our entire efforts to the under- 
taking business.” On the reverse side 
of the note was this printed legend: 
“Rest in peace.” Thank you. We will. 
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WINDOW FAN 
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FORT 


-eeFOR THE HOME 
PROFITS for YOU... 





fe 





-+- IT HAS THE SUPERIORITIES! 


% EXHAUSTS MORE AIR 
% QUIET OPERATION 
ye EASY PORTABILITY 


% BEAUTIFUL DESIGNING, 
IVORY FINISH 


%& ONE-YEAR GUARANTEE 
ALL METAL 


4916 EASTON AVE. «+ ST. 





No other Cooling Fan on the market has ‘its 
capacity for exhausting hot, stagnant air 
from the room or, by reversing position, to 
induce healthful draft of fresh air. No other 
Cooling Fan has its whisper-quiet operation 
even at high speeds. No other Cooling Fan 
is so adaptable—fits windows up to 38-in. 
wide—by using adjustable side panels. No 
other Cooling Fan matches its streamlined 
beauty. Also, it’s portable. May be placed 
on the floor or on any level surface any- 
where, For homes and offices. For greater 
profit possibilities, SECO is the line to handle. 


.. IT’S ALL AMERICAN! 


S€CO-LITE MANUFACTURING CO. 


LOUIS 13, MO. 


WRITE FOR 
FULL INFORMATION 








A SENSATION 
AT CHICAGO 





THE LYNBROOK 
MAGIC DISHWASHER 
89.50 list 


STANDARD 
CONSTRUCTION 


A remarkable electric Dish- 
washer, using standard princi- 
ples, with full discounts to the 
trade. 

Write or Wire 
THE LYNBROOK COMPANY 
MUSKOGEE, OKLAHOMA 














HOME NEEDS A 


HOME CLIP 


@ The Home Clip is a moderately 
priced electric clipper for all the fam- 
ily. It cuts hair as good as barber 
clippers. Anyone can use the Home 
Clip with good results. Pays for itself 
in 15 haircuts. Operates on 115-volt, 
AC or DC current. Underwriters Lab- 

| oratories approved. Guaranteed one 
year. Packed in attactive display box, 
the Home Clip is a ready sale—with 
good profit for you. 


If your jobber can’t supply you, 
write to: 





BELLE CITY APPLIANCE CO. 
1745 Flett Avenue. 
Dept. EM-1, RACINE, WISCONSIN 
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AN AMAZING VALUE AT A PRICE 
YOUR CUSTOMERS CAN AFFORD! 


“HN 5 ttn” 
Only $3295 inc. 


Originally Designed to sell 


for $39.95 


The Modern Flow-Air with its Patented 
control places 


‘Floating Air’ 


Cool 





Comfort within the reach of everyone. 
You need only compare the features of the Flow-Air with similar 
units selling for considerably more to be convinced of the out- 


standing value: 


Safe—Fully Enclosed—Rugged All-Steel Construction—Over- 
size Motor—12-in. Vairified Blade—Three Speeds—Fully Guar- 
anteed—tisted by U. L.—Finished in Rich Mahogany or Satin 


Grey—Immediate Delivery. 


The Flow-Air is the Hottest item on the market today. Write 
for your sample and convince yourself. Liberal Distributor and 


Dealer Discounts. 


MODERN UTILITIES COMPANY 


3733 LA SALLE STREET — 





— ST. LOUIS 10, MO. 

















Designed and Merchandised to 


HELP. that sale 4 





McGRAW ELECTRIC COMPANY 

Toastmaster Cart Displayer 
Sheen Another Example! 
W. L. S. DISPLAYS COST NC MORE 


N° is the time to employ our coun- 
sel and services to insure best 
acceptance, maximum use, consistent 
results in point-of-sale and display pro- 
grams. We are designers and producers 
of displays created to “Help that Sale,” 
co-operating fully with your advertising 
agency to “pipe-in” the force of national 
advertising. 

it's the last 3 feet... that count MOST 


The most complete Ba gnaw fe ere- 
ce in America. C ns rch, desion 
i cardboard, ‘plastic wood, 
EN q sstal, laden. mechanteal. 
wr<,, 
420 Pic 
FREE! 
an Exhibit of Perforr sIERCHANDIS E 


PRES SENTATION NEWS vaeved a art 
for those inte ed Uxhit 
brochure Writeo on yo aie iness | necro he ee 


W.L. STENSGAARD 


AND ASSOCIATES, INC. 
363 N. Justine St., Chicago 7, lil. 
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OUT OF THE WEST IN 49 





ne W FREEZCHEST 


Strike it rich in '49 with this fast-moving 
profit item for appliance dealers . . . the 
new FREEZCHEST! Just set it on the top 
shelf of most refrigerators and presto, you 
get up to 4 times the frozen food storage 
space! No moving parts or connections. 
Made of aluminum, satin-finished, the 
FREEZCHEST can mean new gold for you 
in °49. 





Model 74, capacity Model 84, capacity 
$20 cubic inches, 655 cubic inches, 
holds 9 large pack- holds 12 large pack- 
ages of frozen food. ages of frozen food. 
Retail price $18.95, Retail price $19.95, 
Fair Traded. Fair Traded. 


Technical Products Co. 


fe) 
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Experienced Sewing 


Machine Dealers 






FOR THE NEW NATIONALLY % 
ADVERTISED “SEW-GEM" 


Rotary Electric Sewing Machine 


If you are looking for something new with 
big sales and profit potentials, it will pay you 
to investigate the newest of electric sewing 
machines. 


A hungry market is now waiting for this product. 
Territories are still open in many sections of the 
country and will be allotted on a first come first 
choice basis. 


Here is an excellent opportunity to get'in on 
the ground floor and enjoy fast sales and nice 
profits. If interested, write us at once for com- 
plete details. All inquiries will be held in strict 
confidence. 


4 a) 4) Im: | 
Handsome Secretary Dest Modern Writing Dest 
POPULAR 
MODELS 
Occasional Table 





man 


MANUFACTURING 
ROCK ISLAND, ILLINOIS 























A money maker for YOU 


Order 
your 
1949 
copies 
today! 


Official NARDA 
Trade-in Guide 


Four Guides in One 


Covers refrigerators, electric ranges, vacuum 
cleaners and washers. Trade-ins will be a 
big factor in your 1949 business. With the 
official NARDA Trade-in Guide you can meet 
trade-in problems with confidence and profit. 
Order now, get your copy at once. 








1 to 5 copies $5.00 each 
6 to 25 copies $4.00 each 








Please send me at once ...... guides 
ecccee more data. 
Rr ete 
aA ae eee ee meray 
i cctchitihidcniieitceniietael State ......-++* 


NARDA GUIDE CO. 


20 N. Carroll St. Madison 3, Wis. 
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when cords 
or plugs 









fail in the pinch! 
For sure contact 
and durability, 
it’s best 
to feature 


Cord Sets. 


APPROVED BY UNDERWRITERS LABORATORIES 


A full line of Flexible 
Cords for the Repair and 
Service industry, 
obtainable through 
Jobbers and Distributors 


CORNISH WIRE COMPANY, 


15 Park Row New York 7, N.Y. 



























with Plastic 
Diffusion Shades 
for Fluorescent Lights 


Eliminates blue-white glare without reducing 

light value! Designed to fulfill a long-felt need, 

this lightweight, sparkling plastic shade blends 

attractively with any surroundings, fits vertical, 

outa or horizontal fixtures! 

Versatile, decorative, practical! |Adaptable to a 
wide variety of applications, finished in fluted 
plastic with highly polished metal strips; hides 





unsightly fixtures! 

huilaie in all standard lengths at amazingly : 
low. cost! Individually banded with colorful, & 
attention-compelling wraps for fast sales and 
Profits. Make this year your best-selling year! 

See your jobber or order direct -- Today! 


STEADY YEAR AROUND SALES 
\ Get your FREE catalog now! Complete 


information of the entire fast-selling 
Lee-Bert Products in Plastic! 


lee-bert, inc. 
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Wear  Mcsiielas are Saying —“MEMCO for ME” 


























RETAILS AT $2.45 


Here’s the extra oomph to pep up sales! 
Spot a gleaming white, Glass on Steel 
Vacuum Coffee Maker on top a display 
range and watch lookers buy. A natural 
for greater store traffic, added profits. 
MEMCO ware (16 open stock pieces) is 
pure white with black trim to match range 
and refrigerators. Coffee Maker retails 
at $5.95 — the 15-purpose Gift Set below 
at $9.90. 

Profit - conscious dealers everywhere are 
saying, “MEMCO for ME”. Here’s why: 


e@ the only Glass on Steel utensils con- 


sistently advertised in leading women’s 
magazines. 

permanently branded for easy consumer 
recognition and re-order. 

point-of-sale displays and mewspaper 
mat service. 

packed in minimum quantities for better 
inventory control. 


Get full details. Write MEMCO. . . Desk EM, 
West Lafayette, Ohio. 























—Shermogray 


ELECTRIC WATER HEATERS 


invites your inquiry because 


PEOPLE WHO KNOW THEM 


LIKE THEM! 


That's the basis of our new 1949 
Sales and Distributing Policy [ | 


DURING 26 YEARS 


Thermogray Electric Water Heaters have 
stood the test of time. They have made 
enduring friends on performance . . . 
economy . . . dependability wherever 
offered. They have sold themselves. 


How much do you 


know about 














Thermogray? For a factual description rs en 
48 gal. its 


of our line (40 to 


Sie Soe Sheet nie | DISTRIBUTORS! ! 


anode, AN 
OFFER You IN DISTRIBUTING. possi. I 
BILITY write, wire or phone Pence 


Miller 


TERRITORIES | 
Now being assigned | 


THERMOGRAY COMPANY e JEFFERSON, IOWA 
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OPPORTUNITIES: SELLING . 
RATES: 


$1.20 a line, a 4 lines. 
payment, cou erage words as a line, IN- 
DIVIDUAL EMPLOYMENT WANTED undis- 
played advertising rate is one-half of undisplayed 
rate, payable in advance. 

BOX NUMBERS—Care of publication New York, 
Chicago or San Francisco Offices count as 1 line. 
DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 


To figure advance 





SEARCHLIGHT SECTION 


CLASSIFIED ADVERTISING 
. EMPLOYMENT . 


. MERCHANDISE . . . BUSINESS 


DISPLAYED INDIVIDUAL SPACES with bor- 

der rules for prominent display of advertisements. 

The advertising rate is $10.25 per inch for all 

advertising appearing on other than a contract 

basis. Contract rates quoted on request, 

AN ADVERTISING INCH is measured %” ver- 
ins—48 inc! 


PEAR 
IN THE APRIL ISSUE, SUBJECT TO 7 
LIMITATIONS. 








MERCHANDISING 


SUPPLEMENT 
PRODUCTS 
SERVICES 


For More Sales - More Profits 


Continued on Opposite Page 
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HOT ELECTRICALLY Prominent large trade association offers 
WATER at no more cost than good opportunity at good salary, to man 
BOILER Pot Stove operation 35-40 yrs old with engineering or business 

SALESMEN WANTED administration education, a good reporter 
for FISKE sidearm and writer, association experience not 
Electric Water Heater necessary but experience in merchandis- 
Open & vast new market. Re: ing practices in electrical industry essen- 
ae Tae ae ae rane tial. Must be a cooperative and orderly 
<_< gutematio clectete water- worker. 
— oo To a oe Please give full particulars. Replies 
“aus cellent profit. will be kept confidential. 
FISKE PRODUCTS, INC. P 7944, Electrical Merchandising 
Bedford Hills, N. Y. 330 West 42nd St., New York 18, N. Y. 
ESTABLISHED 
ISTRIBUTORS || 'SWURITORS 
D 5 Wanted for 
WANTE BEST MAID 
PROGRESSIVE MERCHANDISERS Washing Machine 
FOR CAST IRON Replacement 
Electric Steam Radiators W 
Automatic Thermostatic Control RINGER ROLLS 
portable and stationary models WRITE 
Write for details 
KORAL ELECTRIC MFG. CO. APPLIANCE PARTS CO. 
43-21 Van Dam St., Long Island City 1, N. Y. 1228 Williston Waterloo, lowa 

















REPLIES (Bow No.): Address to TY nearest you 
NEW YORK: 330 W. 42nd St. 8) 
CHICAGO: 520 N. Michigan y a4 (11) 
SAN FRANCISCO: 68 Post St. (4) 


MIRROR SWITCH PLATES 


Established manufacturer wants manu- 
facturers representatives with excellent 
Electrical Appliance 
wholesalers outside of New York City. 
RW 8053, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 











SELLING OPPORTUNITIES OFFERED 


SALESMEN: To represent Mfer., of new line 
of Crystal Hurricanes, Candelabras, Table, 











Boudoir and Pin-Up Lamps in Modern Styles, 
for the better Electrical Lamp Dealers, etc., 








WESTWARD 
Am hanget 


A Supper 


WASHING MACHINE 
PARTS & EQUIPMENT 













Thousands of washer repair 
men have come to rely on 
Westward for replacement 
parts and equipment. They 
know that Westward is always 
reliable, supplying prompt de- 
livery of high quality products 
... at the right price. Why 
don’t you get acquainted with 
Westward’s products and 
services? You'll find almost 
everything you need — when 
you need it—in our complete 
line. 


Illustrated literature is 
available on request. 


WESTWARD © 





WASHING MACHINE CO. 


7400 ST. AUBIN AVE DETROIT 11, MICH 





must be good producers only. Protected ter- 
ritories. Write full details about yourself in 
first letter to: H. H. Henkin, 131 S. 55th 
Street, Phila., 39, Pa. 


FURNITURE STORE FOR SALE 


Small town, best lines appliances and furniture. 
Doing over $100,000. Price about $45,000 and 
lease building or about $75,000 for everything. 
Warehouse rental $125.00. Write 


BO-8083, Electrical Merchandising 
330 West 42nd Street, New York 18, N. Y. 


APPLIANCE SALESMAN. Several territories 
open on a hot line. Write Box 801, Garland, 
Texas. 








"SELLING OPPORTL TUNITY WANTED 











PERMANENT REPAIRS 


Quickly, Easily Made 
wa5 sizes for all types of . 
S industrial 





Write for Catalog 


=a MEND-IT SLEEVE “5 


S606 Taft Ave., Oakland 18, Calif. 


























SMALL Northern Indiana i niinciguianiaiiias 
three salesmen—excellent credit rating— 


Florence heaters, model C-2-A 


desires additional lines: Appliances, washing Savoil heaters, models E81 and A220 
machines, stoves, refrigerators, garden plows, 3 burner gas stoves 
etc., that can be handled on drop shipment or 


9 cu. ft. deluxe refrigerators 
Must sacrifice, to reduce inventory. 
Write or wire for full information 
FS 8022, Electrical Merc “+5 
330 West 42nd St., New York 18, 


commission basis until such time as our ware- 
housing situation is improved and our capital 
structure enlarged. Address RA 8021, Elec- 
trical Merchandising. 











HIGHLY EXPERIENCED and capable terri- 
tory manager of executive caliber, young, 





a producer, traveling Wisconsin, ten years 
with present firm. Only manufacturers need 
apply, present employer aware of this ad. 
w rite SA 8076, }, Blectrical Merchandising. 


2500—6 ft. Heater Cords—Gilbert plug 1 
end llc ea. 

1000—6 ft. U. L. Cords—moulded rubber 
plugs 15c ea. 

10000—Plastics Handles 5¢ each. 


ACE ENG. & MACHINE CO. INC. 
3644 N. Lawrence St., Phila., 40, Pa. 





: BUSINESS OI OPPORTUNITIES 


Miami, Florida 
—A leading refrigeration, air conditioning, 
television, and appliance center. Will sell for 





about $12,000. Write for details. BO-6963, 





WASHING MACHINE PARTS 


Prompt Service 
On 


All Makes 
Ilustrated Catalogue $2.00 Prepaid 


KLINKER BROS. 
2019 Elm St. Cincinnati 10, Ohio 








Cisity Srnttht  Swice 
Service 
Washing Machine & Vacuum Cleaner 
Parts & Supplies for all Makes 


Save Place one order Increase 
Money One Transportation Cost Profits 
One Degendahte Be Sowee of Supply 


Write for FRE. 


The C. W. SMITH co. 





Electrical Merchandising. 











Drop Shipment jobber 

buying for 125 large stores desires additional 
lines. Tede & Etchingham, 2138 Champs 
Street, Denver 2, Colorado. 


Don’t forget the 
BOX NUMBER 


When answering the classified adver- 
tisements in this magazine don’t forget 





Appliance, Stove and Furnace business 
whelesale. In Southern California. All new 
stock. No liabilities. Wonderful opportunity 
in fastest growing part of U. S. $75,000.00 
cash full price. BO 7892, Electrical Merchan- 
dising. 








to put the box number on your envelope. 
CONTRACT WORK 


Small electronics manufacturer 
now has facilities for handling additional 
contracts specializing in wire and cable as- 
sembly, small receivers and PA systems. CW 
7994, Electrical Merchandising. 





It is our only means of identifying the 


advertisement you are answering. 














MARCH, 





3959 West Ogden Ave. Chicago 23, I. 
Our 132-page 


FREE Catalog of FREE 


Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 

Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
3645-51 W. Fullerton Ave. Chicago, 47, \ilinois 














SPECIALTIES 


Vacuum Bags, all types 
Mangle pads and covers, all types and sizes, 
separate and combination; Ironing 
pads and covers; Washing machine covers 
Ohio Textile Spec. Co., 3438 W. 6th St 
Cleveland, Ohio. 
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THE @ APPLIANCES @ SPECIALTIES @ ACCESSORIES 
@ EQUIPMENT @ TOOLS @ INSTRUCTION 


MERCHANDISING Bg @MATERIALS © REPAIRS 


FOR MORE SALES — FOR MORE PROFITS 


S U P P L E M E N T UNDISPLAYED RATE: 








DISPLAYED RATE: 





$1.50 a line an insertion. Minimum $6.00 $15.70 i 
" .00. . per inch per insertion. Contract 
(eet line small black face type.) Frac- rate on request. (An advertising 
ts e ° = line counts as line. 10% Discount inch is measured vertically %” on 
roauc ervuices full advance payment is made for 4 one column. There are 4 columns— 


consecutive insertions, 48 inches to a page.) 





























WASHING MACHINE PARTS 
ALL MAKES WASHING MACHINES, OIL BURNERS 
PROMPT SHIPMENTS MOTOR DRIVEN MACHINES 


Flerhle Couplings for 


The NEW 
“YEATS APPLIANCE DOLLY” 






DISTRIBUTORS—Goodrich Wringer Rolls 

















Ws ‘ bon a jg agg ts Aluminum frame, caterpillar type “STEP GLIDES” for 
Pag faints canes pany A ee — steps, — _ on back ~ ~ nating 
for washing ma- in elivery truck, curve cross members fr roun 
pe ge water heaters. Handles all appliances easier and 
Gee Distributed jiatlonal- quicker because it is the ONLY APPLIANCE DOLLY 
a your csanedt Gap WITH PATENTED RATCHET DEVICE TO TIGHTEN 

plier and ask for THE HOLDING STRAP. Write for full information. 

Electrical Appliance Parts TYPE “A” catalog. 





YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 





811 9th St.,N.W. Washington 1, D. C. LOVEJOY FLEXIBLE COUPLING CO. 


1 MAN NOW 
DOES THE 
WORK OF 2; 



























SNAP-TITE 

HOSE CONNECTOR 

mpeg if, 
AUTOMATIC 

AND SPINNER WASHERS 





JUST THINK of the LOSS of LIFE, ACCIDENTS, 
DAMAGE to merchandise and property that 
occur every year when delivering —. anges 
Refrigerators, Water Heaters, Bath Tubs an 
many other Bulky Articles. The COST runs into 
THOUSANDS OF DOLLARS 

You can prevent your share of this unnecessa 
waste by using the NEW 6-in-1 SAFE 
E-ZEE-LIFT to handle your appliances. 


SAVE 50% to 
60% of hauling 
costs with the 
Easload Appli- 
ance Truck. 
This scientifi- 
cally balanced 


KIT CONSISTS OF: 


2-PE1180 SONDED NIPPLE ¢ 
2-PE24 AERO SEAL CLAMP 
1-PEY18 8” “Y” ASSEMBLY 





truck carries “Make 1949 a Safer Year” 1-PEY1S 15" “Y” ASSEMBLY 
full weight of load on 10” cushion E-ZEE-LIFT is now used by Movers, Furniture and 1-PE1175N “Y” CLAMP 
tires. Patented balancing mechanism gen aa, a bw — SELF - LUBRICATING ROCK 

' : ' a any others in the % ade of heavy ° . 
causes wiesls tp elide ferward fur duty machine belting and webbing. Easily adjusts MAPLE wringer bearings, im- 





loading — backward, at touch of foot 
pedal —for free easy rolling. Tubular 
smooth steel handles for sliding load. 


2 is pregnated 45% by weight 
Month guarantee. with a non-mineral lubricant, 





POWER EQUIPMENT CO. 





Twin strap ratchets. Appliances fully made to exacting standards sar st ee 
protected, You Can't Lose! for perfect fit, smooth wringer 2373 S. KINNICKINNIC AVE. MILWAUKEE 7, WIS 
$48.50 f.o.b. Los Angeles If you order one or operation. Available for every 































































































more E-ZEE-LIFTs to- make and model of washing a 
' SS day. Price is still ont i i 
a COLSON “hs ia peer gn Rg rt 
uses EQUIPMENT & SUPPLY CO. a fii ao lg aoe = Amazingly low prices; write u at a 
1317 WILLOW STREET REFRIGERATION _— folder ‘D’ for free literature. enter 
FG. 1) 
0. LOS ANGELES 13, CAL. Neal Products Co., Marlboro 8, Mass. —— emove ake 
— _— now avail- 40 r ; 
“ WASHING MACHINE PARTS FRANTZ i(w)} | | post iy washer 
“For any and all makes” f A % > WESTWARD r 
Most complete stock in N. W. MANUFACTURERS OF “ws” WASHING MACHINE CO e 
Prompt Service 7400 ST. A 
' —w A amnen Parts to WASHING MACHINE aa y UBIN AVE. DETROIT 11, MICH 
il 191 W. Teh St. pp $t. Pes! 2, Malan. 3650 EAST 93rd ST. » CLEVELAND 5, O. POWER 
mpt WRITE FOR THIS “Op png aE os WRENCH 
me Ser oe Dixte- Mad BENDIX PARTS 
cos ZENITH AUTOMATIC ELECTRIC CHURN iiiiliania 
, TIMER CONTROL —— 
emote Control Switches Sol id Coil 90 
Automatic Time Switches REPEAT C aimee ca i . i i 
3, Hl. ; : 20 LBS. OF SOLID WRE _ 2214" high 
——— ao — PROFITS! 110 Volts AC Guaranteed 234” in diameter. 6 pe nay & _" 
— letervel Timers YEAR 2 Inlet Valve Coils . . .95¢ aa to toed tebe ae. “Tae ‘ob quickly, 
EE Process Timers 110 Volts DC easily. : - 
— Seite Chocks ‘ROUND - Metal Door Handles . 75c DIRECT-LEVER ACTION—Doubles your pres- 
P mes Seociad Beak - sure. No springs. Does not slip. 
Dp pe - pment SALES 32 Volts DC Timer Escapement Gears MONEY BACK GUARANTEE. Use blank below 
> | Re aired or Exch $1 50 to order for 5 day free trial. Your money back 
ZENITH ELECTRIC CO. P SgPnecs MAIL YOUR ORDER IN TODAY 
co 150 W. Walton St. Chicago 10, Ill. . ° Solid Steel Pulleys, Motor ne yy MM 
IHinois : wet ’ TO: WHITMAN & ROBINSON 
aan Wette ter i Transmission Parts, Etc. ae P. O. Box 1336—Syracuse, N. Y. 
—— LOVELL WRINGER ROLLS omeenun I enclose Money Order ( ) check ( ) for $19.95. 
— “ae omeie ropay! ee HOME SERVICE CO. || sii scur ih. isteg foo ee win tare 
F am “RGNER “PADS aan yd : J . = — pres ga yg —e Rerteeieeneeeems padoreiameeanenen: de 
DS AND COVER: needa ; YX |_| Btteet crereeereeeettteeteetesseseeeteeeenes 
covers. SOUTHERN ELECTRIC PRODUCTS ° : ee ar aoe eae Wt edewees 
‘th St. 1223 ouio WASHER COMPANY Onte ‘ANDERSON - SOUTH CAROLINA Send for free price list GEE cncnctisee ances seunsanebewe> iPrirchisser}” se 
SING 
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EDITORIAL 


Record Rumpus 


7 will come as no news to the trade that phonograph record business was beginning to slide 
badly in 1948. For almost three complete post-war years, the business had been a lush one. 
But last year the impact of television made itself felt in all branches of the radio business and 


records, which had been coasting comfortably along in the 78 r.p.m. groove, were no exception to 
the rule. 


Certainly, the business needed some kind of shot in the arm—some kind of dramatic 
innovation, which would tend to refocus the attention of the buying public and provide a 


stimulus to sales. It got it—and with a vengeance. 


During 1948, a long-playing 33% r.p.m. record and record-player was introduced. This 
was a radically different approach to the entire recording business and, it must be acknowl- 
edged, had the desired effect of spotlighting records in the minds of the trade and the public. 
The new records had much to recommend them. They were of finer quality, compressed 45 
minutes of music into the usual 8 or 9 minute mold and had other advantages. 


Now, early in 1949, the trade is confronted with still another dramatic new offering to 
the technique of recording—a 45 r.p.m. record and player which, like the 33% r.p.m., also 
offers advantages over the older types of records. In quality, ease of handling, automatic 
changing, etc., it will undoubtedly have distinct appeal. 


It would be idle to deny that, with every technical advance the industry makes in the 
recording and playing of records, both the dealers and the public will benefit in the long run. 
The dealer will have merchandise with superior features to talk about and will have both new 
and old markets of record-buyers to cultivate. The public, of course, are the gainers where- 
ever technological advances in the design and performance are made available. 


But we would like to add our small voice to the babble which these two new innovations, 
piled upon an already existing method, have caused within the industry. We lay no claim to 
being technicians. We have no quarrel with the methods employed to achieve certain desired 
goals. We hold no briefs for individual ways of arriving at speeds, types of record changing, 


size of records, length, or any of the other indubitably fine technical advances which these two 
new methods represent. 


It is our business to serve retailers and distributors of merchandise—to ease and help 
speed the flow of goods from the manufacturer to the consumer. And all the evidence points 
to the fact that the introduction of two new types of records, added to a presently accepted 
type, has caused considerable confusion in the minds of retailers and consumers. All of which 
is not good for business. Competition may be the life of trade, but it would seem that some 
method might have been devised, for the good of the trade and public alike, to achieve a 
measure of standardization which each group could understand and accept. As things stand 
at present, with claims and counter-claims flying thick and fast, the public may hardly be 
blamed if it takes “A plague o’ both your houses!” attitude. 


Qurtuce Are, ~, 


EpITor 








MARCH, 1949—ELECTRICAL MERCHANDISING ish 






DO YOU TALK THE WAY 
ait A TOP-NOTCH 
SHER SALESMAN SHOULD? 














_ 





PUSH AND IT SWINGS! A gentle 
push or pull on the frame is all it 
takes to unlock the Lovell “—— 
wringer, stop the rolls automa- 
tically and shift the wringer from 
one operating position to the next. 
No lever to fumble with. 













PRESSURE CLEANSING GtTs CLOTHES 
CLEANER! Microphotos prove that 
Lovell Pressure Cleansing gently 
forces out dirt parti 
otherwise remain to 



























PULL AND IT STOPS! The new Lovell 
77" Wringer with Push-Pull Control 
gives you safety without stopping '€ 
think because a slight, instinctive pull 
on the clothes will stop the wringer 


rolls instantly. 







cles that might 
dull the fabric. 































GETS THE WASH DONE QUICKER! 
Clothes go through a Lovell 
Pressure Cleansing Wringer 
fast! And while the first load 
is being rinsed, the second load 


can be in the tub. 






50-0-0-0-0-0 GENTLE with delicate 
! Lovell’s adjustable rolls pro- 


fabrics: 
vide exactly the right pressure for silks, 


linens, woolens and cotton. And the 
special rubber rolls can’t break buttons 


or jam zippers. 









> oe 










Pa 
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. po 
od 
DOES 90% OF THE HEAVY LIFTING! 
ne end of a sheet or gar- 
gh the rolls and Lovell’s 
s the rest. 


Just start o 
ment throu 
conveyor action doe 





Saves you work. 





HAND w 
RINGER 
CLEANSING sen 


H 
ere’s the new 


é ; : ‘ % growin Lovell t 

os a.) & demand for “ te... Lovell’s 

vo N G . turd oe to th 
4 er t and wri e 
- ne W R N 5 nger! 


with 


PRESSURE 





TUNE YOUR RADIO TO EDWIN C. 
OF THE NEWS,” 


minded contribution to the progress of Kelvinator Dealers. 


KELV 





* «11s A GIFT!” 


When Kelvinator introduced a new concept in home refrigeration 
cold clear to the floor . 


buyer alike 


. it was apparent—to retailer and 
that here was a major advancement in refrigerator 


design. 


lor here, like a gift, was the extra refrigerated space . . . in 
no bigger a cabinet . . . that American women long had wanted. 
. with a 


Fruit Freshener that easily holds a whole basket of fresh fruits 


Yes, up to two cubic feet of additional cold space 


and vegetables. 


Here was an improvement so plain and clearly visible that even 


a child could understand it. Here were advantages instantly ap- 


HILL and “THE HUMAN SIDE 


Monday through Friday . . . another retail- 


»-»++ THE MOST VALUABLE 


INATOR, °o 


FRANCHISE 


NAS H-KELVINATOR 


parent to women seeking greater food-keeping utility ... greater 
food-handling convenience . . . in their refrigerators. 

It’s no wonder retailers report unprecedented acceptance) 
for Kelvinator. 

But this “gift” does not stem from luck. It stems from Kelvina-4 
tor’s definite, retail-minded policies . . . and such pledges as: Kel- 
vinator will engineer ever-new, brilliant features that have sirong 
consumer appeal and practical usefulness in the home. 


That’s one reason why there’s extra value in Kelvinator prod- 
ucts . . . and extra values for retailers in the Kelvinator Dealer) 


Franchise. 


GET MORE. -- 
Gilg olvuseaat 


IN THE APPLIANCE INDUSTRY 


CORPORATION, So &.2,.0:.5 








